Advertisements for cleanliness or health

Texts A and B are examples of Modern English texts, while Text C is a Late Modern English Text, therefore differences in opinion, orthography, and semantics over time would be expected.
[bookmark: _GoBack]In each text, a different approach is taken to the discussion of products designed to promote health and cleanliness. In Text A, the declarative independent clause ‘The True, Original, Royal, Chymical Washballs’ shows a persuasive positive bias towards the product being advertised. The triadic structure of evaluative adjectives ‘True, Original, Royal’ feature inconsistent capitalisation as common in the early stages of the Modern English period. These emphasise the perceived importance of these qualities in a product designed to promote health and cleanliness, while also acting as validation that the product is the first, ‘Original’, and therefore best or most trusted of its kind, relating back to the persuasive purpose of the advertising genre. The audience are most likely women of the house with the link to other items on sale in the shop where these washballs can be purchased suggesting that they are of a more middle class. This can be seen in the syndetic listing ‘wig-bags, ribbon, silk-handkerchiefs &c.’ This suggests that the audience may have more expendable income with which to purchase other items on their visit, while the subordinate clause ‘all at reasonable rates’ suggests that price is still more of a concern than it would be for the upper classes. With the recent medical renaissance of 1400-1700, society of the period had a wider knowledge and understanding of medicine and medical and scientific jargon. This increased interest can be seen in the advertising of products designed to promote health. The parenthetical clause featuring a syndetic listing of common nouns ‘by taking off all deformities, tetters, ring-worms, morphew, sunburn, scurf, pimples, pits, or redness of the small-pox’ leads the purchaser to believe that the company are medically trained and that the product is able to cure or remove blemishes associated with disease. The suggestion here is that it may also cure the illnesses associated even though this is not explicitly stated. Quack doctors selling false products where still common during this period as the first attempts to prevent the sale of medicines by anyone other than doctors had not yet been made (1748). This meant that audiences were more likely to be persuaded by the false promises of the advertiser. The non-standard spelling of the premodifying attributive adjective ‘Chymical’ also reflects orthographic features of this period, showing that scientific jargon is still relatively new with regards to selling products. The common noun ‘Counterfeits’ shows that, as this text was published in 1727, the public were more aware of quack doctors and false products than they had been decades before due to movements being made to start an official medical register. The non-standard capitalisation reflects importance with regards to the product, further persuading the audience to execute caution when purchasing products of this nature, and leading them to believe that this product is in fact genuine rather than ‘Counterfeit’.

