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RESUMO

Esta dissertacdo versa sobre a analise discursiva de cartas publicitarias que chegam a
residéncia, as chamadas malas diretas. A pesquisa usa a teoria desenvolvida pela escola
francesa de Andlise de Discurso, mais especificamente, o conceito de formacéo
discursiva; também usamos a concepcdo de efeito metaférico, deslizamento de sentido,
além da compreensdo de formacao imaginaria. O conceito de discurso persuasivo ajuda
a complementar esta pesquisa, cujo objetivo é analisar os discursos persuasivos de
cartas publicitarias e os efeitos de sentido, bem como examinar as condicdes de
producdo das cartas publicitarias, observando como esse discurso produz efeitos de
sentido dentro de cada formacéo discursiva. Assim, este trabalho investiga os discursos
persuasivos de cartas publicitarias e seus efeitos de sentidos nas relagdes de compra e
venda. A metodologia empregada foi o recolhimento das cartas que chegavam a
residéncia e a casa de amigos. Depois, foram escolhidos seis cartas, cinco envelopes e
um cupom para serem examinados. As empresas selecionadas foram tratadas por nds
com nomes ficticios: uma trabalha com o segmento de revistas, a outra com vendas de
livros, quatro sdo empresas de cartdes de crédito e, por ultimo, analisamos a carta de
uma instituicdo religiosa catolica. O motivo das escolhas dessas empresas deve-se, em
primeiro lugar, a representatividade dessas cartas no universo das cartas publicitarias e a
sua variedade. A empresa que vende revistas tem um trabalho anual de realizar um
sorteio, objetivando estimular o cliente a continuar assinando a revista por mais um ano.
A empresa de livros é ligada a de revistas e aproveita 0s assinantes da revista para
vender livros de variedades. As empresas de cartbes A, B e C sdo organizacfes que
possuem a mesma formacao discursiva/ideoldgica e o objetivo é vender seus servigos de
crédito. A instituicdo religiosa, por sua vez, envia um terco anualmente e pede
contribuicéo por ele, e continua, ao longo do ano, mandando cartas e produtos ligados a
religido e pedindo contribuicdes por eles. As cartas geram um efeito de sentido de que o
consumidor estd sempre ganhando e ndo comprando. Ha um efeito metaférico de uma
relacdo entre amigos, com o deslizamento dos sentidos entre estimulo de consumo e

fazer negdcios para a construcdo de vinculos afetivos e obtencdo de bens.

Palavras- chave: Analise de Discurso de linha francesa, carta publicitaria, formacao

discursiva, formacéao imaginaria, efeito de sentido.



ABSTRACT

This dissertation speaks about on the discursive analysis of letters advertising
executives who arrive at the residence, the luggage-direct calls. The research uses the
theory developed for the French school of discursive Analysis, more specifically, the
appreciation of discursive formation, also uses the conception to the same effect,
landslide, beyond the understanding of imaginary formation. The concept of persuasive
speech helps to complement it this research, whose objective to analyze the persuasive
speeches of letters advertising executives and the effect of felt as well as examining the
conditions of production of the letters advertising executives and observing as this
speech inside produces effect of sensible of each discursive formation. Thus, this work
intends to analyze the persuasive speeches of letters advertising executives and its effect
of felt in the purchase and to sell. The employed methodology was the collect of the
letters that arrived at the residence and the house of friends. Later, six letters had been
chosen, five envelopes and one coupon to be examined. The selected companies had
been treated by us with fictitious names: one works with the segment of magazines, to
another one with purchase of books, four is companies of credit cards and, finally, we
analyze the letter of a religious institution catholic. The reason of the choices of these
companies must, in first place, to the representation of these letters in the universe of the
letters advertising executives and to its variety. Another reason was that the company
who purchase reviewed has an annual work to carry through a drawing being objectified
to stimulate the customer to continue signing the magazine for plus one year. The book
company is one of magazines and uses to advantage the subscribers of the magazine to
vender books of varieties. The companies of cards, B and C are organizations that
possess the same ideological discursive formation/and the objective is to vender its
services of credit. The religious institution, in turn, sends one annually the rosary and
asks for contribution for it, and continues, throughout the year, ordering on letters and
products to the religion and asking for contributions for them. The letters generate an
effect of sensible of that the consumer is always earning and not buying. It has a effect
of a relation between friends, with the landslide of the directions between stimulation of
consumption and to make businesses for the construction of affective bonds and

attainment of good.

Words key: Analysis of Speech of French line, letter advertising executive, discursive

formation, imaginary formation, effect of direction.



