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Subject Code

ENGL3029

Subject Title

The Language of Advertising

Credit Value

3

Level

3

Pre-requisite /
Co-requisite/
Exclusion
Objectives

Intended
Learning
Outcomes

Exclusion: ENGL3009 Language and Images in Advertising



To understand the rhetorical devices for persuasion in advertising
and promotional communication



To develop critical awareness of how advertising works in our
society



To establish a foundation in advertising research for future
studies and career development

Upon completion of the subject, students will be able to:
Category A: Professional/Academic Knowledge and Skills

a. extend their understanding of advertising as a major form of
business communication
b. understand different rhetorical devices and their communicative
functions
c. develop language analytical skills for professional communication
d. produce materials for promotional communication

Subject
Synopsis/
Indicative
Syllabus

Category B: Attributes for All-roundedness
e. exercise judgment and develop critical thinking skills
f. engage with English professional interaction in a more conscious
and competent way
g. employ a range of strategies for learning autonomously and
collaboratively.
The subject involves three major components at the micro, meso and
macro levels:
(1) Micro-level: The language of advertising, including lexical
features, figures of speech, rhetorical devices, argumentative
strategies, etc.
(2) Meso-level: The medium of advertising, strategies of persuasion,
the effects of advertising, etc.
(3) Macro-level: Advertising language and ideology, society,
culture, etc.

Teaching/
Learning
Methodology

Assessment
Methods in
Alignment with
Intended
Learning
Outcomes

The subject will be conducted in interactive lectures. The
assignments will involve student-led seminars, a mid-term paper and
a final project. Students are expected to analyze the language of a
range of print, television and new media advertising examples
throughout the course. Each assessment activity requires independent
research and analytical skills.
Specific Assessment
methods/tasks

%
weighting

a

b

c

d

e

f

20%













1. Participation and in
class performance
2.

Mid-term paper

40%







3.

Final Project

40%







Total

g












100%

The student-led seminars are designed for students to take up their own
learning responsibility through researching on examples of
advertisements, and discussing and presenting them with the rest of the
group members in class. The mid-term paper and final project aim to
address the understanding of the analytical tools and theoretical
frameworks introduced in the subject. The materials to be interpreted
and analysed in these assessments are authentic commercial texts so as
to keep in alignment with the reality.
Student Study
Effort Expected

Class contact:



Lecture

39 Hrs.

Other student study effort:



Assignments & presentation preparations

30 Hrs.



Research & self study

57 Hrs.

Total student study effort
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