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Summary. This paper sheds light on emotional appeal, rational appeal,
authority appeal and value appeal as tactics that carry out persuasive
strategy in educational adverting, as well as verbal and nonverbal means of
their manifestation. The aim is to identify the role of this set of persuasive
tactics and means in the process of interaction between educational
institutions and their clients via digital advertising.
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Awnnorarus. B crathbe paccMaTpHBAIOTCS TAKTHKH ANEIUISAIHA K 3MOLUSIM,
arneJIAIruU K pasymy, alejusiqui K aBTOPUTETY U allCJUIAIUN K IEHHOCTAM,
peanm3yroniue CTpaTeruio yoekIeHusI B pekiiaMe 00pa3oBaTeNIbHBIX yCIyT,
a Take BepOanbHBIE M HeBepOaJbHBIC CPEACTBA UX BBIpakeHHdA. llens
paboThl — ONPEACTUTh POJIb YKA3aHHOIO KOMIUIEKCa KOMMYHHKATHBHBIX
TaKTHK U CPEJCTB yOEKJACHHSI B MPOIECCe B3aUMOJCUCTBUS YUPEKICHUN
00pa30BaHusl ¢ UX KJIMEHTAMH MOCPEICTBOM HU(POBO PEKIaMBbI.
KiroueBsie ciioBa: yupexaeHus oOpa3oBaHHs, 00pa3oBaTeibHBIC YCIYTH,
mudpoBasi pekiiama, cTparerus YOeKICHUs, KOMMYHUKATHBHAs TaKTHKa,
BepOabHbIC U HeBepOaTbHBIC CPEACTBA BO3ICHCTBUS.

Rapid development of information technology has brought our society
into the digital era, and digital advertising of educational institutions and
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their services is one of the manifestations of people’s lives against the
background of digitalization.

As a form of advertising, digital educational advertising aims at
promoting educational products and services, essentially persuading
customers to buy. Therefore, the overall promotional appeal depends on the
effectiveness of persuasion. A persuasive strategy is the use of information
to influence addressee to believe something, take or not take action
[1, p. 65]. Based on its specific manifestations, persuasive strategy can be
further divided into different tactics: rational appeal, emotional appeal,
authority appeal and value appeal. The first type uses rational persuasion,
highlights the content of presentation, and conveys the advantages of
products and services. Emotional appeal stimulates the clients’ feelings so
that they are more likely to respond positively to a message. Authority
appeal cites authoritative opinions or authority figures as evidence to
support the argument. Value appeal attempts to gain customers’ compliance
by pointing to common beliefs that guide their behavior.

Digital educational advertising has both — general attributes of
traditional advertising, i.e. promotion through verbal means in the first
place, and the new features of digital advertising, i.e. enriching the
presentation of advertising through nonverbal means. Verbal means are
based on oral and written forms of the message, while nonverbal means
include gestures, movements, appearance, clothing, hairstyle, makeup, etc.
[2, p. 65]. A tight mix of verbal and nonverbal means is used to enhance the
interaction between educational institutions and their clients.

The study is based on 30 digital educational advertisements posted on
the UK advertising platform gumtree.com. The use of verbal means and
their combination with nonverbal means are considered in reference to each
tactic through the methods of contextual, semantic and gquantitative analysis.
The results of quantitative analysis are as follows (see table).

Table — Tactics and means of persuasion in digital educational advertising

Means of Types of appeal (persuasive tactics)
persuasion Rational Emotional | Authority Value
Verbal 17 19 4 4

Nonverbal 20 23 3 5

As shown above, there are more verbal means in rational appeal and
emotional appeal but fewer in authority appeal and value appeal. The same
goes for nonverbal means. A possible explanation for this might be that
verbal and nonverbal means always appear simultaneously and interact with
each other to enhance the persuasive effect of advertising. Another finding
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is that the total number of nonverbal means is slightly higher than verbal
means, which may be due to the fact that images and their elements convey
more information than plain text. Below are some examples.

GLOBAL KIDS. LEARNING IS FUN WITH US. This ad illustrates
emotional appeal. The verbal message is accompanied with the images of
Spanish and British flags, and each letter in global kids is a different colour.
The verbal marker fun appeals to happiness, while the flag images
correspond to global, and letters of different colours convey the idea of
learning with pleasure.

BACK TO SCHOOL, SALE 50 % OFF. It is an example of rational
appeal. The image that matches the text shows a child getting ready for
school, along with lots of stationery. In this advertising, the verbal marker
sale 50 % off describes the price and appeals to clients’ rational thinking,
while the image serves to set off the scene of the new semester and echoes
the idea expressed through verbal means (low prices, discount).

An example of authority appeal is as follows: Unlock Your Leadership
Potential with Expert Executive Leadership Coach. Accompanying the text
is the image of an expert. In terms of verbal means, the message conveys the
coach’s expertise. In terms of nonverbal means, a professional’s photo is
aimed at deepening the clients’ recognition of authority.

Last, let’s consider a case of value appeal: Choosing The Right School
Is Same Like Giving The Best Future To Your Child. The image next to the
text is of a young boy walking forward with his backpack, aided by his
parents. The verbal marker the best future reflects the value of success. The
font size in school and the best future is enlarged, implying that the choice
of this educational institution is an investment in a child’s bright future. The
parent’s gesture signifies help and support, while the child’s steps forward
symbolize a successful career path.

It is worth noting that at first sight the interaction between educational
institutions and their clients via digital advertising seems to be more of a
one-way path, where organizations simply deliver information to
consumers. But advertising is actually aimed at triggering the potential
customers’ train of thoughts as well as evoking their emotions, which may
consequently lead to purchase behavior. The use of various persuasive
tactics and a specific set of verbal and nonverbal means in digital
educational advertising can enhance promotional appeal and thus strengthen
bonds between educational institutions and their prospective or existing
clients.
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AHHOTanusA: PackpeITel mnpeuMyIecTBa 3KCIIEPUMEHTa Kak MeToja
IIpenoJiaBaHusl SKOHOMHUYECKMX JHUCHUIUIMH. ~ AKTHBHOE BOBJICUCHHE
CTYAGHTOB B TMpPOBEPKY TeOopuil, cOOp JaHHBIX, BBEIPaOOTKY IUIaHA
9KCIEpUMEHTa M CO3JaHHe €ro AMu3aiHa, AaeT LEHHBIH OMBIT MPaKTHUKO-
OPHEHTHPOBAHHOTO 3HAHMUSL.
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Abstract: The advantages of experiment as a method of teaching economic
disciplines are revealed. Actively involving students in testing theories,
collecting data, developing experimental plans, creating experimental
designs provides valuable experience in practice-oriented knowledge.
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DKcnepUMeHTalbHass SKOHOMMKA KakK OTIEeJbHAas IUMCUMIUIMHA Hadaja
aKTUBHO pa3BuBaTthcsa ¢ 1980-Xx TronoB, XOTS TeEpBBIC ydYcOHBIC
AKCIIEPUMEHTHI Hauadu npuMeHsAThes eme B 1950-x. Hanbonee n3BecTHHIM
MPUMEPOM  SIBIISIETCSI  CBSI3KA JBYX OKCIIEPUMEHTOB, IPOBEACHHBIX O.
UembepimHOM, a TOTOM €ro y4eHHkoM B. CMHUTOM 1O YCTaHOBIIEHHUIO
paBHOBECHOW TIeHBI. M3ywass 3TH JBa OKCIEPUMEHTa, MOXKHO YBHUJIETH
HECKOJIBKO MPENMYIIECTB, KOTOPBIE TAeT SKCTIEPUMEHTATBHBIN ITOIXO0T:
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