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The Secret of
TV Commercials?

Emotion can be your key to recall.

Every year in our classes we spend some time
studying with the Super Bowl TV commercials. As
the Super Bowl is historically the most-watched
event on American television, commercial time is
ridiculously expensive—to the tune of $3.5 million
per 30 seconds. At this price, you can be sure the
advertisers are going to do their best to get their
money’s worth.

The success of a commercial can be judged by how
many customers are persuaded to buy the product or
service, right? But how in the world can a person be
motivated to buy something in only 30 seconds!?

The commercial must be memorable.

Well, this would seem to be common sense, but just
how do you make it memorable?

An emotional connection must be created.
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An event connected to a strong emotion is far more
likely to be recalled—and, in fact, the recollection
may even be subconscious.

Americans all remember where they were when they
first heard the 9-l1 news. Likewise, those of an
earlier generation all remember what they were
doing when they heard of JFK’s assassination. These
events were so emotionally powerful, that even the

“Emotional engagement
is the key...”

mundane circumstances of that otherwise normal
day can be recalled in detail.

This is not restricted to negative emotion—and the
advertisers well understand this. Strong positive
emotions likewise trigger recall-—particularly
subconscious recall that may only be sensed as a
“feeling” or “intuition.”

This is where it starts to get sneaky.
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Have you noticed that many commercials do not
seem directly related to the product? The beautiful
scenery, the exciting music, the cute puppy, the sexy
actor, or the funny story often have nothing at all to
do with the product, but serve to trigger an emotion
which will become fused with that product. Later,
when you encounter the product, the positive
emotion will silently come back and you’ll be more
likely to buy it.

Such emotional engagement is the key to the success
of a TV commercial—and it can also be taken
advantage of to more effectively learn English. The
degree to which you will recall the English you
study is directly related to the degree to which you
can bring powerful emotion to your effort.

Language is communication—and communication
thrives on emotion. The more realistically and
emotionally situational you can make your English
study, the faster and deeper you will learn. And that
learning will stick with you long-term—not just long
enough to pass a test.

Next month: How to get emotional in your study!
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