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Juntiga Nasunee. (2004). An Analysis of Catchy Words and Sentences in Volkswagen
Beetle Advertisements in the United States. Master’'s Project, M.A. (Business
English for International Communication). Bangkok: Graduate School,
Srinakharinwirot University. Project Advisor: Asst. Prof. Dr. Amporn

Srisermbhok.

The purpose of this study was to analyze writing style of catchy words and
sentences in Volkswagen Beetle Advertisements in the United States which made a VW
Beetle popular until now. Furthermore, this study also included analyses of sentences
and sentence fragments, and types of adjectives that were used in Volkswagen
advertisements. In this study, the researcher gathered 50 examples of Volkswagen
advertisements published in the United States between 1960s-2000 from foreign
magazines, advertising books, and websites to study the writing style of headline in
each advertisement. From 50 examples, some advertisements used the same headlines

so there were 40 headlines chosen as samples for the analysis.

Regarding the analysis process, the study includes three major steps:

1. Volkswagen Beetle advertisements were collected from many media such as
general magazines, advertising books, and advertising websites. However, the

researcher focused only on the advertisements published in the United States.

2. Those headlines were categorized based on writing style in advertising, types

of sentences and sentence fragments, and types of adjectives.



3. The simple calculation frequencies of occurrence of each writing style, types

of sentences and sentence fragments, and types of adjectives were also presented.

The results of the study showed that there were many writing styles used in

Volkswagen Beetle headlines that made them catchy but in terms of the frequency of
occurrence, Pun was mostly used and amounted to 87.5%, followed by Alliteration,
Rhyme, and Rhetorical Question was 10%, whereas Repetition 5% respectively. This is
because a pun is a humorous writing style playing on clever words and meaning to
attract the readers’ attention. This style fits the character of a VW Beetle because it is
a funny car. So, a pun is a good technique to advertise a funny car in a funny way and
makes it memorable. The results also identified that from 40 headlines, Simple
Sentence was mostly used for 55%, followed by Single-Words Sentence Fragment for
20%, Subject-Deletion Sentence Fragment for 12.5%, Complex Sentence for 7.5%, and
Compound Sentence for 5% respectively. Simple sentence is a good way to
communicate the readers about features or benefits of a product because it is concise,
short, and not complex. This type of sentence makes the readers understand about a

product easily and clearly.

As for types of adjectives, in terms of the frequency of occurrence, Descriptive
Adjectives were mostly used for 50%, Determiners — Article for 35 %, Determiners —
Possessive adjectives for 17.5%, Determiners — Adjectives of indefinite quantity for
10%, and Determiners — Numeral adjectives for 2.5% respectively. Descriptive
adjectives were used frequently. This is because they can illustrate a feature and

character of a VW clearly and also imprint the picture of the car in the readers’ minds.
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CHAPTER 1
INTRODUCTION

Background

Nowadays, transportation is one of the most essential parts of everybody’s life,
especially people in big cities. Most of them have to speed up all the time because
time is worth more than anything else in business. So, a car becomes an important
transport that helps people to commute easily and conveniently. People in big cities,
where public transportation is not enough, need to have their own cars to solve the

transportation problem.

And when talking about a car, a German made car always comes in mind with
priorities such as Mercedes-Benz, BMW, AUDI, and VW. As when people think about
perfumes, French products are instantly considered. Similarly, Swiss-made watches are
well recognized as one of the best watches in the world. As each car has its own
image that reflects the taste and lifestyle of the owners, cars then become parts of the
consumers’ personalities. For example, when driving a Mercedes-Benz, people feel
more proud of themselves than driving a Japanese car. Also, they think others will give

them more recognition.

The researcher is very interested in German-made cars because Germany is
famous in mechanical engines and has its own reputation in high technology. As a
result, the researcher chose to analyze Volkswagen Beetle because of its long-term

reputation and its icon of popular culture.



According to the article entitled, Volkswagen’s New Beetle: A One Hit Wonder?
(Decker; et al. 2000: Online), a Volkswagen (VW) Beetle was firstly launched as a
people’s car but now it has become a modern and premium one. The price for the New
Beetle is about $ 22,200, unlike the Old Beetle which cost $ 1,800 in 1968. When first
introduced in the United States, the VW had four negative features; that is, it was small,
ugly, rear engine powered, and foreign produced. Furthermore, its odd shape made it
look like a bug. Therefore, it was quite a hard work to make this car popular.
Fortunately, with the help of creative advertisements and effective marketing, the
Volkswagen Beetle became a household name in America during the 1960s. In
accordance with, A Growth Year of Volkswagen (Marketing Spotlight-Volkswagen. 2002:
Online), “The company’s marketing program in the U.S during this decade was
designed to make the brand’s underdog status an advantage. This was accomplished

with self-deprecating advertising that made light of the Beetle’s shortcomings.”

Doyle Dane Bernbach was a man behind these creative advertisements to
make sales-promotion a big success. In the 50’s, Doyle Dane Bernbach Advertising
Agency was chosen to create VW advertisements due to its reputation as a highly
creative agency. Bernbach took those four negative features of the Volkswagen and
created humorous and unique advertisements that were regarded as the best
advertisements of all time. As stated in Ries’ article, (First Do Some Great Publicity.
2002: Online), Volkswagen arrived in the U.S. in 1949 and only few cars were sold. By
1959, the year that Bernbach launched the first advertising campaign for VW Beetle,

VW was the largest selling imported car in the United States. Volkswagen



advertisements made this car an enormous success. The advertising Bernbach did for

VW cannot take full credit for the rise in sales alone, but it certainly did help. VW

dealers often found customers arrived in their dealerships with the headlines of the

latest Bernbach advertisement on their lips.

Volkswagen headlines such as Think Small., Ugly is only skin-deep.,

Will we ever kill the bug?, It makes your house look bigger., It's ugly but it gets you

there., and Nobody’s perfect. were examples of the witty nature of VW advertising.

Think Small. and other self-deprecating headlines presented the Beetle in an offbeat
manner and afforded an opportunity to make things right with honest, explanatory body
copy. At this point, it is clear that VW campaigns presented not only product benefits
but also product image by using simple, catchy, and clever words, fragments, and
sentences. One particularly persuasive print advertisement paired a Volkswagen with a

snowplow and a heavy blanket of snow on the ground and asked, What do you think

the snowplow driver drives to work? Volkswagen also developed a stylish automobile

called the Karmann Ghia, which was humorously advertised as the car for people who

can’t stand the sight of a Volkswagen.

After sales of VW cars in the United States peaked at 569,000 units in 1970s,
competitions among compacts, especially from Japanese manufacturers, hurt
Volkswagen’s sales. As indicated in Lawless’s article, (Volkswagen-The New Beetle.
2004: Online), finally, Volkswagen stopped importing the Beetle into the United States in
1979 due to declining sales. The decline was a result of inferior performance and

comfort as compared to other cars. Beetle-mania returned to the United States in early



spring 1998 when VW reintroduced the New Beetle. The New Beetle was not an

update of the original Beetle, but a completely new and modern car. It was significantly

larger and more technologically advanced than the original. With the New Beetle,

Volkswagen hired Arnold Communications to create the advertisements. By introducing

the New Beetle, Volkswagen hoped to go beyond all demographics and add an element

of nostalgia to its advertising. A few of the headlines were as follows: The engine’s in

the front, but its heart’s in the same place., Less flower. More power., Come with

wonderful new features. Like heat., Hug it? Drive it? Hug it? Drive it? Furthermore,

advertisements for the New Beetle echoed the irreverent humor of the advertisements

from the 1960s such as this headline: If you sold your soul in the 80s, here’s your

chance to buy it back. The old Beetle’s advertisements and the New Beetle’s

advertisements both used the same writing style; their headlines were simple and

humorous and make the readers feel good every time they read them.

From the examples of Volkswagen’s headlines above, it can be seen that
copywriters used language quite distinctively. They used many types of writing styles
which called figurative language such as alliteration: If you sold your soul in the 80s,

here’s your chance to buy it back., pun: Ugly is only skin-deep., repetition: Hug it? Drive

it? Hug it? Drive it?, rhyme: Less flower. More power. These kinds of writing styles can
draw the readers’ attention to the advertisements and catch their eyes and ears. At the
same time, the copywriters can make the readers remember those words, fragments,
and sentences easily. Making each sentence memorable is a way to stimulate people

to buy the product in the future. Moreover, copywriters used adjectives to add imagery



of the Beetle and its value into the readers’ minds because they can create picture of

the Beetle clearly.

For example:

Ugly is only skin-deep.

Small wonder.

The New Beetle. Fun on the outside, serious underneath.

Adjectives and figurative language work together in a powerful combination to

make each line more interesting and easy to remember.

Statement of the Problem

At present more and more companies need to advertise their services and
products because customers are more concerned about quality. Obviously, automobile
marketing has become competitive. Advertisements are created to capture the attention
of the target audience to increase sales-volume. When millions of dollars are spent
each year on advertising business, authorities involved need to learn from successful
companies and their effective advertisements to save the budget. As mentioned earlier,
VW is one of the successful companies that make its cars popular until now especially
a Volkswagen Beetle. So learning how VW advertises its cars and creates successful

advertisements will be very useful.



Objectives of the Study

1. To analyze the writing style of catchy words, fragments, and sentences in

Volkswagen advertisements.

2. To find out which types of sentences and adjectives are frequently used.

Significance of the Study

In our daily lives, we cannot keep away from advertisements. They are all over
the place, on TV, on the radio, in newspapers, in magazines, on billboards and even
plastered across the sides of buses that are obviously persistent and persuasive. Have
we ever wondered why we buy a VW instead of other cars or buy a SWATCH watch
instead of other watches? The reason is that we choose the brand that reflects
something about ourselves. The brand that we pick out expresses what we think we are
or what we want to be. To decide anything as a choice is actually to express the self.
It is also true that the power of words in each advertisement makes us interested and
willing to buy the products. As mentioned by Martineau (1971: 79), “People believe the

advertising that fits their preconceptions.”

To city people, cars become part of their basic daily need to commute back
and forth, and to most people cars reflect their lifestyles. Besides, one of the most
popular cars of all time is Volkswagen Beetle. Certainly, while advertisements make
VW popular, catchy words and sentences in VW advertisements attract people around
the world. In other words, the great products and the great advertisements can drive

sales. It can be true that the power of catchy words and the power of advertising are



something that should be concentrated when doing business because words and
sentences in each advertisement can build brand awareness and make the readers
remember the product. Using various writing styles with figurative language such as
pun, alliteration, rhyme, and repetition can make words or sentences in advertisements

memorable.

For example:

Pun: Will we ever Kill the bug?

Alliteration: Don'’t let the low price scare you off.

Rhyme: Is it possible to go backwards and forwards at the same time?

Repetition: It's not the fastest. It's not the smallest. It's just the coolest.

The examples of writing styles above are good techniques to draw people’s
attention to the advertisements and make them remember the product easily. So when
they come to the decision buying stage, the messages from advertisements will come
up into their minds automatically and may stimulate them to buy the product. The more
people remember the messages from the advertisements, the more they can remember
the product. And that is why catchy words and sentences are all-important in
advertising. Moreover, copywriters also use adjectives to create a clear picture of the

VW Beetle and convey mood which make VW’S headline more colorful and interesting.



Scope of the Study

This study focused only on words, fragments and sentences from Volkswagen
Beetle advertisements published in the United States between 1960s—2000. There
were many VW Beetle’'s advertisements created during that period but some
advertisements used plain headlines. Therefore, the researcher gathered 50
advertisements used interesting writing styles which were useful for this study.
However, some advertisements shared the same headlines so only 40 examples were

presented in this study.

Those Beetle’s headlines, and the data analysis were based on the following
theories: writing style in advertising, the types of sentences and sentence fragments,
and types of adjectives. For the writing style in advertising theory, the researcher
focused only on four types of writing styles used frequently in VW Beetle’s headlines.
The followings are types of writing styles used to categorize the headlines: 1) pun, 2)

alliteration, 3) rhyme, and 4) repetition

Methodology of the Study

Most data in the analysis were secondary data, coming from marketing
textbooks such as Advertising its role in modern marketing, Basic Marketing a Global
Managerial Approach, and from advertising textbooks such as Advertising Handbook,
Contemporary Advertising, The Copywriter's Handbook, and the Internet. Other data

came from many various media of Volkswagen advertisements. The researcher



gathered those advertisements from various sources such as a book entitted Remember

those great Volkswagen ads?, ARCHIVE magazine, and advertising websites.

There were two main parts of the study. The first part was an accumulation of
data and the second part was data analysis. Moreover, examples of some catchy

words and sentences used in Volkswagen advertisements were also included.

Expected Outcomes of the Study

The expected outcomes of the study prove that catchy words and sentences in
Volkswagen advertisements are powerful and important; they make people remember a
Volkswagen Beetle. They also make people like this car and make it popular until now.
Furthermore, some catchy words and sentences from various media of VW
advertisements are the good guidelines for people interested in writing advertisements.
Moreover, different writing styles in VW advertisements can be good examples for
students and many people interested in copywriting not only for advertisements but also

for their own reports or articles in many related fields.

Definition of Terms

From the American Heritage Dictionary of the English Language: Fourth Edition
2000, catchy (adj.) means: 1. attractive or appealing; 2. easily remembered
On the whole, in writing advertisements, a catchy word means a simple but

attractive word. Catchy words can be general words but they are used in the right time



and fit the products, appealing to the target groups and making them remember the

products or services easily.

10



CHAPTER 2
REVIEW OF THE RELATED LITERATURE

This chapter is divided into the following four main topics: 1) writing style in

advertising, 2) types of sentences and sentence fragments, 3) types of adjectives, and

4) related previous research.

According to Arens (1996: 283-285), in print advertising, the key formats

elements are the headlines, the visuals, subheads, body copy, and slogans. The

headlines will be read first and is situated to draw the most attention.

Effective headlines attract attention, engage the audience, explain the visual,

lead the audience into the body of the advertisement, and present the selling message.

If the headlines lack immediacy, prospects turn their attention to another subject and

pass the advertising message by. Headlines should offer a benefit that is apparent to

the reader and easy to grasp.

Copywriters use many variations of headlines depending on the advertising

strategy. Headlines may be classified by the type of information they carry. The

followings are types of headlines i.e. 1) Benefit headline; 2) News/Information headline;

3) Provocative headline; 4) Question headline and Command headline.

Many headlines types are easily combined. But the type of headline used is

less important than the way it is used. Copywriters must always write with styles to get

the readers’ attention.
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1. Writing Style in Advertising

According to Dyer (1990: 139-140, 151-155), advertising language is sometimes
quite standard but more often it attracts attention to itself by being colorful and
imaginative and it sometimes involves breaking the conventions of literal language.
Language that is used non-literally or in a non-conventional way is called figurative
language. Figurative language is used to convey meaning and expression in an artistic
manner. There are many different ways of using figurative language to create a
particular effect. Double meaning and puns are often used in advertisements and so
are rhyme, alliteration and other types of repetition. Advertisers frequently use figurative
language to attract the readers’ attention and make them remember the product or
service.

Figurative language in advertisements is a manipulation of many kinds of writing
styles and many types of sentences. Copywriting should know what kind of styles fit for
each product or service. But the most important thing that a copywriter should consider
in writing advertising words or sentences is catching the readers’ attention, imagination,
and money. The following are examples of writing styles that Dyer classifies: 1) Pun, 2)
Alliteration, 3) Rhyme, 4) Catch-phrases, 5) Snatch of songs, and 6) Repetition. All of
these styles make words and sentences memorable.

Similarly, in an article of Ohio DECA - An Association of Marketing Students (/t’s
all in the AD. 2003: Online), an effective advertisement has many components. The first
and foremost is always the headline. The headline must get the readers’ attention

because it is the first line that people read. And the following figurative languages are
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mentioned in this article: alliteration, paradox, rhyme, pun, and play on word. Any of
these will have a positive effect and gain attention. As mentioned in Robbins’s study
(Noble. 1970: Online; citing Noble. An Approach to Composition through Psychology.),
“People respond no less to the stimulus that revives a concrete picture or memory than
to words that rouse the emotions; no less to novelty than to repetition, rhyme, rhythm or
old associations.”

According to Alan C. (1989: Online), print advertising often involves the
manipulation of linguistic structures and forms to achieve the persuasion. The author
also suggests some writing styles in various advertisements. For example, alliteration in
Ford headline: Body Builders., the headline of Beefeater London Distilled Dry Gin:
Befittingly Beefeater.; and rhyme in a Myers’s Original Rum Cream advertisement:
Cream & Rum. Yum. As also mentioned by Noble (1970: Online), “The rhythmic aspect
of writing and speech has a staying quality, the power of living on in mind.”

In addition, when creating advertisements copywriters should remember that
before each advertisement can influence the readers’ minds it has to catch his/her
attention. As illustrated by Kunoth (2002: Online), “AIDA is the model advertising works
with. A stands for the reader’s attention, | for interest, D for desire and A for action.”

To sum up this section, there are many styles of writing catchy words and
sentences in advertising by using figurative languages such as: pun, alliteration,
repetition, and rhyme make words and sentences in advertisements easy to remember.

However, it is difficult to decide which style is better. In fact, each writing style fits each
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product or service. But what is the most important thing that copywriters should
consider is catching the readers’ attention.

In order to make this section clearer, some catchy words and sentences from
various advertisements are grouped after their styles. All examples of words and
sentences are gathered from www.adslogans.com.

Rhyme

According to Advertising Glossary (1998: Online), “Rhyme — the identity of the
final accented vowel and all following sounds in two words. e.g. still-hill, bore-more,
ending-bending.” Its effect is to create a pleasant sound, to enhance or contribute to
meaning, to bind a verse together, to emphasize a word, and to make it memorable.

For example:

Less Flower. More Power. (Volkswagen advertisement)

Don’t be vague. Ask for Haig. (Haig Scotch Whiskey advertisement)
Beanz Meanz Heinz. (Heinz advertisement)
It takes a licking and keeps on ticking. (Timex advertisement)

Grace...Space...pace. (Jaguar advertisement)

Milk’s gotta lotta bottle. (Milk advertisement)
Don't just book. Thomas Cook it. (Thomas Cook advertisement)
Lipsmackin’ thirstquenchin’ acetastin’ motivatin’ goodbuzzin’ cooltalkin’

highwalkin’ fastlivin’ evergivin’ coolfizzin’ Pepsi. (Pepsi Cola advertisement)
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Alliteration

Alliteration is the repetition of consonants. As mentioned in Wikipedia, the free
encyclopedia (2003: Online), “Alliteration is a literary technique in which successive
words begin with the same consonant sound. Alliteration is a frequent tool of poetry but
it is also common in prose, particularly short phrases.”

For example:

Don’t dream it. Drive it. (Jaguar advertisement)

My goodness, my Guinness. (Guinness advertisement)

If you want to get ahead, get a hat. (Hat Council advertisement)

Britain’s best business bank. (Allied Irish Bank advertisement)

Dream. Dare. Do. (Girl Guides advertisement)

Put a tiger in your tank. (Esso advertisement)

Pun

According to Furman (1995: Online), “A pun is a play on words. There are many
different forms of puns, such as rhetorical and poetic. They sometimes connect two
unlike objects in a humorous way.”

A pun is a play on words and meaning. Some pun advertisements are based
on or play with the double meaning of the word.
For example:

Watch the world. Tissot.

This pun headline plays with the double meaning of the word watch: 1) watch

(verb) — to look at, to keep under observation; 2) watch (noun) — a small portable device
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indicating the time. In accordance with a topic entitled, Advertising Text in Classrooms
(2003: Online), it stated that “Pun is a linguistic device which consists in the use often
humorous of a word in such a way as to suggest different meanings or applications, or

the use of words having the same or nearly the same sound, but different meanings.”

Some pun advertisements attract attention with clever word play.

For example:

The Pen That Uses its Head. (BIC advertisement)

This headline plays with word uses its head. In fact, a pen cannot use its head
because it is not a living thing, only human can use his head especially smart people
who always use their heads to think before doing something. A copywriter plays with
the clever words uses its head to communicate that this pen is a smart pen. This pun

style makes the lines more interesting.

Furthermore, some pun advertisements arouse the readers’ interest by making
them think and use their imagination to find out what meaning an advertiser wants to
communicate. The interpretative process keeps the readers stay with the headline.
Moreover, solving a pun can help to retain the readers’ attention. As mentioned by
Tanaka (1994: 69-70), “Because a pun takes longer to process, it sustains the
addressee’s attention over a period of time, and, once comprehended, it is often

remembered.”

For example:

We've poured throughout her reign. (Guinness Beer advertisement)
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This pun headline appeared in the year of the Queen’s Silver Jubilee. The

pronoun her will be more easily assigned to mean the Queen’s, because it is followed
by the word reign. Therefore after reading this line, the readers can interpret the

meaning of this headline which means the Guinness company has served beer for as

long as the Queen is on the throne.

A pun advertisement uses the headlines to attract attention with humorous and
clever words play. By offering an amusing pun, the advertiser provides the readers with
the desire entertainment, and thus makes them feel agreeable towards the product
which the advertiser is promoting. As mentioned by Hermer'en (2003: Online), “Another
strategy that advertisers draw on involves humor, often in form of punning. Punning,
which combines sound and sense, can be persuasive, at least indirectly, by relaxing the
listener’s attitude.”

Also illustrated by Tanaka (1994: 63), “Punning would appeal to its target
audience because of its wit and humor.”

The following are some pun headlines:

Is your film as good as Gold? (Kodak advertisement)

Because the Citi never sleeps. (Citibank advertisement)

Everything you hear is true (Pioneer advertisement)

For top laps. (The Economist advertisement)

Alarmed? You should be. (Moss Security advertisement)

Where do you want to go today? (Microsoft advertisement)



If you were really good in past life, you come back as something better.

(Volkswagen advertisement)

Repetition

As mentioned in Linguistic Constructions (2003: Online), “Since memory is so
important to persuasion, repetition is a key feature.”

For example:

The future’s bright. The future’s Orange. (Orange advertisement)

Hug it? Drive it? Hug it? Drive it? (Volkswagen advertisement)

If it's on, it's in. (Radio Times advertisement)

Cats like Felix like Felix. (Felix advertisement)

A different kind of company, A different kind of car. (Saturn advertisement)

Fast, fast, fast relief. (Anacin advertisement)

Mmm mm good. (Campbell Soup advertisement)

2. Types of Sentences and Sentence Fragments

Types of Sentences

According to Kessler and McDonald (1984: 33-39), sentences come in four

varieties.

1. Simple Sentence
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A simple sentence contains one independent clause. It has a single subject and

a single predicate. It can be long with numerous modifying words. A simple sentence

is used to convey the thought of the writer.

National forecasters today predicted more rain for the coast, valley and interior

regions.

2. Compound Sentence

A compound sentence has two or more independent clauses, each containing a

subject and predicate and each expressing a complete thought.

The factory is closing, and hundred of workers will be unemployed.

3. Complex sentence

A complex sentence contains one independent (main) clause and at least one

dependent (subordinate) clause. The subordinate clause depends on the main clause

for both meaning and grammatical completion.

After the factory is closed, hundreds of workers will be unemployed.

4. Compound-Complex Sentence

A compound-complex sentence contains at least two main clauses and one

dependent clause. This construction seems to invite wordiness.

Although the rivers were flooded, no one was injured and no property was

damaged.
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Each type of sentence above fits each style of writing. The simple sentence is
a good way to write an advertisement when the objective is to attract the readers’
attention and give clear information about a product. As illustrated by Book and Schick
(1991: 34), “It is better to say too little than too much. To achieve impact and
memorability, say it quickly and crisply.”

As also mentioned by O’Guinn, Allen, and Semenik (1998: 312), “The probability
of communicating verbally increases if short, easily processed words and sentences are
used. Long, involved, elaborate verbal descriptions make it difficult for the listener to

follow the message that a copywriter wants to communicate.”

Sentence Fragments

Other writing techniques in writing advertising headlines involve the use of
sentence fragments. According to Kessler and McDonald (1984: 149), “Fragments,
used effectively and purposefully, can create excitement, set a quick pace and grab the
attention of your readers. Fragments have a brisk, staccato beat. They are punchy,
tense, and dramatic. Fragments can be used to manipulate and focus the reader’s

attention.”

Sentence fragment is a group of words that has either no verb or no subject
corresponding to the main verb. A copywriter uses sentence fragment to attract the
readers’ attention. As indicated by Rivers and Rodriguez (1995: 29-30), “Most

fragments are so punchy, they interrupt a reader’s flow of thought. For the advertiser,
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that power to distract is an advantage. Fragments force many readers and listeners to

abandon whatever they’re thinking about and pay attention to advertisements.”

According to Kessler and McDonald Theory (1984: 37), fragment is a group of
words sheared off from or never attached to the sentence. The group of words may

lack a subject, a predicate, a complete thought or any combination of the three.

1. Single-words

2. Subject-deletion

3. Lengthy dependent clauses.
In writing advertisement, the writer uses sentence fragment for a purpose of
conciseness and attention-grabbing. As mentioned by Bly (1985: 51), “Sentence
fragments help keep your average sentence length to a respectable number of words.

And sentence fragments can add drama and rhythm to your copy.”

As also indicated by Charles (1995: 29-30), “Within advertisements, we can find
the language that is clearly written to be read and not spoken, like logos. At the same
time, we also find patterns that are typical of spoken language and that are intended to
represent spoken language, like the use of contractions or sentence fragments.”

To sum up, there are many types of sentences in writing including sentence
fragments. Each type of sentence fits with each purpose of writing. For writing
advertisement, one of the basic guidelines for writing a good headline for print
advertisements is the use of simple words and sentence. As mentioned earlier, a short

and simple sentence makes the readers understand and remember a product easily.
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Furthermore, some advertisements use sentence fragments to make headlines more

concise and catchy.

3. Type of Adjectives

According to Kessler and McDonald Theory (1984: 20) “This is important, not far
behind is the need to select appropriate and creative adjective. Adjectives are picture
words; they enhance the framework of a sentence.”

1. Descriptive Adjectives

Descriptive adjectives usually indicate an inherent quality (beautiful, intelligent),

or a physical state such as age, size, color. They also set mood.
For examples:
A woman’s delicate, purple scarf hung from a jagged piece of metal.

The pilot’s cap was crushed and muddied.

2. Determiners

Whereas the descriptive adjective stresses things artistic and colorful, a
determiner which sometimes called limiting adjective, is simple and plain. Determiners

consist of a small group of structure words without any characteristic form.
1. Article- the, a-an
2. Demonstrative adjectives- this-that, these-those
3. Possessive adjectives

3.1 From pronouns- my, your, one’s, etc.
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3.2 From nouns- John's, etc., the girl’s, etc.

4. Numeral adjectives

4.1 Cardinal- four, twenty-five, one hundred, etc.

4.2 Ordinal - fourth, twenty-fifth, one hundredth, etc.

5. Adjectives of indefinite quantity- some, few, all, more, etc.

6. Relative and interrogative adjectives- whose, what, which, etc.

For examples:

The lost hunters hiked 12 miles to reach help.

(The miles are not described as tortuous or snow-clogged. In limiting this

modifier (12), the writer merely wants to give us an exact view.)

Do you know any ways to improve your writing?

(In a sense, the adjective any is limiting in that it gives extremely wide

boundaries but does not describe them.)

Adjectives are used to make each sentence more interesting and give a clear
picture of a product or a service that an advertiser wants to communicate. According to
Brierley (1998: 179), “The advertiser uses adjectives to build up the brand. Adjectives
convey mood and emotion. These are the imagistic elements of the brand, these are
what makes the brand rise above being a product. Their purpose is to add value to the

product and the brand.”
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As also illustrated by Dyer (1990: 149), adjectives are the key part of speech for
advertisers. They are trigger words because they can stimulate envy, dreams and
desires by evoking looks, touch, taste, smell and sounds without actually
misrepresenting a product. Words like big, small, and long are relatively easy to

imagine in connection with a product.

To sum up, adjectives are used to create pictures and set moods in the readers’
minds. They make sentences more colorful. Adjectives are very useful in
advertisements, especially when an advertiser wants to launch a new product or

reminds an old one to the readers.

The most common adjectives used in advertising are good/better/best, free,
fresh, delicious, full, sure, clean, wonderful, special, fine, big, great, real, easy, bright,
extra, rich and golden. But new is probably the favorite. It is used in connection with
almost every type of product or service to present its character and feature: size, shape,

color, formula and so on.

Example of adjectives used in advertisements:

So Farley’s, so good. (Farley’s Baby Food)

Not just nearly clean, but really clean.  (Ariel Ultra)

The best way of expressing your intelligence. (Zenith Data Systems)

We make it better. (Singer)

It makes your house look bigger. (Volkswagen Beetle)
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Previous Research

In order to achieve the objectives of the study, the researcher collected previous

research from various secondary sources related to this study as follows.

With reference to Utachee’s research (1999) entitled, The Language Style in
Thai Print Advertising, the language style used in print advertising was introduced. The
results of the study showed that when choosing an advertising style, the target groups
needed to be taken into consideration, children, adults, social, and educational groups,
for instance. In terms of economic background, copywriters had to select words that
were suitable for the consumer’s income. Moreover, the researcher realized that the
advertising style could not be judged as good or bad, since there were no criteria for
judgement. So, no single style was better than others. Instead, the criteria of
accomplishment were how easily the message was remembered and how effectively the
message could persuade the consumers to buy the product. In sum, language could
and did play an important role in the process of commercial persuasion. It was the
primary vehicle for conveying the messages to the consumers. And it also played an
important role in facilitating the consumer memory regarding the product or service
desirability.

According to Thintrakul’s research (2000) entitled, A Study of Airline
Advertisement Language Style in English Daily Newspaper, the type of headlines, body

copies, and the language styles and tones in advertisements were identified and
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analyzed in this study. The results of the study indicated that the main characteristics

of the writing style in airline advertisements were the use of conversational language.

All advertisements talked to their consumers in short and simple sentences, using the
present tense, the active voice and sounding like a conversation. The most significant
tone found in advertisements was warm, gentle, friendly, loving and fun. Furthermore,
the researcher realized that airline advertisements shared common features with other
kinds of advertisements. They had interesting headlines, body copies, and illustrations.
The language style was simple and written in a conversational style that is easy to
understand and remember. And the language was also motive, informative and
explanatory, informing the readers why they should try and buy the products or

services.

In Siripat’s study (1986) entitled, An Analysis of Advertising Writing in Magazines,
the techniques of copywriting advertisements were presented in the study. The results
indicated that each writing style fits appropriately with different types of products. And
the researcher found that advertising language should be simple and not complicated to
show the unique selling point of the product. Moreover, the advertising language should
provoke consumers’ attention and desire. In conclusion, the study showed that the
headline style which copywriters used most was news/information headline because this

style could communicate the product’s information to the consumers clearly.

In Burachon’s study (1956; citing Suree Siripat, 1986), The Study of Advertising
Theory, the headline styles and copywriting guidelines were introduced in this study.

The results indicated that the advertising headlines should be short and easy to
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understand so that the consumers could remember and understand them easily. And a

copywriter should conduct himself as a consumer, not advertising people, and then

wrote the fact about the product. Furthermore, the researcher realized that the

copywriter should use understatements and avoid clichés.

In conclusion, there are many styles in writing advertising to make words and

sentences catchy and memorable. Each writing style fits for each product, service, and

the target group. A headline is one of the most important parts in print advertisement

because it is the first line that catches the readers’ eyes. If it is catchy and easy to

remember, it can live in the readers’ mind and create product awareness. So, in this

study the researcher focused only on the writing style of VW Beetle headlines. And

many of the above-mentioned theories were used as a potential framework for this

analysis. The followings are theories used in this analysis i.e. 1) Writing Style in

Advertising; 2) Types of Sentences and Sentence Fragments and 3) Types of

Adjectives.



CHAPTER 3
METHODOLOGY

This chapter described the procedures used in this study. The framework of
an analysis, the accumulation of data, data analysis, and analysis presentation were
also presented. Additionally, examples of some catchy words and sentences used in
Volkswagen Beetle advertisements were included.

The collected data came from a diverse source of documents or electronically
stored information. The researcher gathered all advertisements from overseas media
because this study focused only on Volkswagen Beetle advertisements in the United

States.

Procedures

The procedures of this study were divided into three steps:

1. Volkswagen Beetle headlines were collected from many media such as
general magazines, advertising books, and advertising websites. However, the
researcher focused only on the advertisements published in the United States between
1960s—2000. There were many VW Beetle’s advertisements created during that period
but some advertisements used plain headlines. Therefore, the researcher gathered 50
advertisements used interesting writing styles which were useful for this study.
However, some of advertisements shared the same headlines so only 40 examples

were presented in this study.
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2. Those headlines were categorized according to their writing styles, based on
writing style in advertising by Dyer’s theory (1990). Furthermore, they were categorized
according to their types of sentences and adjectives, based on Kessler's and

McDonald’s theory (1984).

3. The simple calculation of frequencies of occurrence of each writing style,
types of sentences and sentence fragments, and types of adjectives were also

employed.

Framework of an Analysis

After collecting and grouping the data, an analysis of catchy words and
sentences focused on three topics: writing style in advertising, types of sentences and

sentence fragments, and types of adjectives used in VW Beetle advertisements.

Accumulation of Data

Most data and information analyzed came from American textbooks, advertising
textbooks, marketing books, and the Internet because this study focused on the
effectiveness of catchy words and sentences in American automobile market. So, the
researcher gathered most data and information from overseas sources. And other data
came from collecting Volkswagen Beetle advertisements from an advertising book
entitted Remember those great Volkswagen ads?, advertising websites, and from
ARCHIVE (Ads and Posters worldwide magazine). 50 advertisements of Volkswagen

Beetle published in the United States between 1960s—2000 were collected. However,



30

some of these advertisements shared the same headlines so only 40 examples were

presented in this study.

The following is a list of all Volkswagen Beetle headlines which the researcher

gathered from various media. Those 40 headlines were categorized after their writing

styles in the next chapter.

Table 1 A list of Volkswagen headlines

No. Volkswagen Beetle headlines

1. | It makes your house look bigger.

2. | Ugly is only skin-deep.

3. | It's ugly, but it gets you there.

4. | We don’t have anything to show you in our new models.

5. | Nobody even stare at our shape.

6. | The guy at the gas station doesn’t ask where the gas gone.
7. | Nobody’s perfect.

8. | 2 shapes known the world over.

9. | Some shapes are hard to improve on.

10. | We never make it big.

11. | It majors in economics.

12. | The good dies old.

13. | If you were really good in past life, you come back as something better.
14. | A car like this comes around only twice in a lifetime.

15. | The engine is in the front, but its heart’s in the same place.
16. | If you sold your soul in the 80s, here’s your chance to buy it back.
17. | The roundest car in its class.

18. | It's not the fastest. It's not the smallest. It's just the coolest.
19. | The 1970 VW will stay ugly longer.

20. | Few things in life work as well as a Volkswagen.




Table 1 (continued)

No. Volkswagen Beetle headlines

21. | Do you earn too much to afford one?

22. | Will we ever kill the bug?

23. | Is it possible to go backwards and forwards at the same time?

24. | Think small.

25. | If gas pains persist, try Volkswagen.

26. | Live below your means.

27. | Don'’t laugh.

28. | Don't let the low price scare you off.

29. | Save water.

30. | Save gas.

31. | Small wonder.

32. | Accept no substitutes.

33. | Water bug.

34. | Relieves gas pain.

35. | Buy low. Sell high.

36. | Driver wanted.

37. | Hug it? Drive it? Hug it? Drive it?

38. | Come with wonderful new features. Like heat.

39. | Less flower. More power.

40. | The new Beetle. Fun on the outside, serious underneath.

Data Analysis and Analysis Presentation

Data analysis was divided into two sections.

1. First of all, the collected 40 headlines were categorized, based on writing
style in advertising by Dyer’s theory (1990), including pun, alliteration, rhyme, and

repetition. And the frequency of occurrence of each writing style was calculated.
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2. Then, these 40 headlines were also categorized, based on types of

sentences and adjectives by Kessler's and McDonald’s theory (1984). And finally, the

results of the most used sentences and adjectives were calculated in percentage.

The following are some examples of VW Beetle headlines categorized under

writing style in advertising.

Example of analysis:

Hug it? Drive it? Hug it? Drive it?

This headline plays with the repetition. It repeats words Hug it? Drive it? twice

to make this headline memorable. As mentioned earlier in chapter 2, repetition is one
of the most effective styles that can draw and catch the readers’ attention and
imagination. This line also shows the passion of the car's owner and suggests that this

car will be a joy and special to its owner.

It makes your house look bigger.

This headline is a kind of pun. It plays on word bigger which is a contrast to the
size of a Volkswagen Beetle. The copywriter picked up a disadvantage of a car that
was small and turned it to be an advantage. As mentioned earlier, a pun is a humorous
writing style used to make the readers smile and have fun with something they read.
And this line does that quite well. It makes the readers smile every time they read and
let them think of the shape of the Beetle. In summary, the headline with a pun is
usually an effective technique to catch the readers’ attention and make them like this

car.
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The following are some examples of VW headlines categorized under types of

sentences and adjectives.

Example of analysis:

Small wonder.

This line falls into a kind of the single-words sentence fragment with a
descriptive adjective. It comes with a visual of the Volkswagen Beetle. Using
descriptive adjective small makes a clear picture of a car in the readers’ minds. This
adjective also presents the distinguishable character of a VW Beetle which is a small

car but its capability is bigger than its size.

The roundest car in its class.

This line falls into a kind of the single-words sentence fragment with descriptive
adjectives and determiners. This sentence fragment simply states the fact of a
Volkswagen Beetle's shape. The copywriter chose an adjective that presented an
outstanding shape of a car and wrote it straightforwardly. Further more, adjective
roundest in this sentence presents a clear image of a VW Beetle and makes the
readers remember the car easily. Adjective the, roundest, and its, come together to
stress a specific character of the VW Beetle. They make the readers feel that a VW
Beetle is the only car that has this shape. It creates a specific feeling and also makes

a VW Beetle memorable. (These two advertisements are shown in the Appendix.)
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In conclusion, this chapter presents the analysis examples and the procedures

employed in the study, including the three steps of the analyzing sampling collected and

a brief analysis presentation. Further analysis will be discussed in the next chapter.



CHAPTER 4
FINDINGS

This chapter presents the results of the three steps of the analysis in

accordance with the following objectives.

1. To analyze the writing style of catchy words, fragments and sentences in

Volkswagen advertisements.
2. To find out which types of sentences and adjectives are frequently used.

The findings are divided into two parts. The first part presents the results of
the writing styles of Volkswagen Beetle headlines categorized under pun, alliteration,
rhyme, and repetition according to Dyer’'s theory (1990: 139-140). The second part
presents the results of types of sentence and adjective according to Kessler's and

McDonald’s theory (1984: 20, 37).

The results of the study are also presented in tables, together with the
frequencies of occurrence calculated in percentage for each writing style in advertising,

types of sentences and adjectives.

Writing Style in Advertising

As mentioned earlier by Dyer (1990: 139-140), the following are the styles

used to categorize Volkswagen Beetle headlines in this study.
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Pun

As stated earlier by Hermer'en (2003: Online), a pun is a play on words by

using humorous and clever words to attract the readers’ attention.

The following is a list of headlines that are considered pun.

Table 2 A list of a Pun Style

No. Volkswagen Beetle headlines

1. | It makes your house look bigger.

2. | Ugly is only skin-deep.

3. | It's ugly, but it gets you there.

4. | We don’t have anything to show you in our new models.

5. | Nobody even stare at our shape.

6. | The guy at the gas station doesn’t ask where the gas gone.
7. | Nobody’s perfect.

8. | 2 shapes known the world over.

9. | Some shapes are hard to improve on.

10. | We never make it big.

11. | It majors in economics.

12. | The good dies old.

13. | If you were really good in past life, you come back as something better.
14. | A car like this comes around only twice in a lifetime.

15. | The engine is in the front, but its heart’s in the same place.
16. | If you sold your soul in the 80s, here’s your chance to buy it back.
17. | The roundest car in its class.

18. | The 1970 VW will stay ugly longer.

19. | Few things in life work as well as a Volkswagen.

20. | Think small.

21. | If gas pains persist, try Volkswagen.

22. | Live below your means.
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Table 2 (continued)

No. Volkswagen Beetle headlines
23. | Don'’t laugh.

24. | Don't let the low price scare you off.

25. | Save water.

26. | Save gas.

27. | Small wonder.

28. | Accept no substitutes.

29. | Water bug.

30. | Relieves gas pain.

31. | Buy low. Sell high.

32. | Driver wanted.

33. | Come with wonderful new features. Like heat.

34. | Less flower. More power.

35. | The new Beetle. Fun on the outside, serious underneath.

From Table 2, it can be seen that most of Volkswagen Beetle headlines are

puns. They play with words and meaning. A pun attracts the readers’ attention by

letting they find the meaning by using their imagination.

For example:

I's ugly, but it gets you there.

Ugly is only skin-deep.

The 1970 VW will stay ugly longer.

Nobody even stare at our shape.
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It can be stated that the writer turns the negative look of VW Beetle to be the
positive one by making words and sentences humorous and also plays with the
meaning. The writer writes straightforwardly about the Beetle by accepting its ugly look
but in fact the meaning that the writer really wants to communicate to the readers is its
quality. Therefore, after reading those headlines, the readers can interpret what the
writer wants to communicate to them. Those lines above mean we should not judge
the car by its outside look because the most important thing that we should care about
is its quality.

Relieves gas pain.

If gas pains persist, try Volkswagen.

These pun headlines play with the double meaning of the word gas: 1) gasoline
(noun) — a liquid used for producing power in car engines; 2) gas (noun) — gas which is
in our stomachs occurs when we are worried too much about something. Theses two
lines are very cleverly used and interesting because they can convey the double
meaning into the readers’ mind. Firstly, they mean a VW Beetle consumes less
gasoline than other cars. Secondly, it means because a VW Beetle helps we save

gasoline so we have nothing to be worried about anymore.

The guy at the gas station doesn’t ask where the gas gone.

Instead of telling straightforwardly that the Beetle does not consume too much
gas, the writer chooses to play with clever words by writing this line. This pun style

makes the headline more interesting.
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It majors in economics.

This pun headline also plays with the clever words and meaning. In fact, the

Beetle is a car so it cannot study and cannot major in economics. But the writer uses

this line to gain the readers’ attention to tell them about its benefits.

Think small.

This pun plays with a clever meaning. Usually, people always say Think big.
but the writer chooses to write the contrary meaning which makes this line catch the
readers’ eyes. When the readers are interested in the headline and read through the

body copy they will understand and remember what the writer wants to communicate.

Here is its body copy: In fact, some people who drive our little flivver don’t even think

32 miles to the gallon is going any great guns. Or using five pints of oil instead of five

quarts. Or never needing anti-freeze. Or racking up 40,000 miles on a set of tires.

That's because once you get used to some of our economies, you don’t even think

about them anymore. Except when you squeeze into small parking spot. Or renew

your small insurance. Or pay a small repair bill. Or trade in your old VW for a new

one. Think it over. The writer uses this Think small. headline to tell the readers to think

small in terms of price and the efficiency of a non-gas guzzler.

And some lines talk about its cheap price by using clever and interesting

sentences. For example: Don't let the low price scare you off. and Live below your

means.
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Furthermore, some lines play with words that talk about the Beetle’s funny
shape, they all make the readers remember the car and have fun every time they think

of it. For example: Some shapes are hard to improve on. and A car like this comes

around only twice in a lifetime.

To sum up, words and sentences in Volkswagen Beetle advertisements are
puns. They play with words and meaning. Furthermore, they attract the readers by
letting they think to find out what the writer wants to communicate. A pun is a very
useful technique. It makes the readers pay more attention to the headlines and makes
them remember the messages and the products. Moreover, using a clever, humorous
and creative headline is a good way to make the readers feel good every time they
read the lines and also feel good about the product. Therefore, a pun is a good

technique to advertise a funny looking car in a funny way and makes it memorable.

Alliteration

Alliteration is the repetition of consonants. As stated earlier in an article of Ohio
DECA - An Association of Marketing Students (/t’s all in the AD. 2003: Online),
alliteration is one of the effective writing techniques which brings a positive effect and

get attention.

The following is a list of headlines that are considered alliteration.
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Table 3 A list of Alliteration Style

No. Volkswagen Beetle headlines

1. | The guy at the gas station doesn’t ask where the gas gone.

If you sold your soul in the 80s, here’s your chance to buy it back.

If gas pains persist, try Volkswagen

AloDd

Don't let the low price scare you off.

From Table 3, it can be seen that some of VW headlines are alliteration. In this
way, the writer repeats the same consonants to make the lines easy to remember. For
example: guy — gas, gas — gone, sold — soul, buy — back, pains — persist, and let — low.

Rhyme

Rhyme occurs when two or more words share the same sound. As illustrated
earlier in Advertising Glossary (1998: Online), rhyme is a writing technique which

creates a pleasant sound in each line and also makes it memorable.

The following is a list of headlines that are considered rhyme.

Table 4 A list of a Rhyme Style

No. Volkswagen Beetle headlines

1. | Will we ever kill the bug?

Is it possible to go backwards and forwards at the same time?

Less flower. More power.

PN

It's not the fastest. It's not the smallest, It's just the coolest.
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From Table 4, it can be seen that some Volkswagen headlines are rhymes.

The writer uses words that share the same sound. For example: will — kill, backwards —

forwards, flower — power, and fastest — smallest — coolest. When lines rhyme, they

reinforce the idea being communicated and help the readers to remember them.

Repetition

As mentioned earlier in Linguistic Constructions (2003: Online), repetition makes

the line persuasive and memorable.

The following is a list of headlines that are considered repetition.

Table 5 A list of a Repetition Style

No. Volkswagen Beetle headlines

1. | It's not the fastest. It's not the smallest. It’s just the coolest.

2. | Hug it? Drive it? Hug it? Drive it?

From Table 5, it can be seen that some of the Volkswagen headlines are

repetition. When the writer repeats words in each line, that line also repeats itself in the

readers’ minds too. For example: It's not the — It's not the — It's just the, Hug it? —

Drive it? — Hug it? — Drive it?

After analyzing VW Beetles’ headlines by grouping after their writing styles

based on Dyer’s theory, the researcher found that some headlines do not only fall into



pun, alliteration, rhyme, or repetition. They are also considered rhetorical questions,

which are used to grab attention.

For example:

Do you earn too much to afford one?

Will we ever kill the bug?

Is it possible to go backwards and forwards at the same time?

Hug it? Drive it? Hug it? Drive it?

Rhetorical question is one of the figurative languages. It is merely posed to

create curiosity. This is a question which the writer does not actually expect the

readers to answer.

The following is a list of headlines that are considered rhetorical question.

Table 6 A list of a Rhetorical Question
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No. Volkswagen Beetle headlines

1. | Do you earn too much to afford one?

2. | Will we ever kill the bug?

3. | Is it possible to go backwards and forwards at the same time?
4. | Hug it? Drive it? Hug it? Drive it?

calculated in percentage for pun, alliteration, rhyme, repetition, and rhetorical question

The results of the above study are presented with the frequencies of occurrence

as shown in Table 7, 8, 9, 10, and 11.
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The data are divided into 5 tables, instead of only one table because some

headlines fall into more than one style.

Table 7 Summary of frequency of Occurrence of Pun

Frequency of occurrence
Writing style Number of Percentage
headlines
Pun 35 87.5%
Total 40 100%

Table 8 Summary of frequency of Occurrence of Alliteration

Frequency of occurrence
Writing style Number of Percentage
headlines
Alliteration 4 10%
Total 40 100%

Table 9 Summary of frequency of Occurrence of Rhyme

Frequency of occurrence
Writing style Number of Percentage
headlines
Rhyme 4 10%
Total 40 100%




Table 10 Summary of frequency of Occurrence of Repetition
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Frequency of occurrence

Writing style Number of Percentage

headlines
Repetition 2 5%
Total 40 100%

Table 11 Summary of frequency of Occurrence of Rhetorical Question

Frequency of occurrence

Writing style Number of Percentage

headlines
Rhetorical Question 4 10%
Total 40 100%

Table 7, 8, 9, 10, and 11 demonstrate that, from 40 headlines, a pun occurs

more frequently than other styles amounted to 87.5%, followed by alliteration, rhyme,

and rhetorical question 10%, and repetition 5% respectively.

To sum up, the results show that most Volkswagen Beetle headlines are

mostly puns. Even though some lines fall into many styles of writings, a pun is still

found more than any styles. Pun is a humorous writing style playing on clever words

and meaning to attract the readers’ attention. This style fits the character of a

Volkswagen Beetle because it is a funny looking car with a distinguishable look. It is

small, round, and looks like a bug. To make this kind of car popular, the writer chose to
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pick up the fun things about the Beetle and wrote amusing and clever lines about it.

Since, everybody likes to read and listen to fun messages, so a pun is a good

technique to catch the readers’ eyes and ears.

The Types of Sentences

As mentioned earlier by Kessler's and McDonald’s theory (1984), the following

are types of sentences used to categorize VW Beetle headlines in this study, including,

simple sentences, compound sentences, complex sentences, and sentence fragments.

The following is a list of headlines that are considered simple sentences.

Table 12 A list of Simple Sentences

No.

Simple Sentences

It makes your house look bigger.

Ugly is only skin-deep.

We don’t have anything to show you in our new models.

Nobody even stare at our shape

The guy at the gas station doesn’t ask where the gas gone.

Nobody’s perfect.

2 shapes known the world over.

Some shapes are hard to improve on.

© || N || kW N

We never make it big.

N
©

It majors in economics.

-
—_

The good dies old.

BN
N

A car like this comes around only twice in a lifetime.

N
w

It's not the fastest. It's not the smallest. It’s just the coolest.

-
>

The 1970 VW will stay ugly longer.
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Table 12 (continued)

No. Simple Sentences

15. | Few things in life work as well as a Volkswagen.

16. | Do you earn too much to afford one?

17. | Will we ever kill the bug?

18. | Is it possible to go backwards and forwards at the same time?

19. | Think small.

20. | Live below your means.

21. | Don'’t laugh.

22. | Don't let the low price scare you off.

From Table 12, it can be noticed that a simple sentence is used often because
it is easy to remember and understand. When the readers read each advertisement,
they can understand what copywriters want to communicate to them instantly without
wasting their time. People buy magazines or newspapers to read their contents not the
words or sentences in advertisements. Then, using a simple sentence is a good way to
gain the readers’ attention. Furthermore, there are a lot of advertisements in each
magazine and newspaper. The readers have many things to read. If a copywriter uses
a complex sentence, the readers can be bored and confused. So using the simple

sentence is an effective way.

The following is a list of headlines that are considered compound sentences.
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Table 13 A list of Compound Sentences

No. Compound Sentences

1. | I's ugly, but it gets you there.

2. | The engine is in the front, but it's heart’s in the same place.

The following is a list of headlines that are considered complex sentences.

Table 14 A list of Complex Sentences

No. Complex Sentences

1. | If you were really good in past life, you come back as something better.

2. | If you sold your soul in the 80’s, here’s your chance to buy it back.

3. | If gas pains persist, try Volkswagen.

From Table 13 and 14, compound and complex sentences are used less than
simple sentences because the readers have to combine the meaning of two sentences
in their minds to understand the messages in advertisements. When the sentence is
complex, it takes more time to get a message. So it is possible that the readers may

not read it.

The following is a list of headlines that are considered single-words sentence

fragments.
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Table 15 A list of Single-Words Sentence Fragments

No. Single-words sentence fragments

1. | Small wonder.

2. | Water bug.

3. | Buy low. Sell high.

4. | Driver wanted.

5. | Hug it? Drive it? Hug it? Drive it?

6. | Less flower. More power.

7. | The roundest car in its class.

8. | The New Beetle. Fun on the outside, serious underneath.

The following is a list of headlines that are considered subject-deletion sentence

fragments.

Table 16 A list of Subject-Deletion Sentence Fragments

No. Subject-deletion sentence fragments

1. | Save water.

Save gas.

Accept no substitutes.

Relieves gas pain.

S IS

Come with wonderful new features. Like heat.

From Table 15 and 16, it can be seen that sentence fragments are used to
make each line interesting and catch the readers’ eyes. These kinds of sentences are
short and concise. They range from the single-words sentence fragment to subject-

deletion sentence fragment as above. Please note that, even though the headlines in
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Table 16 may look like imperative sentences, they are not that type of sentence. Those
sentences are subject-deletion sentence fragments and their objectives are not used for
commands. These types of fragments tend to relate to other parts of an advertisement

such as the visual aid of a product and the body copy.

For example:

Save Gas., it is a subject-deletion sentence fragment, not the imperative
sentence. This line comes with a visual of the Volkswagen Beetle. This picture makes
the readers know instantly what saves gas; that is, the VW Beetle. And also with the

body copy: The Beetle gets about 25 miles a gallon — a lot more than the average

domestic car. The readers can see a picture, headline, and the body copy at the same
time. Therefore, all elements in an advertisement help the readers to understand the
message that the advertisers are trying to communicate. As mentioned by Barton

(1956: 180), “This headline-and-picture combination is a fine attention-getter.”

Save Water., it is also a subject-deletion sentence fragment. After reading the
body copy, the readers will understand what saves water. Here is the body copy:

Presented by Volkswagen, the car with the air-cooled engine that doesn’t use any.

Another example: Water Bug., it is a single-words sentence fragment. This line
comes with a visual of the Volkswagen Beetle driving along a road covered with water,

together with this body copy: Rush hour on the Saw Mill River Parkway. While

thousands were stuck at home or on the road, the man in the VW was sailing along.

With the mentioned picture and the body copy, the readers will understand what a water

bug is and they also know its capability. (These three advertisements are shown in the
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Appendix.) In advertising, where the subject is dropped, it can be represented by
recovering the image. Moreover, the researcher also found that the readers still

understood all messages although they are ungrammatical. In other words, these
irregularities are allowed to occur in the headlines or copies of advertising for the

purpose of eye-catching.

The results of the above study are presented with the frequencies of occurrence

calculated in percentage for types of sentence as shown in Table 17.

Table 17 Frequency of Occurrence of Type of Sentence

Frequency of occurrence

Type of sentence Number of Percentage
headlines

Simple Sentence 22 55%
Compound Sentence 2 5%
Complex Sentence 3 7.5%
Single-Words Sentence Fragment 8 20%
Subject-Deletion Sentence Fragment 5 12.5%
Total 40 100%

Table 17 shows that, from 40 headlines, the Simple Sentence occurs more
frequently than other types amounted to 55%, followed by Single-Words Sentence
Fragments 20%, Subject-Deletion Sentence Fragments 12.5%, Complex Sentences

7.5%, and Compound Sentences 5% respectively.
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To sum up, it is very important to find an effective way to inform and make the
readers understand about a product easily and clearly. And a simple sentence is a
good way to communicate to the readers about the features or benefits of the product
because it is concise, short and not complex. As mentioned earlier, people buy
magazines because they are interested in the contents not the advertisements, so the
headlines in advertisements should present the facts or information about products in a
way that enables the readers to understand them quickly and easily. As also indicated
by Brierley (1998: 176), “Most people on average take 1.5 seconds to read each print

ad, the style of copy has to be as short and concise as possible.”

Types of Adjectives

As illustrated earlier by Kessler and McDonald (1984: 20-21), the following are

the types of adjectives used in VW headlines.

Table 18 A list of Descriptive Adjectives

No. Descriptive Adjectives

1. | It makes your house look bigger.

Ugly is only skin-deep.

It's ugly, but it gets you there.

We don’t have anything to show you in our new models.

Nobody’s perfect.

Some shapes are hard to improve on.

We never make it big.

O IN O wIN

The good dies old.
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Table 18 (continued)

No. Descriptive Adjectives

9. | If you were really good in past life, you come back as something better.
10. | The roundest car in its class.

11. | I's not the fastest. It's not the smallest. It's just the coolest.
12. | The 1970 VW will stay ugly longer.

13. | Is it possible to go backwards and forwards at the same time?
14. | Don't let the low price scare you off.

15. | Small wonder.

16. | Water bug.

17. | Come with wonderful new features. Like heat.

18. | Driver wanted.

19. | The new Beetle. Fun on the outside, serious underneath.

20. | The engine is in the front, but its heart’s in the same place.

Table 18, it shows that most of the VW headlines used descriptive adjectives to

create an image, a character, and capability of a VW in the readers’ minds. These

adjectives make words and sentences more interesting and colorful. They also paint

more detail into the product. The readers get a clear picture of VW after reading each

headline. These kinds of adjectives make the readers remember a VW easily.

Descriptive adjectives also indicate clearly about an inherent quality and the physical

state of a car. They are very useful for introducing or reminding the brand in the

readers’ minds. They are grouped as follows:

1) To indicate size or shape: big, bigger, roundest, small, and smallest
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2) To indicate feature, capability, and character: ugly, roundest, fastest, coolest,
wonderful, perfect, possible, same, water bug, driver wanted, fun, new, and

serious

3) To indicate price: low

4) To indicate time: old, past

The following is a list of Determiners used in VW headlines.

Table 19 A list of Determiners — Article

No. Determiners — Article

1. | The guy at the gas station doesn’t ask where the gas gone.
2.. | 2 shapes known the world over.

3. | The good dies old.

4. | A car like this comes only twice in a life time.

5. | The engine is in the front, but its heart’s in the same place.

6. | The roundest car in its class.

7. | It's not the fastest. It's not the smallest. It's just the coolest.

8. | The 1970 VW will stay ugly longer.

9. | Few things in life work as well as a Volkswagen.

10. | If you sold your soul in the 80s, here’s your chance to buy it back.
11. | Don't let the low price scare you off.

12. | Will we ever kill the bug?

13. | Is it possible to go backwards and forwards at the same time?
14. | The new Beetle. Fun on the outside, serious underneath.
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Table 20 A list of Determiners — Possessive adjectives

No.

Determiners — Possessive adjectives

It makes your house look bigger.

We don’t have anything to show you in our new models.

Nobody even stare at our shape.

The engine is in the front, but its heart’s in the same place.

If you sold your soul in the 80s, here’s your chance to buy it back.

The roundest car in its class.

N|lolo|s|w N

Live below your mean.

Table 21 A list of Determiners — Adjectives of indefinite quantity

No. Determiners — Adjectives of indefinite quantity
1. | Some shapes are hard to improve on.

2.. | Few things in life work as well as a Volkswagen.

3. | Do you earn too much to afford one?

4. | Less flower. More power.

Table 22 A list of Determiners — Numeral adjective

No.

Determiners — Numeral adjective

2 shapes known the world over.
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From Table 19, 20, 21, and 22, it can be seen that determiners are used to

state possession, indefinite quantity, and specific. They are grouped as follows:

1) To indicate possession: your, our, its

2) To indicate indefinite quantity: some, few, much, less, more

3) To indicate specific and general thing: a, an, the

Even though these adjectives may not state a character of a product, they state

specific feeling to a product.

For example:

The roundest car in its class.

The adjective the, roundest, and its, are used to emphasize a specific character
to a VW. They make the readers feel that a VW is the only car that has this shape. It

creates a specific feeling in the readers’ minds and also makes the VW memorable.

The engine is in the front, but its heart’s in the same place.

Using the in this sentence helps make the reader focus their attention only on a
VW because it is the only car whose engine used to be in the rear. Now its engine is in
the front so to introduce this new Beetle a copywriter uses the to stress the important

information that he/she wants to communicate to the readers.

If you sold your soul in the 80s, here’s your chance to buy it back.

your is a possessive adjective which a copywriter uses to make the readers feel
related or relevant to the VW. Possessive adjectives create positive good feelings. This

adjective expresses good feeling between the readers and the VW and also reminds
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them of their good old day with the old Beetle. And now with the introduction of the
new one, they will love it again. As mentioned by Tanaka (1994: 22), “Relevance is the
key to human cognition. Human tends to pay attention to those phenomena which are

most relevant to them.”

The results of the above study are presented with the frequencies of occurrence

calculated in percentage for types of adjectives shown in Table 23, 24, 25, 26, and 27.

The researcher divides the data into 5 tables for clarity.

Table 23 Summary of frequency of Occurrence of Descriptive Adjectives

Frequency of occurrence
Type of Adjective Number of Percentage
headlines
Descriptive Adjective 20 50%
Total 40 100%

Table 24 Summary of frequency of Occurrence of Determiners — Article

Frequency of occurrence

Type of Adjective Number of Percentage

headlines

Determiners — Article 14 35%

Total 40 100%




58

Table 25 Summary of frequency of Occurrence of Determiners — Possessive adjectives

Frequency of occurrence

Type of Adjective Number of Percentage

headlines
Determiners — Possessive adjectives 7 17.5%
Total 40 100%

Table 26 Summary of frequency of Occurrence of Determiners — Adjectives of indefinite

quantity

Frequency of occurrence

Type of Adjective Number of Percentage

headlines
Determiners — Adjectives of indefinite quantity 4 10%
Total 40 100%

Table 27 Summary of frequency of Occurrence of Determiners — Numeral adjective

Frequency of occurrence

Type of Adjective Number of Percentage

headlines
Determiners — Numeral adjective 1 2.5%
Total 40 100%
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Tables 23, 24, 25, 26, and 27, show that, from 40 headlines, the Descriptive

Adjectives are used most frequently amounted to 50%, Determiners — Article

35 %, Determiners — Possessive adjectives 17.5%, Determiners — Adjectives of

indefinite quantity 10%, and Determiners — Numeral adjective 2.5% respectively.

From the above tables, it can be seen that the frequencies of occurrences of

both descriptive adjectives and determiners are slightly different. Some headlines used

both of them to make those lines more interesting, specific, colorful, and easy to

remember. It can be concluded that both descriptive adjectives and determiners help

make each advertising headline more specific and colorful and give a clear picture of

the VW to the readers.

In conclusion, this chapter demonstrates the types and frequencies of

occurrences of each writing style in advertising, types of sentences, and types of

adjectives used in Volkswagen Beetle’s advertisements.



CHAPTER 5
CONCLUSIONS, DISCUSSIONS AND RECOMMENDATIONS

In this chapter, the analyzed data are discussed according to the objectives of
the study as described in the previous chapter. Hence, this chapter is divided into three

sections: Conclusions, Discussions and Recommendations.

Conclusions

The conclusions of the study are described according to the purposes of the
study that plan to find out the followings:

1. What writing styles of catchy words and sentences are used in Volkswagen

advertisements?
The results show that, from 40 headlines, there are four styles of writing
that make Volkswagen headlines catchy. They are pun, alliteration, rhyme, and
repetition. Among the various styles of writing, the frequencies of occurrence of each

style are Pun 95%, Alliteration 10%, Rhyme 10%, Rhetorical Question 10%, and

Repetition 5% respectively.

2. What types of sentences and sentence fragments, and types of adjectives are used

the most in Volkswagen advertisements?
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The results show that most of Volkswagen Beetle headlines are written in

Simple Sentence 55%, followed by Single-Words Sentence Fragment 20%, Subject-
Deletion Sentence Fragment 12.5%, Complex Sentence 7.5%, and Compound

Sentence 5% respectively.

As for Types of Adjectives, in terms of the frequency of occurrence,
Descriptive Adjectives are used most frequently amounted to 50%, Determiners — Article
amounted to 35 %, Determiners — Possessive adjectives amounted to 17.5%,
Determiners — Adjectives of indefinite quantity amounted to 10%, and Determiners —

Numeral adjective 2.5% respectively.

Discussions

This study was aimed to analyze the writing style in advertising, together

with types of sentences, and types of adjectives in Volkswagen advertisements.

The results showed that the most popular writing style was a pun. A pun attracts the
readers by relaxing the readers’ attitude. Copywriters used words that can reflect to the
character of a VW and combined them together to make it more interesting and
humorous. As illustrated by Tanaka (1994: 65), “Without an attention-grabbing device
such as a pun, an audience might pay no attention to an advertisement, which would
thus achieve no effects at all.” And the most popular type of sentence was Simple
Sentence. This is because this type of sentence can communicate information to the
readers easily and briefly. Simple sentence in an advertisement takes less time to

understand and it doesn’t annoy the readers. As mentioned by Barton (1956: 191),



62

“The more time it takes to receive and understand each sentence, the less time and
attention can be given to the contained idea; and the less vividly will that idea be

conceived.”

For the types of adjectives, the researcher found that descriptive adjectives
were used frequently. This is because they can illustrate a feature and character of a
VW clearly and also imprint the picture of the car into the readers’ minds. Descriptive
adjectives are very useful when advertisers want to build brand awareness or remind a
product to the readers. As mentioned earlier by Brierley (1998: 179), adjectives help
build up the brand. They can convey an image of a product and its value to the
readers. As also illustrated by Dyer (1990: 149), “Adjectives often substitutes for clear

and reasonable description in advertising.”

Recommendations

1. There should be a comparative study of other automobile advertisements to
see the different writing styles that attract the readers’ attention, especially the

Japanese brands which become popular in many countries.

2. Owing to millions of products and brands in the market, advertisements from
various categories such as fashion, food, services, audio and video, and sports should

be studied further.

3. There should be a further study on the writing style using lyrics because
songwriters also use many styles of writing to imprint their lyrical hook of the song onto

the listener's mind.



4. A further study should concentrate more on the relationship between

language and styles in advertising because the more we understand their relationship,

the more we can create interesting and powerful headlines.
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VW Beetle Advertisement No. 1

Our little cor isn't so much of a novelty
any more.

A couple of dozen college kids don't
try to squeeze inside it.

The guy af the gos station doesn't ask
where the gas goes.

Mobody even stares at our shope.

In facl, some people who drive our little

Think small.

flivver don't even think 32 miles to the gal-
lon is going any great guns.

QOr using five pints of oil instead of five
quorts.

Or never needing anti-freeze

Or racking up 40,000 miles on a set of
tires.

That's because once you get used to

1962 YULKEWAGEN OF AMERICA, INE

some of our economies, you don't even
think about them any more.

Except when you squeeze into a small
parking spot. Or renew your small insur-
ance. Or pay a small repair bill.
Or trade in your old YW fora
new one.

Think it over.
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VW Beetle Advertisement No. 2

It makes your house look bigger.

Cars ore getling 1o be bigger, sc houses

are gethng to ook smoller.

But one litle Volkswogen con pul every-
thing back inits proper perspective.

A VW parked in front does big things for
your house. And your goroge. To say noth-
ing ol small parking spots and norrow roods.

On the other hond, ¢ VW does make

some things smaller.

Gas bills, for instance. 1At 32 mpg, they Il
probobly be hall what you poy now.)

You'll probably never odd cil between
chonges. You'll cerloinly never need anti-
freeze. Tires go 40,000 miles. And even in-
suronce cosls less

One thing you'd think might be smaller

in @ Volkswogen is the inside.
Bul there's os much legroom in {ront of
o VW os there is in the biggest cars.
When you think cbout it, you reclly have
only two choices:
You con buy o bigger house
“for who-kneows-how-much.
Or o Volkswogen for 31,595.°
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VW Beetle Advertisement No. 3

73

Ugly is only skin-deep.

Those ploin, unglamorous wheels are
each suspended independently. So when
a bump mokes cne wheel bounce, the
bounce doesn't moke the other wheel
bump It's things like thot you pay the

it moy not be much to ook at. But be-
neath thot humble exterior beats an air-
cooled engine. It won't bail aver ond ruin
your piston rings. It won't freeze over and
ruin your life. It's in the bock of the car
for better fraction in snow and sand. And
it will give you cbout 29 miles 1o o
gellon of gas.

After a while you get to like so much

cbout the VW, you even get fo like what
it locks like.

You find that there's enough legroom
for almost anyhody's legs. Enough head-
reom for olmost enybody's head. With o
hat on it. Snug-fitting bucket seats. Doors
thot close sc well you con hardly close
them. (They're so airtight, it's belfer to
open the window a crack first.)

*1585* for, when you buy a
VW. The ugliness doesn’t add
o thing to the cost of the car.

That's the beouty of it.
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VW Beetle Advertisement No. 4

Don't let the low price scare you off.

11574

That's the price of o new Yolkswogen.

But some people won't buy ane: They
feel they deserve something costher.That's
the price we poy far the price we chorge.

And some people ore ofraid to buy one:
They don't see haw we con furn out o
cheop cor without having it turn out cheop

This is how: ’

Since the foctory doesn’t change the

e LA EINE b rary peat, EaZ1 SER P € ALEel 1o mm R €IS SRR ML

bug's shope every year, we don't have to
change the fectary every yzor.

What we dont spend onlooks, we spend
oa improvements 10 make more people
buy the cor.

Mass production cufs costs, And VWS
have been produced in o greoter moss
lover 10 million to detel thon ony cer
model in history.

Qur air-cooled reor engine culs costs,

e

too, by eliminating the need for aradiaror,
water pump, and drive shaft

There ore no foncy gadgels, run by
push butrons.

{The anly push buttons are &N the doofs-
And those gadgets are run by yeul

- When you buy © YW, you
get what you poy for Whaotyou
dan'tgel is frills. And you dan't
pey for what you don't get.

©r ame et ST ALA S Qe rimny 1 sbAn O
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VW Beetle Advertisement No. 5

75

Do you earn too much to afford one?

For many peogple the Volkswogen would be
an ideal cor Exceptfor ane thing. Il doesa’t
cost enough $

They're alraid nobody will know they have
any money, il it doesa’t show in their cor In
other words, they buy their cor lor other
people. Mot themselves.

Then there are those who earn encugh to

buy @ much beter car than the VW Bul they
don't Becouse they can't find one

For them the best cor is one thot simply gets
them there Comiorobly and ecenomically
One they don't have 1o worry about That
doesn't make many stops lor gas and rarely
needs repoirs

A car where rare repairs don't cost very

much. A cor where the cor doesnt even €03t
very much

They leel ey can offord 10 5
with a Volkswogen

Now next lime you see somebody
a VW don't leel sorry for him

Whao knows?2 Someday the ban
using his maney o give you @ new

gve money
driving

L might be
ar loon



VW Beetle Advertisement No. 6

Will we ever kill the bug?

Never.

How could we?

We brought the Volkswagen into the
world, and gave it the best years of our life.

When people loughed at its looks, we
helped it make friends all over the world.
B million of them.

And we promised them thot this wos one
cor that would never go out of style lmuch
less aut of sightl.

We won't deny thet the bug's been
chonged. Bul not so you'd notice

The 5000.0dd changes we've made
since 1948 don't do o thing to the VW ex-

cept make it work better ond longer
A few purists feel we kill the bug soch

fime we improve it. But we have no choice.’

We've got 1o keep killing the
bug every chance we get.

That's the only sure woy to
keep it from dying.
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VW Beetle Advertisement No. 7
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VW Beetle Advertisement No. 8

Live below your means.

If you'd like 1o gel around the high cost A YW saves you hundreds ol dollars on And chances are, you'll drive it for years
of living, we have o suggestion: upkeep over the yeors ond years. (Since we never chonge the
Cut down on the high cost of getting It takes pints, not quarts, of ail. style, o VW never goes out of style ]
oround, Mot one iota of ontifreeze ; Of course, o YW's not much
And buy @ Volkswagen. It's only $1699*. And it gets obout 27 miles ta the gallan z 10 look at. So o lor of peaple
That's oround $1200 less than the over-  The overage car tthirsty devil thet it isl buy o big floshy car just ta save
oge amoun! paid for o new cor today. only gets 14. foce.
lleave it in the bonk. More's coming.) So the more you drive, the more you save Tey putting that in the bank.
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VW Beetle Advertisement No. 9

. ifgas puins rpéi:'sis,'t, tf_beIkswugen.

OVBLHSWAGEM OF AMERICA, Ik

A VW goes a long way in relieving gas  owning a new car. With Volkswagen's Owner's

problems—by getting terrific gas mileage. Security Blanket, you're provided with the best

It also relieves those little headaches—by  careanycar canhove...in sickness and in health.
needing pints of oil instead of quarts. And nol The fact is Volkswagen con cure lots of
needing antifreeze. problems that most cars can't.

Plus it gets rid of nervous upsets due ta Maybe you should take two.



A Volkswagen police cor moy seem like
o funny idea 1o you, but it makes a lot of
sense to the city of Scottsboro, Alabama.

They wanted a car that could tcke Police
Officer H. L. Wilkerson on parking meter
patrol; oll day, 6 days o waek, in stop-and-
go traffic. Without breaking down: And
without breaking the loxpayers

So, in 1964, they bought Cor 5-5:0 VW

VW Beetle Advertisement No. 10

Don't laugh.

with o dome light, siren, ond 2-way radio.

Thot was the year of Scottsbora's only
12 snowlall, The other police cars were in
trouble up to their hubcaps. But Cor 5.5
was a credit ta the Force. It went uphill
And downhill. And Officer Wilkerson didn't
aven bother 1o put the chains on.

Officer Wilkerson isn't supposad to go
after speeders. But one doy lin 1963) he

chased one. And caught him. It's hord to
say who wos more surprised.

Car 5.5 still averages 29 miles per gal-
lon., It still doesn't use any oil betwaen
changes. And it's never had o braokdown.

Aftera year and o half ofcon-

. tinuous use, it hod its clutch re-

ploced, ond its valves adjusted.
That is all.
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VW Beetle Advertisement No. 12




VW Beetle Advertisement No. 13
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VW Beetle Advertisement No. 14
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VW Beetle Advertisement No. 15
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VW Beetle Advertisement No. 16
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VW Beetle Advertisement No. 17
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VW Beetle Advertisement No. 18
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VW Beetle Advertisement No. 19
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VW Beetle Advertisement No. 20

1966



VW Beetle Advertisement No. 21

|Or'S IN €CONOMICS.

Itma

972.
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VW Beetle Advertisement No. 22

When the weaiher .Iooks s worsl, a
Volkswagen laoks its best

And this was the piciure, lost Manday
morming, o3 reparied the next day in
the Mew Yark Daily News.

Rush hour On the Saw Mill River
Pofkwﬂ"l’

While thousands were siuck ot home
or on the rood, the man in the VW wos
soiling along. And was one of the lew
whe made it1o work

What made it possible?

Guite possibly the woy we moke the
Valkswagen

We seol the botam of gur cor 1o the
tap of oyr car To help pretect every
thing inside aaainy mast things oulude
Includ-ngdumnnms

We pul our engine in the rpar Aboun
the drive wheels For pxirg trochion

We cover our cor with |3 pounds
ol poinl—outside and inside Even in
ploces you cor't see. but which corro
sioncon fing

Infact, the VW s g well pul-together,
15 procticolly airtight And same of the
slares yau moy hove heard chout Vi
mowater gran | st signes

Bur even more amozing thom whot
o VW will go throwgh, 15 whot o Vv
goes for

§19%9 *

Whol ather car gives you this kind of
quality ot this kind of price?

@ $1999;
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VW Beetle Advertisement No. 23

1969.
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VW Beetle Advertisement No. 24
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VW Beetle Advertisement No. 25
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VW Beetle Advertisement No. 26
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VW Beetle Advertisement No. 27
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VW Beetle Advertisement No. 28
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VW Beetle Advertisement No. 29
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VW Beetle Advertisement No. 30
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VW Beetle Advertisement No. 31

The roundest car in its class.

Lets be honeg, i85 ¥ arlypcor i bz clan T loorr mars aboi tha

berafits of roueslrees, sme po beoed Velovaigen csalar

Drivers wmﬂed;
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VW Beetle Advertisement No. 32
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VW Beetle Advertisement No. 33
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VW Beetle Advertisement No. 34
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VW Beetle Advertisement No. 36
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The new Beetle. Fun on the outside, serious underneath.
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VW Beetle Advertisement No. 37
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VW Beetle Advertisement No. 38
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Bangkok 10210

Senior Copywriter

TBWA\THAILAND Company Limited/ Creative

Department

Master of Arts (Business English for International

Communication)

Srinakharinwirot University

Bachelor of Arts (Journalism and Mass Communication)
Thammasat University

Certificate of Arts (English and German) Satrividhaya
School, Bangkok
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