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“Here’s to the crazy ones.

The misfits.

The rebels.

The troublemakers.

The round pegs in the square holes.

The ones who see things differently.
They’re not fond of rules.

And they have no respect for the status quo.

You can quote them, disagree with them, glorify or vilify them.
About the only thing you can’t do is ignore them.

Because they change things.
They push the human race forward.

While some see them as the crazy ones, we see genius.

Because the people who are crazy enough to think
they can change the world, are the ones who do.”

Think Different (1997)






Abstract

Advertising has most frequently been defined as a promotion of goods and services which
results in better sales of the two (Leech, 1966; Cook, 2001). In order to separate their brand
from the vast competition in an ever-growing market, advertisers resort to various strategies to
stay relevant. Apart from marketing tactics, one of the most powerful advertising tools is
language, which is why the language of advertising is comprised of a specific vernacular, filled
with superlatives and words of praise. As several studies indicate (Leigh, 1994; Toncar and
Munch, 2001; van Mulken et al., 2005; Delbaere et al. 2011), the use of versatile literary
devices is quite common in print advertisements. Word plays, puns, metaphors, instances of
intertextuality and implicature, to name a few, are all commonly seen catching audiences’
attention and directing them toward the advertised product. The aim of this study is to perform
a linguistic analysis of the Apple Inc.’s print advertisements and determine whether public
perception of these advertisements varies contingent upon the use of literary devices or other
linguistic and non-linguistic features. Thus, a sample of 30 print advertisements is evaluated
by 50 participants and the same sample is observed in terms of structure and literary devices.
The conclusions reached in this thesis provide contribution to the linguistics of advertising and

furthermore, the linguistic analysis of the Apple Inc.’s advertisements.

Keywords: advertising, language, discourse analysis, literary devices, print advertisements,

puns, metaphors, intertextuality, Apple Inc., Steve Jobs
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1. Introduction

As Henry Ford once said, “stopping advertising to save money is like stopping your watch to
save time” - there is not much point to it. Advertising has always been an integral part of society,
long before it obtained the shape and form it has today. The product saturation of the market
has never been higher and the advertisers never louder. It is almost impossible to avoid
advertisements, whether browsing through the Internet or opening a mail box. In this endless
rat race to defeat the competition, advertisers have resorted to versatile strategies in order to
instill the name of their brands into customers’ memory. When it comes to advertising of the
last four or five decades, one of the most notable and successful companies in this domain has
undoubtedly been Apple Inc.

Several years ago, a research done by neuroscientists using MRI found that “images of
the technology company’s [i.e. Apple Inc.] gadgets lit up the same parts of the brain as images
of a deity do for religious people” (Milian, 2011). Thus, it is not hard to imagine that a
phenomenon that can create such an impact on its consumers must be doing something more
than simply manufacturing exquisite products, which Apple Inc. has undoubtedly done over
and over again. In his paper “Did You Bite the Magic Apple? Exploring the Symbolic Meaning
of Apple, Inc.”, Lusensky (2014) argues that such success of the company could have not been
possible without the visionary behind it, or as he characterizes him, “spiritual leader - a
magician with a quest in life that went far beyond selling hardware” (2014:59). So, the question
naturally arises - what made Steve Jobs a magician and what was his magic formula? Lusensky
explains (2014:58):

Rather than a conventional branding effort that turns a logo into a signifier,
Apple has succeeded in creating a living symbol - an image that has become
the carrier of psyche, with all the depth, emotion, and meaning that are
particular to the archetypal field* from which it draws.

Steve Jobs’ involvement in almost every aspect of the company is indisputable. Not only was
he excellent at envisioning high-quality, innovative products, but was also admired for his

relationship with the audience. When asked about the connection he established with the

1 He refers to Jungian archetypes of the collective unconscious; for more on this topic, see Lusensky, “Did You
Bite the Magic Apple? Exploring the Symbolic Meaning of Apple, Inc.” (2014)
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consumers, he said (in an interview with Fortune Magazine senior editor Betsy Morris in
February 2008):

It’s not about pop culture, and it’s not about fooling people, and it’s not about
convincing people that they want something they don’t. We figure out what
we want. And I think we’re pretty good at having the right discipline to think
through whether a lot of other people are going to want it, too.

For any entrepreneur, one of the most tangible means of reaching their audience is through
advertising. As one of the most successful companies in the world, Apple Inc. has launched
numerous advertising campaigns, constantly changing their approach, both to products and
consumerism. In 2015, for instance, the company’s advertising budget was an astounding $1.8
billion (Lara O'Reilly, Business Insider Deutschland, November 2016), so it is not surprising
that one of the things Apple Inc. is famous for, apart from excellent products, are their
advertisements.

The aim of this thesis is to analyze the Apple Inc. advertisements from a linguistic point
of view and potentially establish patterns that reappear throughout the observed sample.
Furthermore, special attention will be paid to the use of literary devices in print advertisements
(in terms of frequency and types), as well as how the audience perceives these advertisements.
Therefore, the empirical part of the study is based on the evaluation of a sample by an
anonymous pool of participants, all of whom are native speakers of the English language. The
evaluated sample is comprised of print advertising units from different time periods (from the
establishment of the company in 1976 until the last decade), each consisting of a slogan and
the accompanying image. As various studies have shown (Leigh, 1994; van Mulken et al. 2005;
Toncar and Munch, 2001; Delbaere et al, 2011), those advertisements that use at least one form
of literary devices are much more appreciated than those without them. Thus, this thesis
attempts to examine whether such conclusions also apply to the sample comprising only the
Apple Inc. advertisements.

Any process of creation in an advertising campaign is driven by its end goal - whether
the advertisement will be effective and trigger the desired reaction of the recipient. This is why
target audiences are thoroughly examined beforehand in terms of various factors, one of which
is the ability to understand advertising messages. Chapter 2 of this thesis explores the difference
between merely being able to observe presented advertisements and actually understanding the
intended meaning in context. In other words, linguistic and communicative competence are

explained, as well as the importance of the latter in the world of advertising.



As advertising is a discourse, Chapter 3 is a first step towards its exploration in this
thesis, since it deals with discourse analysis in general. This field of linguistics is approached
in terms of firstly defining the term itself, as well as several levels of language constituting it -
sentence, utterance and text. Furthermore, dichotomy of discourse functions is observed,
followed by the types of discourse (spoken and written) and lastly, it is demonstrated how the
transmitted information that is structured in the very discourse.

Chapter 4 is dedicated to the notion of advertising, starting with the etymology of the
word, various definitions of this phenomenon and how it has been classified. After that, the
history of advertising is addressed, as well as how different social and technological changes
have shaped it over the course of time. The final section of the chapter poses a question why
advertising is so necessary and what has made it an inseparable part of the human nature.

Chapter 5 is a narrowed-down approach to the theoretical framework presented in
Chapter 3 and it explores the discourse of advertising. Thus, the language of advertising is
analyzed in terms of covert communication frequently applied by advertisers, the synergy
between words and images the majority of advertisements entails, and literary devices as one
of the most reoccurring tools in advertising. For the purpose and scope of this thesis, puns,
metaphors and intertextuality are explored in further detail.

The following Chapter 6 observes pragmatic aspects of advertising and touches upon
why and how pragmatics is relevant for advertising. This section of the paper explores the
significance of context in advertising and which pragmatic tools are often applied in the world
of advertisements. Theoretical frameworks for speech acts and Co-operative Principle are
presented and the phenomenon of advertising is approached from these two perspectives.

As Chapter 6 concludes the theoretical part, Chapter 7 is dedicated to the empirical
aspect of the thesis. Firstly, the main research aims are presented in the form of four hypotheses,
followed by the research method and instrument, i.e. the questionnaire. Secondly, each of the
30 sample units is discussed in terms of literary devices they contain and the overall importance
in the advertising scope of the company. After the advertisements and collected data have been
analyzed using IBM’s program for statistical analysis SPSS, the results are presented and
discussed, followed by suggestions for further research.

Finally, Chapter 8 represents a conclusion of the thesis and provides a summary of the

insights observed in the empirical study.



2. The notion of competence

2.1. Linguistic competence vs. communicative competence

For many years, one of the most controversial debates in applied linguistics has been the notion
of competence in communication. For Noam Chomsky and those who follow his school of
thought, the distinction between linguistic competence and performance is at the heart of the
matter. On the one hand, competence denotes everything a speaker is potentially capable of, a
preconstructed set of skills we are born with, while performance refers to if and how those
capabilities are actually applied (Bara, 2010). Bara further explains (2010:204):

For example, the inability to comprehend a communication act may depend on
the fact that the person does not possess the essential tools required to do so;
alternatively, the person might possess the necessary tools but might not have
applied them for any reason whatsoever: she was tired, distracted, overwrought.
From an experimental standpoint, it is a question of distinguishing between a
systematic failure in carrying out a task, which usually indicates a problem at
the level of competence, and occasional failures that may be attributed to
specific causes, which may be eliminated and which are generally symptomatic
of problems at the performance level.

Hence, linguistic competence focuses primarily on the grammar of a language and, is “not the
product of general intelligence or learning ability, but an innate, genetically determined feature
of the human species” (Cook, 2003:41). Moreover, Bara argues that even though the structure
of communicative capacity is preconstructed in all animals who communicate, those with a
more active social life tend to develop a much greater capacity in comparison to their less
dynamic group members.

While this view is applicable in various aspects of language analysis, it is considered
insufficient and event constraining when it comes to pragmatic meaning. Since “knowing what
a sentence means is one thing, but knowing what is meant by an utterance is another”
(Widdowson, 2007:13), it is safe to say that a person who possesses only linguistic competence
is a socially inept individual, unable to communicate successfully. As a counterinitiative, the
American sociolinguist Dell Hymes attempted to define what happens when linguistic
communication is observed beyond the level of grammar. He proposed the communicative
competence as a reaction to Chomsky’s notion of linguistic competence and argued that it is
necessary to possess four types of knowledge for successful communication: possibility,

feasibility, appropriateness and attestedness (Cook, 2003).
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The matter of possibility denotes “whether (and to what degree) something is formally
possible” (Hymes, 1971:281), that is, whether an utterance is formed following the rules of
grammar and pronunciation. Hence, the corresponding term for this type of knowledge is
grammaticality. However, it happens more often than not that grammatically impeccable
sentences provide little or no meaning and would hardly be understood in communication,
because they are not feasible. Such is the following (Cook, 2003:43):

(1) *The cheese the rat the cat the dog the man beat saw chased ate was green.
Once the syntax of this sentence has been deciphered, it can be concluded that it is, indeed,
grammatical. However, it is also “clumsier than some grammatically ‘impossible’ examples,

299

such as ‘Me go sleep now’” (2003:43) and thus, would almost never be used in conversation.
Hymes’ ‘feasibility’ is often observed together with Gricean maxim of manner, since unfeasible
utterances are frequently caused by ambiguity, such as in the case of ‘Visiting aunts can be
boring’, where it is not clear whether it is boring to visit the aunts or the aunts who come and
visit are not the most interesting women (Widdowson, 2007:15).

The notion of appropriateness refers to how appropriate or inappropriate an utterance
is and “seems to suggest readily the required sense of relation to contextual features” (Hymes,
1971:285), specifically those of cultural identity.

Lastly, the fourth type of knowledge is used to identify “whether (and to what degree)
something is done” (1971:286). The attestedness of communicative competence may seem
redundant, since it is quite natural to think that an utterance is either performed or not, however,
it refers to “probabilities and shifts [...] as indicators of style, response, etc.” (1971:286). There
are numerous instances of language that do not break any grammar rules, are easily
understandable and sensible to certain social norms (instances that are possible, feasible and
appropriate, respectively), yet they are not frequently performed. Due to the conventionality of
language, the irreversible binomial? ‘fish and chips’ has quite possibly never been used as
‘chips and fish’ (Cook, 2003).

Since Chomsky primarily observes communication through “an ideal speaker-listener,
in a completely homogenous speech-community, who knows its language perfectly and is
unaffected by [...] irrelevant conditions [...] in applying his knowledge of the language”
(Chomsky, 1965:3), it can be argued that this theory of linguistic competence is to an extent, if

not completely, inapplicable in certain situations, such as second language learning, where two

2 ‘Trreversible binomials’ are word pairs which belong to the same word-class and have fixed syntactic structure.
For more on irreversible binomials, see Mollin S. 2014, The (Ir)Reversibility of English Binomials: Corpus,
Constraints, Developments.



languages and two cultures are involved. In her paper on linguistic and communicative
competence in language teaching, where she proposes her own teaching method based on both
types, Paulston (1992) argues that it is almost impossible to pertain this homogenous
environment, simply because social significance is an inseparable part of communication. As
she explains, “it is easier to keep one’s linguistic codes separate than one’s social codes as one
often is not aware of the social codes on a conscious level until they are violated. It is much
easier to be bilingual than bicultural” (1992:41).

Similarly, another field which would never be as successful only operating on linguistic
competence is advertising. Due to its multimodal nature, advertising relies on communicative
competence in order to carry the message across. This is why, as will be discussed later on, it

has never stayed the same for too long, but adapted to and with the changes in society.

2.2. Communicative competence in advertising

Communicative competence has become an invaluable analytical tool when it comes to the
research within the field of applied linguistics, from the first-language education, over
information design, to translation studies. As already mentioned, the influence of Hymes’ work
can also be seen in the teaching of English as a foreign language, where the communicative
approach to language provides a more complete perspective of the language itself, as well as
what successful communication involves.

As advertising is a form of communication, communicative competence is necessary
for a successful exchange between advertisers and their audience. It is a prerequisite for
interaction and must exist on both sides. It can even be argued that the advertising content is
vastly influenced by the presumed communicative competence of the target audience. This is
why, for example, the soap advertisements intended for general audience never contain
complex chemistry formulas which explain the process of stain removal. On the contrary, this
process is described using accessible, layman’s terms. An effective advertising strategy is
produced and adjusted in accordance with cultural characteristics, bearing in mind its
audience’s needs and capabilities. Thus, even though advertising is constantly changing, it is
always guided by choices, such as “who to address advertising to, when to deliver it, and what

commercial message will lead to the best outcomes” (Malthouse et al., 2018:2).



3. Discourse analysis

Discourse analysis is a vast field, quite difficult to classify under one simple definition. The
main reason behind this is its tight connection to the context in which discourse is used, which
makes no two instances the same. In order to provide an explanation for this phenomenon,
there are several factors which need to be taken into consideration, such as different definitions
of discourse analysis, different functions of discourse, various types thereof, as well as the

structure of the very information that is being conveyed.

3.1. The status of discourse analysis
The first time the term ‘discourse analysis’ was used to describe the analysis of connected
speech and writing was in 1952 by Zellig Harris (Paltridge, 2006:2). His main focus was
twofold - to explore what occurs with the language beyond the first level, the sentence level,
and to examine the connection between linguistic and non-linguistic behavior in discourse
(2006: 2). The analysis of language beyond the sentence level entailed a detailed description of
the distribution of language features across different texts, as well as their combination to form
a diversity of texts, whose styles inevitably vary. In order to place connected speech and writing
in discourse, Harris (1952:3) argues that “connected discourse occurs within a particular
situation - whether of a person speaking, or of a conversation, or of someone sitting down
occasionally over the period of months to write a particular kind of book in a particular literary
or scientific tradition”. Such instances of communication, apart from possessing a certain set
of features, also share particular meaning. These discourses, or records of language use in
particular situations, are what Harris claims to be the first pivotal point in discourse analysis.
The second one refers to the connection between linguistic and non-linguistic behavior, that is,
the means speakers use to successfully interpret what is actually meant by what is being said.
In order to do so, they have to “draw on the knowledge they have about the language,
knowledge based on their memories of things they have said, heard, seen or written before”
(Johnstone, 2008:3).

Although the term ‘discourse analysis’ was first used in 1952 to denote the analysis of
language in use, Cook argues that it is incorrect to regard it as a completely new area of

investigation (Cook, 1989). There had already been many language analysts among the scholars



of Greece and Rome, who were aware that the phenomenon of language cannot be observed
and analyzed in isolation. Furthermore, the linguistic scene of the early 20" century, both in
North America and Britain, saw an important connection between language and society. It was
this connection that shaped the scope of discourse analysis and provided much space for
different interpretations of what it entails.

According to Brown and Yule (1983), discourse analysis is “the analysis of language in
use” (1983:1). This can be further interpreted as a commitment to explore what the language is
actually used for, not to simply examine its linguistic features while omitting the purpose or
function. It could be even said that the task of determining different characteristics of language
is a more straightforward process, whose results can be found in numerous grammar books and
dictionaries, while the work of a discourse analyst might not always render the most clarifying
or unambiguous results and terminology (1983:1). With this in mind, the first important
distinction in the field of discourse analysis is the one between sentence, utterance, text, and
discourse.

The process of language analysis commences by determining the samples which are to
be analyzed. According to Widdowson and his well-known ‘KEEP OFF THE GRASS’ example
(2007:3), sentence is nothing more than a combination of words constituting a grammatical
unit. Such a unit can be further analyzed in terms of certain grammatical features of its
constituents, as well as their detached meanings, but it can never provide what speakers are
experiencing while using this chunk of language. On the other hand, if pragmatical meaning is
assigned to a sentence and this “unit of language [is] used by somebody in context to do
something” (Cook, 1989:25), an utterance is born. The main difference between the two is that,
unlike sentences, utterances are open for “the range of pragmatic interpretation” (Widdowson,
2007:13). The next step in discourse analysis is to observe these four words (‘keep’, ‘off’, ‘the’,
‘grass’) as a text. Unlike a sentence, which is an abstract unit, a text stands for an “actual use
of language” (2007:4) and its sole purpose is communication. Brown and Yule refer to ‘text’ as
a technical term which denotes a “verbal record of a communicative act” (1983:6) and even go
on to define text as representation of discourse. However, such definition of text seems to imply
that text entails context, since it acts as representation of discourse, which might not be
necessarily true. Simple texts, such as the example presented by Widdowson, serve mainly as
practical notices. We encounter them in manuals, food labels and restaurant menus, but what is
important to emphasize here is that “recognizing a text is not the same as realizing its meaning”
(2007:6). To an English speaker, the notice ‘KEEP OFF THE GRASS’, placed over a lawn,

sends a clear message that it is prohibited to walk on the grass. However, the same notice would
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be of little importance to someone not that conversant with the English language. On the other
hand, there are instances of texts where the language barrier does not represent a problem for
the recognition of meaning. Such examples can be found in restaurant menus, where although
language proficiency affects the extent of comprehension, customers can still deduce at least
some content, based on the common, shared knowledge of the world. This shared knowledge,
or perceptual context (2007:5) is our tool for the interpretation of texts out of the actual context.
The absence of context, however, can sometimes result in rather humorous situations, if, for
example, one was to come across the following: ‘KEEP AWAY FROM CHILDREN” (2007:5).
Other than knowing that this is the label on a medicine bottle, it might also happen that such
warning came from someone not very fond of children. Thus, it is safe to say that it is usually
the context that clarifies any ambiguity found in the text. This unambiguous text, where it is
clear what “a text producer meant by a text and what a text means to the receiver” (2007:7) is
what Widdowson calls discourse.

According to Cook, discourse analysis is “the search for what gives discourse
coherence” (Cook 1989:6). Unlike sentence linguistics, which approaches language in
isolation, the analysis of discourse entails looking past its mere form and structure and taking
into consideration social and cultural context. In order to conduct this search, it is necessary to
be aware of communicative competence and explore various features of a particular context.
These elements can be found in individual perspectives of the world, different relationships
between speakers, their notions of identity and many more (Paltridge, 2006). Paltridge applies
these features in his classification, arguing that there are various views on discourse analysis.
Firstly, discourse can be observed and analyzed as the social construction of reality, making it
impossible to separate the language we use from our social practices. These two aspects are
intertwined in such manner that “discourse is shaped by the world as well as shaping the world”
(2006:9). Moreover, it can be defined in regard to socially situated identities, which would be
the way we dress, speak or present ourselves in public, influences we succumb to, our beliefs
and way of thinking. Finally, to illustrate how discourse can be perceived as performance,
Paltridge uses an imaginative definition of discourse given by Gee (2005:19):

A discourse is a ‘dance’ that exists in the abstract as a coordinated pattern of the
words, deeds, values, beliefs, symbols, tools, objects, times and places in the
here and now performance that is recognizable as just a coordination. Like a
dance, this performance here and now is never exactly the same. It all comes
down, often, to what the ‘masters of the dance’ will allow to be recognised or
will be forced to recognize as a possible instantiation of the dance.



What Gee argues in his poetic interpretation is that discourse is not a natural phenomenon, but
a socially constructed one (2006). The “moves” of his “masters of the dance” do not speak
volume about their actual identity, but about who they are because they have accepted to play
arole in a certain performance, which leads to a conclusion that social identities are “not pre-
given, but formed in the use of language” (2006:12). To fully understand this process, it is
necessary to take into consideration the main driving force behind it, the core reason why
language is used in a certain manner. In other words, we must consider the functions of

discourse.

3.2. Functions of discourse

As was already mentioned, when we speak of discourse, it is difficult to find two completely
identical instances of the language use. One of the main reasons for this lies in various functions
of discourse. Many authors have written about these differences, rendering plentiful
terminology in their typologies, yet what has emerged as a common thread is one main
dichotomy between the content wished to be conveyed and the underlying social relations or
attitudes that speakers desire to express. This dichotomy can be found in Biihler’s (1934)
‘representative and expressive’ opposition, Jakobson’s ‘referential and emotive’ functions
(1960), Halliday’s (1970) ‘ideational and interpersonal’ distinction and Lyons’ (1977)
‘descriptive and social-expressive’ functions (Brown and Yule, 1983). By enclosing this
contrastive overview, Brown and Yule argue that almost all endeavors to ‘provide even a
general set of labels for the principal functions of language have resulted in vague, and often
confusing, terminology’ (1983:1). Despite such a claim, they go on to give their own
contribution by distinguishing between transactional and interactional functions.

The transactional view of functions is used to refer to the work of linguists and language
philosophers, which is observing the communication of information as the most important
discourse function (1983). Although they deem it an incomplete or even limited approach to
language analysis (1983:2), Brown and Yule find justification for transactional view in our
cultural mythology and see the tendency of humankind to adopt transmission of information as
a process embedded in social or religious traditions, such as laws, oral storytelling passed down
from generation to generation, the art of craftsmanship or trade and many more. The one and
only purpose of such language use is the “efficient transference of information” (1983:2).

In contrast, the interactional function of discourse primarily denotes the way language

is used to establish, and subsequently keep, various social relationships. Here, the main focus
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is not on a piece of information that is being communicated, but rather on the underlying
intention of the speaker to achieve a desired reaction from a person the message is directed
towards. It can even be said that it is this interactional function that is the carrier of social facet
of communication, since “a great deal of everyday human interaction is characterized by the
primarily interpersonal rather than the primarily transactional use of language” (1983:3).

The distinction between transactional and interactional views can also be observed in
terms of information versus meaning. Brown and Yule illustrate such perspective through an
example of two complete strangers waiting at the bus-stop, while being exposed to ice-cold
wind. Shivering, one person turns to the other and says: “My goodness, it’s cold” (1983:3). The
information in this example refers to the act of stating the fact both are already aware of. This
indicates that the speaker’s intention was not to state the obvious, but to express willingness to
start a conversation with the listener. Hence, the meaning behind ‘My goodness, it’s cold’ could
actually be interpreted as ‘Hey, I would like to talk to you’. Of course, bearing in mind the
norms of commonly acceptable social behavior, the speaker probably knew that the chances
for an actual conversation are much higher with the former approach, not the latter, which is
why the weather description ended up being used as a conversation starter.

As the above example suggests, the interactional function of discourse is more likely to
be found in instances of spoken language, whereas the transactional one is generally typical of
the written discourse. Naturally, there are many differences between the language that we speak
and the one we write, mainly due to the manner and the purpose of its production, which is

further explained in the next section of the thesis.

3.3. Spoken and written discourse
Perhaps the best way to present the discrepancy between spoken and written discourse is to
observe them with regard to two aspects, the former being the product of discourse and the
latter the very process of it. What is meant by the product is mainly the form of the written or
spoken text, its features and organization. Conversely, the explanation of the process of both
types of discourse will entail facets which surpass the tangibility of the product and focus more
on the elements that affect the participants’ course of action.

When it comes to the product of discourse, the most obvious distinction is, of course,
the manner in which it is created - by speaking or writing, which greatly affects the form of
what is being produced. Firstly, the length and completeness of spoken and written texts are

understandably quite different. Sentences of a spoken discourse are typically shorter,
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incohesive or incomplete. Additionally, they are rich in interactive fillers, such as “well, erm, I
think, you know, if you see what I mean, of course, and so on” (Brown and Yule, 1983:17). On
the other hand, authors of written discourse have the advantage of time, as well as the absence
of pressure to keep producing on the spot, which, in turn, renders generally more organized
writing, with better structure. Consequently, they are able to create discourse densely packed
with information, allowing for a more efficient, concise exchange.

The process of exchange, apart from the produced text, involves and depends on various
features of discourse, such as paralinguistic cues, reference and feedback. Paralinguistic cues
or paralanguage (Widdowson, 2007) are a non-linguistic means of communication, which
accompany the production of language and are typical only of the spoken discourse. They
encompass tone of voice, pauses, deliberate emphasis of certain words, as well as the features
of body language, such as gestures or facial expressions. Writers, of course, cannot benefit from
this additional tool, but it is safe to say that any shortcomings due to this absence of
paralanguage are compensated by numerous possibilities for multimodality of the written
discourse. Thus, any written discourse can be accompanied by pictures, charts, tables, diagrams
and other similar forms. One advantage, however, that is reserved only for writers, is reference.
During the writing process, writers have access to “permanent records” (Brown and Yule,
1983:5) of what has been said before on a particular topic. Whether it means reflecting on their
own previous work or drawing upon various sources, it is something that speakers are not able
to employ while partaking in discourse.

On the other hand, speakers are fortunate enough to experience immediate feedback,
which can act as an indicator of the conversational flow and help them steer the exchange in a
desired direction. All it takes is to observe their partners, read their reaction to what is being
said and adjust the manner of speaking. Simultaneously, it is also possible to view this access
to reaction monitoring as a disadvantage of spoken discourse, since under some circumstances,
written form of text production might be chosen as a better solution, in order to alleviate the
pressure of performance and immediate response. In this case, Widdowson argues, the
mediation between participants is displaced and delayed, since written text is “designed and
recorded unilaterally in the act of production by one of the participants, the writer, as a
completed expression of the intended message” (2007:7), whereas the spoken interaction is an
on-going process which usually does not require recording.

Both spoken and written forms of discourse are naturally divergent results of language
use. These complementary types of discourse prove to serve different purposes and are

accordingly produced in a different way. Nonetheless, at the core of both lies the intention to
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convey information. In order to do so, information is often packaged into smaller chunks which,

when introduced into discourse, allow for easier communicative exchange.

3.4. The structure of information

One of the most comprehensive studies of information structure was conducted by the Prague
School before the Second World War (Brown and Yule, 1983). Based on their insights, the
English linguist Michael Halliday published an article in 1967, elaborating on the structure of
text. He particularly focused on the categorization of information previously presented by the
Prague School, which distinguishes between new and given information.

According to Halliday, any text is organized into what he calls ‘information units’ -
small pieces of discourse at the level of clause or even phrase, which are packed with
information. This distribution into smaller units is a process which is both obligatory and
optional - obligatory since the text must be composed of such units and optional in the sense
that “the speaker is free to decide where each information unit begins and ends, and how it is
organised internally” (1967:200). This process of deliberate selection allows the speaker to
create different message blocks or “what the speaker chooses to encode as a unit of discourse”
(1967:202). During this process, the speaker must decide on a particular information focus, that
is, emphasize certain elements as the prominent ones, making them the central point of the
message that is being conveyed. This is the place in discourse where, as Halliday frames it,
“the main burden of the message lies” (1967:204). The prominent information unit or the focal
point of the message is ‘new’ information. It is important to stress here is that the information
is not classified as new in terms of it not being previously mentioned, even though this is very
probable. What ‘new’ information denotes in this distinction is the information which the
speaker presents in such a way that it cannot be obtained from the preceding discourse.
However, the information that is not ‘new’ is labelled ‘given’ and represents the knowledge
which the speaker supposes is already in the consciousness of the addressee (Halliday,
1967:204).

Therefore, it can be said that it is the system of information focus, chosen by the speaker
that provides a structure to the information unit. This is accomplished in terms of two functions
- ‘new’ and ‘given’, which are usually expressed by the means of intonation, although some
scholars argue that these two patters of information can be realized through certain syntactic

structures (Brown and Yule, 1983).
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In addition to the new-given dichotomy, the structure of information can also be
approached in terms of oppositions like theme vs. rheme, as well as topic vs. comment. It might
seem that the two pairs correspond to the ‘new’ and ‘given’ information, however, Halliday
believes that these functions are not the same and avoids using the terms ‘topic’ and ‘comment’
when talking about information structure (1967). Unlike him, Widdowson applies all three
distinctions in his approach to the structure of information (2007). First of all, he uses theme
and rheme to denote the first piece of information and the rest of the utterance, respectively
(2007:41). This thematization is, he argues, of crucial significance for the organization of
information in a text. However, it is important to point out that the contents of theme and rheme
are often prone to changing places, depending on a situation and the speaker’s emphatic
preferences. Thus, an information unit could be considered a theme because the speaker
assumes that the receiver is already aware of it, or that it is given, in which case “the theme
simply confirms common knowledge and sets the scene for the new information to be provided
in the rtheme” (2007:43). This is an apt illustration of Halliday’s point that ‘new’ and ‘given’
information cannot be compared to the theme-rheme distinction, since the first set of features
refers to the quality of information and the latter to its position in discourse. However, it is also
possible that the theme is used to introduce the main topic, whereas the rheme is a comment,
expressing the reaction to what was established in the theme.

The above presented overview of the information structure provides a deeper insight
into language analysis in terms of the way information is formatted before and after exchange.
What is encoded in this exchange, however, goes far beyond its mere form and is one of the
focal points in the field of discourse analysis, as well as pragmatics. Various theories of
pragmatics have been used as a platform for a better understanding and exploring of discourse,
once again reasserting the indisputable bond between language and the context in which it is

used.
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4. Advertising

4.1. The etymology of the word ‘advertise’

The word ‘advertise’ entered the Anglo-Saxon world from the Latin language. It stems from
the Latin advertere, which, when broken down literally means ‘to turn toward’, from ad (to,
toward) and vertere (to turn). In the more figurative sense, it is used “to direct one’s attention
to; give heed” (ETYMONLINE, online etymology dictionary:
www.etymonline.com/word/advertise).

In the early 15" century, the word ‘advertise’ was used under the influence of the
Middle French form advertiss-, which corresponds to the Old French avertir and means
‘give/take notice of something’ (Klein, 1971). Taking into consideration the pervasive
development of advertising over the last five centuries, it is safe to say that this connotation of
the word is rather obsolete nowadays. Instead, the transitive sense of the verb was first adopted
in the late 15" century, heavily influenced by the word ‘advertisement’ (most probably
mirrored after the French advertissement) and the notion of giving notice, information or
warning was formed. Interestingly enough, this “modern sense, developed from that of public
announcement, is unknown in French” (Weekely, 1967:17). In English however, it has been
used ever since then in various contexts (1967:17):

2 Joachym king of Juda dispraised the admonestementis, advertisementis, and the

doctrinesof God (NED, 1475).

3) My griefs cry louder than advertisement (Much Ado about Nothing, V. I)

According to Joseph Shipley and his elaborate study of the Indo-European roots (1984), the
verb ‘advertise’ can be traced back to the roots dheigh and uer, their current derivatives being
ize and uert, respectively. The root ize, stemming from the Greek ‘izein’ means ‘to make’ and
can be found in words such as fertilize’, ‘memorize’, ‘scandalize’. In some instances, such
verbs can also be spelled with an ‘s’ instead of ‘z’, as is the case with the word in question here
— advertise. The variety depends on the preferred version of spelling (i.e. British, with S, or
American, with Z). ‘Advertise’, however, is one of the rare examples of unanimous spelling.
According to the Corpus of Contemporary American English, the spelling with ‘s’ appears
1946 times, while the one with ‘z’ only 6. The meaning of the root uert can be interpreted as

15



an action of turning or spinning, which once again reveals the original meaning behind the

entire phenomenon of advertising.

4.2.  What is advertising?

Attempting to fully and precisely define advertising is a rather intricate process. This might be
due to the fact that advertising has become so integrated into everyday life that it is difficult to
observe and define it in isolation. Moreover, it is tightly connected to the context in which it is
applied, relying mostly on the target audience and the desired effect.

The most common definition of advertising would encompass what Leech more
accurately calls ‘commercial consumer advertising’ (Leech, 1966), which is “advertising
directed towards a mass audience with the aim of promoting sales of a commercial product of
service” (1966:25). This certainly is only one aspect of the phenomenon. There are many other
types, which will be explored later on. This aim of promoting sales is carried out by using
‘loaded language’ (1966:25), whose purpose is not only to effectively depict the product, but
form or alter attitude, opinion or action of the target audience. What separates advertising
language from other forms of loaded language (i.e. political or religious) is that it conveys a
distinct material goal. If an advertisement does not trigger a desired reaction, that is, the
purchase of the advertised product, it is considered unsuccessful. According to Leech
(1966:27), for an advertisement to be a success, the sequence of the following four steps must
be completed. First of all, it must provoke the audience to notice it. This attention value should
be rather unique in order to separate an ad from the plethora of others, whether by an
unconventional use of language, a visual aid or promotion of unusual behavior. If an
advertisement fails to draw attention to itself, the other three steps are futile. If it does, however,
the next step would be to keep the attention it has acquired. Leech calls this ‘readability’ (or
‘listenability”). The intention here is to keep the audience interested, amused, keen on spending
more time informing themselves about the advertised product. It is about conveying the
message easily and comprehensibly, making the advertisement a permanent image in the
audience’s mind. The third step is to make the ad memorable. In order to prompt the purchase,
an advertisement “has to make a lasting impression” (1966:28). But what makes it memorable?
One of the reasons behind this may be repetition, since if something is frequently repeated over
a long period of time, it is highly likely to stay engraved in one’s mind. When it comes to
advertising, however, this technique might prove counter-effective, resulting in boredom,

rather than memorization. How memorable an advertisement is can be quite important for the
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initial impression it leaves. Whether it is a language feature, an image or a combination of the
two, the attention value that has struck a chord with the audience is what distinguishes the
advertised item. Finally, the crucial step and the whole purpose of an advertisement is to
provoke a desired reaction, which is the purchase of a product. What Leech defines as selling
power introduces the final call for action, often skillfully coated in the imperative clauses, such
as ‘get’ or ‘buy’ or ‘taste’, followed by hyperbolized advertising clichés, the most frequent
being ‘the best in the world’, ‘Britain’s best’, ‘simply the best’ (1966:30) etc. Ultimately, if
advertisers introduce an ad that draws and sustains the audience’s attention, is easily
remembered and triggers the desired behavior, they have a chance of gaining an advantage over
the competition, which is all an advertisement should accomplish. As Leech himself argues,
“What you say doesn’t matter, so long as you hammer the brand-name into their heads”
(1966:27).

Apart from this ubiquitous function, which is to sell things, advertising is significant in
the sense that it involves a meaning process (Williamson, 1991). Although it functions through
a rather uniform platform, presenting certain content through a certain medium, advertising
becomes personal and its nature more complex the moment advertisers make a product’s
“properties mean something to us” (1991:12). Williamson provides an excellent example of
how any object can be translated into the world of people, as well as how this process allows
for both positive and negative features of an advertised product to be used to its advantage.
Through a car advertisement, where advertisers emphasize the mile per gallon feature of the
car, she shows what a difference a linguistic twist with a meaning makes. Namely, if the car
does many miles per gallon, say 50 mpg, it is presented as thrifty, where the user is being a
responsible saver. On the other hand, if the car has a low mile-per-gallon, say 20 mpg, the user
will be portrayed as a certain ‘daredevil’, who is “just too cool” to be economizing. As can be
seen, in both cases the future owner of the car is described as “...being a certain kind of person”
(1991:12) and in both cases, they cannot go wrong if they buy the car, because they will have
a justification for their behavior either way. This could not be possible without “a humanly
symbolic exchange-value” (ibid.), which allows for a transformation of the language of things
into the language of people, and vice versa.

When it comes to the scope of advertising, it can be interpreted in two ways: more
broadly and more narrowly (Cook, 2001). The broader sense here refers to advertisements
which do not promote a product at all, but ask for support, plead or warn. Thus, we are being
told to follow a healthy diet in order to avoid a heart attack, to help a local foundation or become

more aware about water consumption. Additionally, the broader sense of the definition denotes
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the process in which other genres (for example, songs, poems or movie lines) are being adapted
and transformed into an advertisement. The ever-rising popularity of this method is fully
understandable, since the melodic rhythm, rhyme and the clever use of language make
advertisements more memorable. However, it also brings into question the quality of the poetry
produced for such purposes. Firstly, the audience is not always aware that what it is exposed
to is poetry. Secondly, such popularization of poetry can also contribute to its degradation.
Understandably, poets are in two minds about the issue. On the one hand, there are those, such
as Roger McGough, who are standing up of poetry while this phenomenon is taking over.
Although he has contributed to it by writing several poems for advertisements, he claims that
“it’s like when you hear music used in an advert and you feel it has degraded it” (Hickman,
2009). On the other hand, there are those who are thrilled with the frequent presence of poetry
and music in advertising. British writer Nick Toczek believes that “Shakespeare would have
thought commercialism was worth it” (2009). According to him, the important thing is that the
language matters to people, application of it intrigues them and serves as an amusement. While
addressing the poem he recently wrote for an advertising campaign, he adds (2009): “It took
me 20 minutes to write, was broadcast 5,000 times and earned me £5,500”. The financial aspect
of it is, of course, quite enticing, although it makes McGough’s remark even more trenchant.

Cook’s more narrow sense of the term explores the fact that advertisements do not
always encompass everything defined by their very general definition, which is “the promotion
of goods or services for sale through impersonal media” (2001:9). Although their primary
function is to persuade the audience to buy a certain product, it is not the only one. Supporting
Toczek’s claim, an advertisement can also amuse, inform or ignite a discussion. Moreover, not
all people represent ideal audience for every product. Cook illustrates this point in a humorous
manner: “I can receive ads for cigarettes, bubble gum, tampons, denture cleaners and holidays
in the Bahamas, though as a non-smoking adult male with my own teeth and limited funds, |
know these are not for me” (2001:10).

Perhaps the most comprehensive overview of advertising definitions was given by
Hermeren in his book English for Sale (1999). Firstly, he defines advertising as “an activity
which normally involves language, the purpose of which is to sell a product or service” and it
“has to be paid for” (1999:4). He then provides a cursory study of definitions of the term
‘advertising’ in which he cross-examines several sources (dictionaries and textbooks) and

characteristics of advertising these definitions denote or neglect to mention.
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Table 1. The characteristics of advertising

Source INFO PERS SPONS PAID MEDIA

COoD X X
LDBE X X
PDE X X X
King X X X

K&A X X X

Figure 1 Characteristics of advertising (Hermeren, 1999:4)

As can be seen from the vertically arranged list, his sources were as follows: COD for The
Concise Oxford Dictionary, 9" ed., 1995; LDBE for Longman Dictionary of Business English,
2" ed., 1989; PDE for The Penguin Dictionary of Economics, 5t ed., 1992; King for King, S.
1989. Pocket Guide to Advertising and K&A for Kotler, P. and Armstrong, G. 1990. Marketing.
In these sources, Hermeren searched for the following characteristics advertising should have:
basic information about the product (INFO), traces of persuasion (PERS), identified sponsor,
which is usually an organization or a party (SPONS), whether the conveyed message has been
paid for (PAID) and through how many types of media it has been conveyed (MEDIA).

By looking at the table, it can be noticed that none of the five sources include all five
characteristics. This of course, depends on the source itself. It is quite expected that the
definitions from the last three sources (PDE, King and K&A) would emphasize the financial,
i.e. “paid for” aspect of advertising, since their primary function is to explain economics,
advertising and marketing, respectively. Another interesting conclusion which this study
provides is that all five sources encompass the dimension of persuasion, which has proven to
be the most important and prominent function of advertising. Both Cook and Hermeren see
persuasion as a distinguishing feature of advertising, Hermeren perhaps even more so. This is
why he criticizes Cook’s narrow sense of defining advertising and perceives his argument that
a receiver can be someone “who cannot or will not buy the product” (1999:8) as irrelevant. He
then poses the following question, however, without offering an answer (1999:8): “Why would
the fact that many people are not able or willing to buy some products/services change the
messages that promote them into non-advertisements?”. Since he does not provide a more
elaborate version of this question, it is quite difficult to distinguish what he meant by ‘non-
advertisements’. Just because they are not targeted at the vast majority of audience, it does not
diminish their selling power or earn them the title of ‘non-advertisements’. It is, however,

important to mention that Hermeren used the first edition of Cook’s Discourse of Advertising
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(1992) as reference, whereas Cook introduced the distinction between the broad and narrow
sense of the term only in the second edition of the book, published in 2001. Had he been able
to read Cook’s more intricate explanation of the issue, perhaps he would have seen the
importance of the argument he deems irrelevant in his book.

In addition to Hermeren’s overview, a chronological comparison of various dictionary
definitions of advertising proved to render rather interesting results. Unlike Hermeren’s
contrastive analysis, where every source entailed the aspect of persuasion, several dictionaries
define the term ‘to advertise’ simply as informing or giving notice. Such dictionaries are
Johnson’s Dictionary and Chambers’s Twentieth Century Dictionary, first published in 1755
and 1901, respectively. As is apparent, they are both older sources and the absence of
persuasive facet can be attributed to a slightly different purpose of advertising, typical of the
time periods in question. Naturally, as times changed, the phenomenon of advertising followed
closely behind, always adjusting and finding innovative ways to reach new audiences.
Therefore, it comes as no surprise that one definition of advertising in 1981 would say that to
advertise is “to make known to the public, as in a newspaper, or on film or television”
(Longman New Generation Dictionary, 1981). The influence of the technological development,
as well as the expansion of mass-media at the time, affected the way this term was defined,
giving primary importance to the current state of affairs in society.

As can be seen from the above presented explanations, advertising is rather difficult to
define. It is an intricate phenomenon which has disguised its complexity by becoming part of
our everyday life, misleading us into thinking it is transparent for the simple reason that it is
omnipresent. However, there is more to advertising than a mere persuasion which results in a
purchase of a product. To better understand advertising, it is not enough to only define its scope.
Taking into consideration aspects such as the classification of advertising and its history allows
for a more complete perception of the impact which advertising has left and is still leaving on

our society.

4.3. Classification of advertising

As already discussed, the most important type of advertising according to Leech is the
commercial one — the kind of advertising with a distinct purpose, which is to promote and
hopefully trigger the sales of a product or service and targeted at the vastest subsection of the

mass audience. However, when the aim of an advertisement is directed towards a specific group
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of individuals, companies or branches, several different categories emerge. One of them is trade
advertising, which is mostly present in the relation between manufacturers and retailers (Leech,
1966: 25). In a similar manner, the business dictionary defines this subcategory, also known as
‘business-to-business’ advertising, as “consumer-product advertising intended not for the
consumer, but for the various entities who influence consumer availability, such as distributor,
wholesalers, retailer, brokers” (Business Dictionary,
http://www.businessdictionary.com/definition/trade-advertising.html).

Another type of advertising is retail advertising, produced by retailers and directed
towards potential customers. As can be seen from the definitions of the two categories, the one
factor that allows for this distinction is the level at which the persuasion process is being carried
out. Taking into consideration that advertising is always executed from point A to point B, it
can be concluded that what Leech emphasizes in his classification is a progressive sequence
from A to B to C, i.e. manufacturers, retailers and customers, respectively. Thus, three instances
of advertising contact can be distinguished, from manufacturers to retailers, from retailers to
customers, and the third, indirect one — from manufacturers to customers, where retailers act
as mediators. Additionally, Leech introduced the aspect of public relations with what he defines
as ‘prestige advertising’. Here, the sole aim of advertising is not to potentially lead to the
purchase of a product or service, but to raise public awareness or steer their opinion in the
direction desired by the advertiser, which often resides on a commercial interest.

Several decades later, Hermeren (1999) categorizes advertising in reference to various
criteria. Firstly, he forms a classification based on the geographical area the advertisements are
intended for. In this sense, he differentiates between “local, national, international and global
advertising” (1999:14), depending on the purpose and distribution provided by advertisers.
Secondly, he uses form and medium through which advertisements are presented to divide
advertising into print and electronic one. Any instance of advertising that can be found in a
printed form, be it newspapers, brochures or posters which one might see while waiting at a
bus-station or read in a magazine while riding on the same bus, is considered a print
advertisement. On the other hand, electronic advertising includes advertisements typically used
in television and radio campaigns, which involve picture or sound. It is not easy to determine
which subcategory is more efficient, since both have advantages and drawbacks and
predictably, it is usually the case that the strengths of one represent the disadvantages of the
other and vice versa. Even though television seems to most successfully impact the audience
due to its vividness, the duration of such advertisements actually proves to be the greatest

advantage of the print ads, since they “do not disappear as quickly as TV commercials”
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(1999:14). Moreover, newspapers and magazines allow advertisers to thoroughly inform the
audience about their products, which is almost never the case with television, as such
commercials are rather expensive both to film and air. Another criterion which Hermeren
provides is the purpose of the advertisement, that is, whether it is intended to promote sale or
not. According to this criterion, advertising branches into two main subcategories: commercial
and non-commercial one.

The commercial subcategory is furthermore divided into consumer, trade and corporate
advertising, the first two of which coincide with Leeche’s definitions. Thus, the consumer
advertising is the advertising directed towards the mass audience with an aim of selling a
product or a service and the trade advertising denotes the communication between
manufacturers and retailers, which is usually carried out via special interest magazines
(Hermeren, 1999:15), what Leech (1966:25) called trade journals. The third and final subtype
of commercial advertising can be loosely brought into connection with Leech’s prestige
advertising. Corporate or as Hermeren also calls it, ‘institutional advertising’ refers to the
“promotion of public confidence” (1999:16) performed by companies or corporations in order
to influence and potentially change attitudes and behavior of their audience (typically regarding
environment), which makes this type of advertising the least commercial of all three.

The non-commercial division includes two subcategories, i.e. government and charity
advertising. Government advertisements, as the name implies, support the affairs conducted by
the government, be it in relation to the matters within the state itself, such as announcing new
legislation and regulations, or advocating cooperation with other countries, where the purpose
of such ads is to strengthen the public relations. Similarly, charity advertisements are usually
presented by the non-profit organizations whose primary goal is to raise awareness and give
publicity to those in need. Such instances of advertising are performed in various forms, from
seeking financial support and organizing a way to obtain it, to helping the homeless, refugees
or abandoned children, and the like.

The distinction between commercial and non-commercial advertising appears to be
applied by many authors. Cook also differentiates between the two and uses the same
justification, the only difference being the distinct terminology. According to him,
advertisements are divided into product and non-product ads, whose purpose is to sell a product
or a service and raise awareness through charity work, respectively. Apart from this criterion,
he introduces four additional ones, thus differentiating between hard-sell and soft-sell ads,
reason and tickle ads, slow drip and sudden burst ads and, finally, short copy and long copy

ads. Apart from the last distinction, which is rather self-explanatory and refers to the number
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of words an advertisement contains, the other three categorizations are created using the
criterion of technique.

When it comes to the hard-sell versus soft-sell ads, it is the question of manner in which
customers are approached by the advertisers. Well-known for his picturesque explanations,
Cook describes a hard-sell advertisement as “a man in a suit, standing in front of a pile of
carpets, talking loudly and directly to the camera about low cost, limited availability and
guaranteed reliability” (2001:15). On the other hand, the main characteristic of the soft-sell ads
is their inconspicuousness. The customer is approached carefully, with a shrewd strategy
skillfully obscured by amicability. The main purpose of such ads is not to apply extortion to
achieve a desired effect (as is the case with the hard-sell ads), but rather to convince the
customer that they have themselves reached the conclusion that it would be the best solution
for them to purchase what the advertisers are proposing. Cook describes such a state of affairs
as a mirroring situation, where “the possessor reflects the possessed” (2001:15). A similar
classification is the one between reason and tickle ads, both being semantically transparent
terms. Thus, reason ads clearly state the reasons why one should buy the advertised product,
whereas tickle ads rely more on creating an appropriate atmosphere in order to “tickle” the
customers’ curiosity. The most common examples of such advertisements are those for
cigarettes, since it is highly unlikely that the advertisers can provide a valid reason for smoking,
other than to rely on the mood and emotional needs of the audience. Finally, the last
classification also refers to the applied technique, however, it does not address the approach or
content of the ads, but the frequency of their release. Thus, the slow drip ads are broadcast
rarely, but over a lengthy period of time, whereas in the sudden burst advertising, ads are
released more frequently over a short period of time.

It is important to stress that the classification of advertisements is never clear-cut.
Different criteria which distinguish the above discussed classifications, such as product,
audience or technique often change and interact, which sometimes leads to an overlapping of
the categories. Moreover, advertising has never been more present in the market than
nowadays, forcing advertisers to constantly invent new methods in order to draw attention to
their products. In such process, the formally established categorizations and boundaries of who
is supposed to buy what are inevitably prone to change. Even though form, content and
audience might alter, the crucial aspect of advertising remains the same — persuasion. Whether
it is persuasion in order to buy a product, support a cause, donate one’s time or money or simply

raise awareness of a certain issue, advertising has always revolved around finding the best way
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to tell a convincing story and attract the audience. Over the course of time, it has only become

a matter of earning and maintaining discernibility.

4.4. A brief history of advertising

Advertising has been present in the world almost as long as humanity has. As an inseparable
part of human nature, it was born with the first need to convey and spread the message about
something, whether it was an announcement or promotion of goods. Although the second half
of the 20" century is considered as the starting point of the advertising intended for a large-
scale consumerism, instances of advertising can be traced to as far back as the ancient times.
Naturally, its form, audience and media have changed over the course of history — the change
typically induced by the social and political state of affairs or technological development,
however, its core remained the same. According to Leech, this core can be regarded as an
essential part to the art of advertising, which is knowing how “to say the right things to the
right people in an acceptable way” (Leech, 1966:170). Whether it is using the now already
established standard advertising English or relying on the tradition it stemmed from, an
advertising strategy reveals much more than the mere product its creators wish to sell. It reflects
the society that gave birth to it, its consumers, as well as the influences it has absorbed.

The first instances of advertising can be found in the periods of early history, when what
is considered modern advertising did not even exist. In the ancient times, the main aim of those
wishing to convey a message was not so much to persuade, but to inform. Even though the
most efficient medium for such purposes was the word of mouth, evidence of written
advertising signs was found in the ruins of ancient Greece, Rome and Egypt. Back then,
papyrus was used to create commercial messages and wall signs, as well as support political
campaigns. Even wall and rock paintings might be considered a valid proof of an ancient form
of advertising, although its purpose might have been different.

The rise of the advertising industry as we know it today occurred in the period from
1850 until 1910, before its course was changed by the World War I. Of course, advertising had
been developing long before this period, however, there were several factors that allowed for
its sudden growth and expansion. One of them would be the newspapers and advertising tax
abolition in 1855 (Leech, 1966:165), which brought advertising possibilities closer to a vaster
population. Additionally, a rising number of citizens were being given access to the basic
education, which in turn increased the literacy and consequently the advertising audience. This

was an era when copywriting slowly started becoming a recognized profession and a new
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linguistic style emerged. Mostly under the influence of American advertising, a public-
colloquial style was formed, which involved application of innovative linguistic techniques and
experimenting with the form and content of advertisements.

One of the key features of such style is its formality, which is probably what
distinguishes it most from today’s advertising style. To illustrate this, Leech provides a bicycle
advertisement (1966:166) published in a magazine in 1914, which says:

4) Much, however, depends on the machine, therefore select the proved best — the

Triumph.

He then renders it into the current (at least at the time when he wrote the book, in 1966)
colloquial English and the slogan becomes:

(5) But a lot depends on the machine, so choose the proved best — the Triumph.

As can be seen from the example above, the formality affects not only the style of an
advertisement, but also its audience and length.

Another significant example of this stylistic difference can be seen in the first issue of
The Times, published on January 1%, 1788 (1966:167):

(6) VICKERY respectfully, informs the ladies that he has now for sale an extensive
and admirable assortment of Transparent Tetes, as may be seen by visiting either
his Western or Eastern Magazines. The taste, fancy, elegance, convenience, and
accommodations of these articles have already rendered them the greatest
favourites of every court of Europe, and of numbers in Asia, Africa and
America. Nothing can prove their utility more than their being so secured to the
head that the rudest wind will not in the least derange them. Ladies who order
these beautiful articles are requested to describe whether for young, middle-
aged, or elderly ladies. No. 6, Tavistock Street, and No. 19, Bishopsgate Street,
near the London Tavern.

The main reason behind such form lies precisely in the audience for which this advertisement
was intended. More than two centuries ago, the scope of readers who were exposed to such
advertisements was quite small and these ads were mostly directed towards the upper class of
society. Today it would be rather peculiar if advertisers addressed their audience in this manner,
since, firstly, it is unlikely they would be understood, and secondly, the fast pace of life in the
modern society does not allow for such long advertisements. The most notable difference and
contrast compared to modern advertising (apart from its length) would be in the addressing of
the audience, which is mirrored in the use of a distant, third person, “the ladies”, instead of the
modern “you”.

Another blatant difference can be found in the fact that persuasion is not as prominent

as in the modern advertisements. What is also interesting is that the older an advertisement, the
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frailer the persuasion becomes. An advertisement dating back to 1692 (1966:167) does not

even mention the name and origin of the product:

(7) | know a peruke maker that pretends to make perukes extraordinary fashionable and
will sell good pennyworths; I can direct to him.

Even though the purpose here is common with the purpose of most advertisements,

encountering such an example would be almost unthinkable in today’s advertising.

Although Leech indicates that there are “no linguistic universals” (1966:168) when it
comes to historical overview of advertising form, two distinctive features seem to remain
prominent in all epochs - introductory if-clause and the superlative form of adjectives.
Stemming from Latin siquis, which means ‘if anybody’, the if-clause has always been used as
an introduction to the call of arms contained in the main message of an advertisement. Of
course, in modern advertising it is not as ubiquitous as it was two centuries ago, but it is there,
camouflaged during the process of campaign creation. Loosely translated, every if-clause
epitomizes the following: If you want... [your life to be better, to have more money, to look
better etc.], then buy... [our product]. Naturally, in order to show the unsurpassable nature of
their product, advertisers adhere to the superlative forms of adjectives used to describe the
product in question.

In his take on defining and classifying the history of advertising, Myers (1994) focuses
on the form of advertisements in the context of society, that is, how the societal change has
been reflected through the linguistics and content of the phenomenon of advertising. In doing
so, he identifies three periods (1994:17): the 1890s and the period before World War I, the
1920s and the period between the wars as well as the period from the 1960s to the present. In
order to render a justified examination, he uses advertisements for what he calls “one of the
most heavily advertised products in all three periods” (1994:17), which is soap.

Coinciding with Leech’s definition of this particular period, Myers describes the first
timespan as a period of brand establishment and attention catching. Due to the industrial
revolution, that was the time which allowed for the first instances of a larger-scale production,
which consequently gave birth to advertising business. Advertisers’ main goal was to be
recognized among the competition and create a steady, yet always expanding, pool of
customers. Depicting this period through the example of soap, the slogan would most likely be
‘Buy our soap’. In order to be noticeable, advertisers used linguistic strategies such as catchy
rhymes, creating the product’s name with certain pleasant connotation, or repetition of the
brand name several times throughout the ad. It can be said that the advertisements of this period

were definitely more vivid in comparison to the previous advertising history, however, full
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picturesque nature of advertising, similar to the one we are witnessing in modern advertising,
was Yyet to be explored.

The period between the two world wars saw certain changes in regard to the placement
of advertising, which ultimately changed its form and content. This was the time when radio
was slowly becoming the dominant medium and was “shaped entirely by and for advertisers”
(Myers, 1994:23). Another important factor was the awareness of consequences which the
World War | might have left on consumption, bringing the nature of mass-production in
question. In order to avoid a sudden drop in sales and oversaturation of the market with the
same products, advertisers shifted the focus from the product onto the effect it has on the quality
of consumers’ lives, once they buy it. As Myers calls it, this was a period of creating an image
for consumption, constructing an association between a certain product and plethora of
prosperity it secures when purchased. He claims that “all these innovations draw in the simple
idea that if one is selling soap, one’s markets are limited, because the world can only use so
much soap. But if one is selling a better life, there will be endless markets, because people can
always be dissatisfied” (1994:24). So, in the case of advertising of the 1920s, the appeal would
not be just ‘Buy our soap’, but rather ‘Buy a better life by buying our soap’.

Finally, during the last fifty years, advertising has been revolving around the customer.
As a consequence of an infinite amount of advertisements placed during the previous stage, the
customer of the 1960s and onwards, has become, in Myers’ words, “jaded”. What he means by
that is that when presented with an ad, the first instinct reaction of a potential buyer is to reject
the message conveyed in the advertisement, with the premise that is it false and that advertisers
are just trying to manipulate him/her in order to sell their product. A way to surpass this is, to
an extent, a form of reversed psychology, where the advertisers’ job is to convince the
consumers that the fact that they have bought a certain product was not due to a successful
advertising strategy and smart use of words and images, but simply because they themselves
were reasonable enough to deduce that they needed the product in question. Hence, Myers
constructs the soap slogan as follows: “There are so many ads telling you to ‘Buy our soap’,
and we know you are too smart to fall for ads, so we won't tell you to ‘Buy our soap’, but will
let you consider for yourself, and anyway we will assume you have already ‘Bought our soap’”’
(1994:26). Naturally, in order to attract the attention of a jaded customer, advertisements had
to be as conspicuous as possible, which allowed for an abundant use of puns and sound
experimenting, parodies, ironies and intertextuality, as well as supremacy of image over

words.
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As can be seen from the above overview, over the course of time advertising has
changed its form and content, the medium through which it is presented, its audience and to a
slight extent its purpose, yet what remains indisputable is its omnipresence. From the era of
ancient civilizations, over numerous wars and devastating consequences they have left, to the
newest technological wonders of the modern world, advertising has prevailed as apparently
one of the peculiar necessities of human society. This leaves the question of why it is the case

and what it is in human nature that perpetuates this constant need for advertising.

4.5. Do we need advertising?

Ever since the advertising stage was set in the 18" century Britain by the emergence of a rather
large middle class of people literate enough to provide an advertising market, the phenomenon
of advertising has slowly kept becoming part of human nature. Its real breakthrough happened
in the 19" century, due to development of technology, which changed the adverting technique,
yet this need to express ourselves in return for approval not only remained unharmed by the
revolution in technology, but solidified its presence. Hence, in order to research the need for
advertising, it is necessary to explore where it stems from and what mechanisms allow for its
survival.

According to Vestergaard and Schrgder (1985:3), it is crucial to take a closer look into
social conditions. Undoubtedly, the prerequisite for the existence of any kind or form of
advertising must be a market governed by mass-media, in order to reach the audience as widely
as possible. Such market emerged from the clash between the overproduction and the under-
demand of goods. Thus, the audience was being exposed to an increasing number of
unnecessary or unaffordable products. This was when the underlying tone of advertising
changed from simply proclamative to unassumingly persuasive. Consequently, it was not only
enough to present a product and hope it resonated with the target group, it was of paramount
importance that at least a small fraction of consumers lived above the sustenance level for that
particular society — a key element which has not lost its significance to the present day. Such a
fraction encompasses both material and social needs (1985:5), factors which Vestergaard and
Schrgder claim to be at the core of what makes advertising so indispensable.

Material needs are “the needs which people satisfy through the consumption of goods”
(1985:5). Humankind cannot survive without food and drinks, clothes and shelter and to a
certain point, a way to travel from place to place, be it for finding food or any other resources.

However, as humans are beings run by emotions, the need for belonging to a group cannot be
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overlooked. Relationships with other people are the essence of our social needs. Whether we
show it through behavior, thoughts, customs, the words we say or the way we dress, the need
to blend in and become a part of society is undeniable. It can be disputed which is more
important, since the material needs allow perseverance in a physical sense of the word, yet for
many, merely existing in isolation is not a life worth living. What is important, however, is that
our consumerism satisfies both material and social needs (1985:5). This process of
identification is based upon the system of values in a particular society, since “the objects that
we use and consume cease to be mere objects of use; they become carriers of information about
what kind of people we are, or would like to be” (1985:5). Approaching this phenomenon from
a linguistic point of view, it can be said that “the objects are semanticized” (1985:6) and the
meaning is transferred to inanimate items, thus allowing advertisers to exploit the instruments
people use to achieve self-identification. This meaning that is assigned to a particular product
and that surpasses the sole applicability of the same, is what is perceived as quality in the mind
of a consumer. Moreover, this quality is then used as a cornerstone for building an entire system
of inclusive relations that allows for numerous advertising possibilities. Undoubtedly, the
question that imposes itself is — how are quality and the need for advertising connected?

In his article, Paul M. Carrick, Jr. (1959) argues that there is a positive correlation
between quality and advertising frequency, that is, “the higher the frequency, the better the
quality” (1959:388). He begins to support his claim by exploring traditional justification of
continued advertising and states three widely accepted reasons behind such phenomenon.
Firstly, it is claimed that advertising is used as a means to educate young generations. A blatant
flaw of this argument, however, can be found in the sheer neglect of personal influence.
Children are under the influence of a group (usually adults) from the moment they are born,
which further implies that when one generation is educated by a certain advertising philosophy,
then the succeeding one must follow in its predecessor’s footsteps. If such a claim were true, it
could easily mean that there is absolutely no need for advertisers to try and win the attention
of the young, since they would have already been acquainted with a certain product by their
elders. It can be concluded that such claim is rather contradictory and Carrick, Jr. (1959)
dismisses it as invalid.

The second explanation he brings into question is the rate of forgetting. According to
the traditional view of this line of reasoning, the advertised product will quickly be forgotten
“if prospective buyers are not continually reminded of the principal advantages connected with
a particular product (1959:386). The main argument against this idea is that there are instances

when people remember something which happened a really long time ago, while they forget
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something which occurred only moments ago. However, this dichotomy between short-term
and long-term memory is often affected by the importance of what is to be remembered. It
could be argued that people save a place in their memory for personally significant and useful
images and bits of information.

Finally, the character of the learning process is the third argument behind traditional
explanation of the advertising necessity (1959:387). There are two aspects of this argument
Carrick, Jr. explores in relation to learning process and those are acquisition speed and
repetition. He argues that the learning process does not happen as an incremental acquisition
of information, as has been suggested by the traditional explanation, but depicts it as
“movement from one functionally meaningful cognitive organization to another by sudden
discrete insights” (1959:387). The underlying thought here is that when we learn, the main
focus is not on what happened before and what happened after, but rather on creating certain
maps of knowledge, through which we meander, trying to reach a final conclusion, that is, to
acquire certain knowledge. On the other hand, when it comes to repetition, the premise is that
any consumer will succumb to a piece of advertising if it is repeated a significant number of
times. Carrick Jr. identifies this process as “sheer psychological dominance” (1959:387) which
turns into “frantic search for some semi-magical appeal” (ibid.) and finds its weakness in the
fact that learning occurs when a certain difficulty must be overcome in order to reach an
objective in the form of knowledge. During this process, an eagerness for learning is developed,
which makes frequent repetition utterly redundant.

What is related to advertising frequency, however, is the product’s quality in the eyes
of the consumer, which is how Carrick, Jr. explains the necessity for advertising. According to
him, a significant correlation has been found between the quality of a product and the frequency
with which it is advertised (1959:388). Such a discovery is quite expected, or at least
understandable, if overproduction is taken into consideration. With this in mind, it is easy to
conclude that due to a large number of products, consumers tend to rely on time-efficient,
economical process of decision making. When there is no time or possibility to thoroughly
explore every single feature of every single product in the market (something which would
probably be logistically impossible), the consumer society applies what Carrick, Jr. calls the
“general decision theory” (ibid.), that is, a process where “a limited number of an object’s
discriminable characteristics, or cues, are taken as indicators of its significance” (ibid.). He
argues that there is sufficient evidence in experimental psychology to suggest that the process

of gathering information is never entirely completed. Moreover, an additional problem may
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arise when a certain piece of information is interpreted in terms of formerly acquired
relationships, rendering a perception which is not objective or optimal.

Another justification of Carrick Jr.’s point of view can be found in the claim that
advertised products seem to have a supremacy over the non-advertised ones. This is an
evidence-based premise whose further explanation is twofold. On the one hand, the
significance of a certain product is acquired for the most part through advertising, which results
in the above-mentioned supremacy. On the other hand, it is also possible that the advertising
frequency is used as a means to indicate the product’s superiority, which does not necessarily
imply the actual value of the same product. Furthermore, Carrick Jr. argues that “the advertising
frequency is a discriminatory criterion in brand selection” (1959:396) when related to a
perceived quality of a product.

Be it social or material needs or a quality-dictated system of values, it is safe to say that
this perpetual need for advertising comes from somewhere within, from the longing of the
humankind to be accepted as part of a society. And as long as there is a demand to satisfy the
consumption needs for the possession of items which are not a necessity for mere survival, the

advertising phenomenon will have a fertile ground to grow and spread its roots.
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5. Discourse of Advertising

As advertising is comprised of various features, the process of its analysis is accordingly
complex and multifaceted. A thorough approach to such analysis usually entails analyzing
different components separately. Hence, some authors often examine only the language, others
explore the pictures, while those dealing with the profitable aspect of advertising are more
interested in the reception of the overall advertising campaign. When it comes to describing
advertising as a discourse, however, it is “both more complex and more difficult than any of
these approaches, for it means trying to describe all these elements, and their effects on each
other” (Cook, 2001:5). Some of these elements include participants and society, language and
paralanguage, pictures and music, other ads and other discourses (2001:6). For the purposes of
this thesis, three prominent aspects of advertising discourse will be analyzed: covert
communication present in advertising, images and words used to create an advertisement, and

lastly, literary devices in advertising, functioning as attention-catching tools.

5.1. Covert communication in advertising
If we look at modern commercial advertising as a phenomenon based on persuasion in order to
boost sales, the existence of covert communication is quite understandable. As Tanaka claims,
it is “a response to inter-related problems which advertisers face in their task of persuading or
influencing” (1994:36). These problems revolve around the lack of trust between advertisers
and the audience, as well as using certain taboo elements in advertisements, which
simultaneously attract attention and cause negative social reactions (such as sexually infused
content) which advertisers undoubtedly wish to avoid. Thus, instances of ostensive
communication are quite rare in advertising. Ostensive communication is based on co-
operation on a cognitive level and “the realization that a trustworthy communicator intends to
make you believe something is an excellent reason for believing it” (Sperber and Wilson,
1995:163). In other words, it is a form of communication with the aim of altering the mutual
cognitive environment of the sides partaking in the exchange (Tanaka, 1994:41).

On the other hand, the underlying aim of covert communication is, as the name
suggests, to achieve its intention without manifesting it to the hearer. When it comes to

advertising, the purpose of covert communication is twofold. Firstly, the covertness allows the
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advertisers to “avoid accepting responsibility for social consequences which might result from
overt communication of the information” (1994:42), such as the abovementioned negative
social reactions. The second purpose, according to Tanaka, refers to advertisers’ constant
tendency to make the hearers forget they are about to be sold something. Although proved
slightly ineffective (Myers, 1983:211), this very general approach is “one way of seducing
readers into paying attention to advertisements which they might otherwise selectively avoid”
(1983:211).

To further explain covert communication, Tanaka applies two key notions of Relevance
Theory® to advertising: informative intention and communicative intention. Thus, covert
communication can be defined as a process in which the speaker wants to achieve “the
fulfilment of his informative intention without the aid of communicative intention” (1994:41).
The informative intention is not meant to be manifest to the hearer, which is why the hearer is
deprived of any relevance clues as guidance towards cognition and is expected to gather certain
assumptions. In advertising, this lack of communicative intention is sometimes compensated
by the use of a non-linguistic stimulus, such as illustrations, which leads to the conclusion that
the advertisers are trying to draw attention away from the core reason behind the interaction in
the first place (1994:58). As Tanaka herself concludes in a rather picturesque manner, “covert
communication, if and when it works, allows the advertiser to ‘have his cake and eat it’”
(1994:58).

Tanaka’s view of covert communication as a useful approach to advertising has been
criticized as an outdated view (Crook, 2003:722), especially when it comes to persuasive
techniques. Sutherland and Sylvester argue that “of the many psychological mechanisms
underlying most advertising, persuasion is often the least relevant” (Sutherland and Sylvester,
2000:123). Furthermore, they insist that persuasion has only a temporary effect on the audience,
whereas the actual success of an advertising campaign is achieved in a cumulative manner, by
“gentle, mental biasing” (cf. Section 2.2.2., cited in Crook, 2003:723). Such approach to
advertising can be justified through the role of the trust established between advertisers and
their audience. Whereas Tanaka assumes that trust does not exist in advertising, Crook argues
that the premise that the audience a-priori distrusts advertisers is “a little strong” (2003:724).
Moreover, he perceives trust in advertising not as a “black and white situation” (2003:726), but

rather as a form of skepticism and believes that its presence is “both anticipated and exploited

3 For more on Relevance Theory, see Sperber and Wilson, 1995, Relevance: Communication and Cognition,
Oxford: Blackwell.
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by advertisers” (2003:724). Further explanation of such a view can be found in Myers’
chronological classification of advertising (see Chapter 4.4 above) and his third category
according to which the advertisers show they completely understand the life and needs of their
customers, thus establishing trust. If advertisements are “seemingly becoming transparent”
(Crook, 2003:724), that is because the advertisers know “there are so many ads [...] and we
[the advertisers] know you [i.e. the addressee] are too smart to fall for ads”, so we “will let you

consider for yourself” (Myers, 1994:26).

5.2. Images + words: visual & verbal message
If advertising were to be defined in terms of communication, then it could be said that it is a
“verbal/non-verbal, public, one-way communication” (Vestergaard and Schrader, 1985:13).
One can refer to it as public, because it is targeted at general, public audience and as one-way,
because no direct answer is expected to be reciprocated. When it comes to the distinction
between verbal and non-verbal communication, it refers to whether or not language is being
used to convey a message. Although we primarily communicate through language, certain
portion of our communication is carried out via non-verbal expressions, such as gestures and
poses. This “simultaneous use of verbal and non-verbal communication is an extremely
important element in our culture” (1985:13) and is used profusely in the field of advertising.

According to Vestergaard and Schreder, the most important difference between the
picture and the text is that “images are tenseless” (1985:34). Whenever we speak, we are bound
to use a certain tensed form of a verb, to place the content of our message into a particular
moment in time. However, when it comes to using pictures for communication, time deixis is
always absent in images, which is why Barthes argues that “images are ambiguous or
polysemic, whereas verbal messages are (or least can be) unambiguous or monosemic”
(Barthes, 1964, cited in Vestergaard and Schreder, 1985:34). This ambiguity might be the
reason why isolated visual symbols are rarely used in advertising images, since “it takes a
sustained advertising effort to establish a link between an arbitrary image and a product”
(1985:41). Such a situation is easily found in the advertising campaigns of car companies.
While almost everyone knows what the Mercedes car symbol looks like, other less prominent
brands cannot rely solely on the visual aids to speak for themselves.

Another important difference between verbal text and pictures is the temporal
dimension, in the sense that any verbal text has a beginning and an end which direct the reading

process. When it comes to pictures, the absence of such dimension allows for observation of
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the whole image at once. There is, however, a certain principle that guides the audience in the
survey of a picture, which was most probably influenced by the reading process. Following the
eye movement during reading, Vestergaard and Schreder call this “the upper left — lower right
diagonal” and argue it is an important factor in the lay-out of the advertisement (1985:44).
However, the universality of this principle is disputable, due to diversity of the reading process
in different languages. It is highly likely that in the advertisements of some Arabic countries,
this diagonal would be defined as the upper right — lower left, based on their reading direction
(from right to left).

As the majority of advertisements contain images, it is useful to explore why this is
necessary. According to Myers, the superiority of pictures over words has been present for a
long time in the field of advertising (1994:135). One justification of such a view among
advertisers is that “pictures don’t lie”. However, with the technological development and the
progress achieved in photoshop, it might seem foolish to believe that images are not being
altered to create a perfect product. Another argument, proposed by Roland Barthes, is that
pictures are used in advertisements because people cannot argue with them (Myers, 1994:136).
This proposition is based on a premise that images do not have a code, unlike language, where
almost any use of words triggers a verbal response. Photographs do not “evoke such a clear
rational response” (1994:136) and are less likely to be refuted by the audience.

Undoubtedly, there are numerous advertisements, especially the recent ones that
completely avoid the use of text. Such ads “entirely depend on our expectations that there will
be words” (1994:148). The process of interpretation in that case commences with the
audience’s reaction to what makes an ad different, which is the lack of words. The following
step is to decide how to “read” the advertisement and what message is behind the image.
Although one possible interpretation might be that no words are actually necessary and that the
advertised product speaks for itself, it is important to recognize that “even ads with no words
require detailed textual analysis, considering alternative interpretations and relations to other

texts” (1994:150).

5.3. Literary devices in advertising

5.3.1. Puns in advertising

Various studies have shown that puns are one of the most commonly used figures of speech in
advertising (Leigh 1994; van Mulken, 2005). Involving “a transfer of meaning of a word that

is a deviation from what it normally signifies” (Leigh, 1994:18), figures of speech are not a
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recent phenomenon. Classification of figures of speech began with Aristotle and since then
over two hundred different figures have been catalogued (1994:18).

A pun, or a word-play, is a form of humorous communication, based on ambiguity.
Hermeren (1999) differentiates between four types of ambiguity: lexical, grammatical,
pragmatic and bilingual. Lexical ambiguity refers to different meanings of a word or an
expression, often stemming from polysemy, as is the case in bear, meaning both ‘give birth to’
and ‘tolerate’. Grammatical ambiguity stems from the way clauses are grouped together, which
can be seen in the sentence He found her a good music teacher, where it is ambiguous whether
he thought she was a good music teacher or whether he provided a good music teacher for her.
Pragmatic ambiguity arises from interactions in certain socio-cultural situations, which
Hermeren illustrates with an example he borrowed from Chiaro (1992), presumably often seen
at customs (Hermeren, 1999:132):

(8) Customs officer: Cigarettes, brandy, whisky...

Girl: How kind you are in this country. I’ll have a coftee, please!

Finally, bilingual ambiguity is derived when elements of two languages are combined “so that
the meaning expressed by each language element is activated simultaneously” (1999:132-133).
Hence, a common pun English speakers make when learning Latin would be as follows
(Chiaro, 1992:39):

9) Amo, amas, amatit again.

An important factor in creating and understanding puns is how the various meanings of
an individual word are related (Myers, 1994:64). If a pair of meanings appears to be closely
related, the pun in question might easily go unnoticed. However, if the meanings are far apart,
the pun could seem difficult to decipher and would require additional hints to be provided by
the advertisers. In other words, “the more distant the relationship of the two meanings, the more
striking, but also more strained, the pun is” (1994:64). Which of the two meanings will be
identified first relies on their salience. Van Mulken (2005) argues that the notion of salience is
a crucial facet of how we define puns. Abandoning the more traditional terms °‘literal’ and
‘figurative’ to describe various meanings of a word, she claims that the more salient meaning
is the one that is “more popular, or more prototypical, more frequently used, more familiar, or
recently activated by previous context” (2005:709). Hence, the result of a pun is an ambiguity
which allows for two different interpretations — a more salient one, which is accepted, and a
less salient one, which is discarded. Van Mulken et al. illustrate different levels of salience with

a following example (2005:711):
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(10)  Adidas and Mitre use the skins of slaughtered kangaroos. Who’d want to be in their
shoes? - Greenpeace

This advertisement could be interpreted in two ways: “Who’d want to take their responsibility?’

and ‘“Who’d want to buy their shoes?’ (ibid.). Which interpretation is deemed more or less

salient depends on the context and the background knowledge the recipients have. In this case,

as Greenpeace is a well-known advocate for environmental preservation, the audience is more

likely to choose the former interpretation as less salient and the latter one as more salient.

On the other hand, there are instances where both readings are necessary for a pun to
be completely understood. As Tanaka argues, “the possibility that a pun may genuinely
communicate ‘two meanings for the price of one’ would arise where neither of the two
interpretations is sufficient on its own, but where the two jointly yield adequate effects for no
unjustifiable effort in a way the advertiser could manifestly have foreseen” (1994:80). This can
be seen in a 1986 advertisement for a Mazda car, in which a picture of the car parked in front
of a large mansion with a long driveway is accompanied by the slogan:

(11)  The perfect car for a long drive.

In order for this pun to be successful, both meanings of the word ‘drive’ - ‘ride’ and ‘driveway’
- need to be activated in the mind of the observer. Thus, “the hearer, unable to choose one
candidate as consistent with the principle of relevance, moves back and forth entertaining both
humorously” (Yus, 2003:1321).

When it comes to the function of puns, the majority of authors agree on its primary one,
which is to avert boredom and provide a humorous experience for the audience (Tanaka, 1994;
Myers, 1994; Hermeren, 1999; van Mulken 2005). Puns have even been amusingly
characterized as “language on vacation” (Redfren, 1984:14), since they contain an element of
distraction (Hermeren, 1999:139). Tanaka argues that this humorous aspect of puns is rather
important in certain social situations, such as public transport, where advertisers strive to attract
and capture the attention of bored commuters. However, it is important to note that Tanaka
wrote her book on advertising in 1994, when people did not have access to smartphones and
various other gadgets to keep them occupied while on a bus or a train. Today, it is more likely
that such advertisements have moved from the walls of a subway station into an online version
of the same ad. Another significant function of puns in advertising is that they “disarm
skepticism” (Myers, 1994:62), since they are not serious and can, moreover, trigger a “positive
attitude towards the product” (van Mulken, 2005:708). Additionally, puns give the audience a

sense of accomplishment, due to their riddle-like nature. The effort invested into solving the
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mystery flatters the intellectual capability of the audience (2005:708), who is invited to crack
a certain kind of a code contained in the advertisement (Hermeren, 1999:141).

Although puns in advertising are ubiquitous (a study performed by Leigh in 1994
suggests that 10 to 40 percent of ads contain some form of a word-play), there is a general
opinion among scholars that puns should not be used, since they are “assumed to have a low
intellectual status” (Tanaka, 1994:59). Redfern (1984:4) quotes Lionel Duisit’s description of
puns as “the least literary” of figures of speech (cited in Tanaka, 1994:59). Other similar
definitions of puns deem them “the lowest and most groveling kind of wit”, “inappropriate for
serious discourse” and “the witty comebacks of conversation stoppers and the punch line of
jokes” (quoted in Tanaka, 1994:59). They have even been referred to in a metaphorical way,
where it has been said that “he who would pun would pick a pocket” (Culler, 1988:4).

Following this train of thought, one is left with the question — why do advertisers keep
using puns? In order to answer this question, Redfern wrote to the twenty largest international
advertising companies (Tanaka, 1994:59), but to little avail. The prevalent response he got was
that using puns in advertisements was out of date and generally frowned upon. As he reports
back, “people do not buy from clowns” (Redfern, 1984:130).

Although often under scrutiny, it can be concluded that puns are an inseparable part of
advertising. This “witty [...] juxtaposition of meanings” (Wales, 1989:385, cited in Hermeren
1999:132) might appeal more to those fond of language games and might cause the others to
groan with annoyance. Nonetheless, puns are figures of speech that mirror cultural elements

and changes and represent a humorous consequence of language ambiguity.

5.3.2. Metaphors in advertising

Metaphor has often been characterized as the fundamental figure of speech (Hawkes, 1984;
Tanaka, 1994; Semino, 2008), present in various aspects of language use and serving manifold
functions. It is based on the comparison of similarity of two notions and represents a pervasive
part of poetic expression. The term metaphor stems from the Greek language and can be
translated as ‘carry over’, where the meaning of one concept is carried over to the one we wish
to compare (Myers, 1994:123). However, it is important to remember that “while these
comparisons work to bring out some similarities, they also require us to forget some
differences, so that even the simplest comparison can have differing interpretations”
(1994:122). What this argument suggests is that the nature of metaphor is very fragile
(1994:130) and that its acceptance by the audience depends largely on the process of

interpretation.
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The metaphorical interpretation is performed from the pragmatic perspective and with
the aid of contextual details. Although metaphors are based on the similarity of meaning, “the
metaphorical content of utterances will not be derived by principles of semantic interpretation;
rather the semantics will just provide a characterization of the literal meaning or conventional
content of the expression involved, and from this, together with the details of the context, the
pragmatics will have to provide the metaphorical interpretation” (Levinson, 1983:156). This
approach can be supported by Lakoff and Johnson’s claim that the daily use of language, which
involves metaphor as well, reflects how we understand and experience the world around us
(Tanaka, 1994:84). Furthermore, they argue that our thinking process is fundamentally
metaphorical in nature (Lakoff and Johnson, 1980:3) and that our perception, thoughts and
actions follow the metaphorical framework. Therefore, for them, metaphor is not just a
linguistic device, but a cognitive object (Tanaka, 1994:85). Such cognitive or conceptual
metaphors are defined as “systematic sets of correspondences” (Semino, 2008:5) which
encompass two domains — source and target. Source domain refers to the conceptual domain
from which we draw comparative expressions and it usually corresponds to “concrete, simple,
familiar, physical [...] experiences, such as motion, bodily phenomena, physical objects and so
on” (2008:6). Target domain, on the other hand, denotes what we wish to understand by the
means of comparison and thus, corresponds to more abstract, unfamiliar or complex
phenomena, such as life, emotions or time. One of the most famous examples of such
“mappings across conceptual domains” (2008:5) was provided by Lakoff and Johnson (1980),
in their ARGUMENT IS WAR and LIFE IS A JOURNEY metaphors. Here, argument and life
are the target domains, relatively abstract notions and much more difficult to define than their
counter-domains, war and journey, respectively.

Another way metaphor is perceived in pragmatics is as a violation of Grice’s maxim of
quality (Tanaka, 1994; Levinson, 1983), where, by using metaphors, speakers express what
they believe to false. In order to explain this discrepancy between a deliberate violation of this
maxim and the value of metaphors in language, Gricean pragmatists offered an interpretation
according to which “beneath the surface form of metaphors there is a meaning, which is
accessed through some model of conversational interaction” (Tanaka, 1994:86) and in such
cognitive system, metaphor is considered to be “a deviation from the norm, because the
proposition expressed by the utterance [...] is not identical to the belief of the speaker (ibid.).

When it comes to the use of metaphor in advertising, it can be said that besides puns, it
is one of the most frequently used figures of speech (Semino, 2008:168). Even the term

‘advertise’ can be considered an etymological metaphor, since it is derived from the Latin

39



‘advertere’, which means ‘turn toward’ (2008:168). Just like with puns, advertisers opt for
using metaphors in order to attract the attention of their audience. Metaphors are vivid,
picturesque literary devices which can help distinguish a particular product from the remaining
pool. As Kdvecses explains, “part of the selling power of an advertisement depends on how
well-chosen the conceptual metaphor is that the picture and/or the words used in the
advertisement attempt to evoke in people. An appropriately selected metaphor may work
wonders in promoting the sale of an item” (Kdvecses, 2002:59). Another important function of
metaphors in advertising is that they associate the advertised product with a certain quality. For
example, advertisers working on the Boddington beer campaign, decided to use the
metaphorical slogan ‘Boddington. The cream of Manchester’ (Myers, 1994:122) to suggest that
this beer is the best beer in Manchester, due to the conventional use of the expression ‘the
cream of’, as something which is the best part of something else. As metaphors are usually
accompanied by and mainly depend on images to support the mapping between the source and
target domains, the Boddington campaigns always included a picture of a beer pint shaped as
a dairy product or with an ice cream scoop or any other object implying the notion of cream
(1994:122). Thus, in order to recognize the metaphor in question, the audience would have to
possess the background knowledge which defines cream as the best part of milk.

Already in antiquity, Aristotle described “a command of metaphor” as “the mark of a
genius” (Cooper, 2005, cited in Semino, 2008:4). In the field of advertising, such definition
might seem a bit unjustified and even exaggerated, due to the sheer frequency of metaphors.
Moreover, it is quite obvious that advertisers need the audience to understand the metaphor in
order to buy their products, rather than be a genius. However, if and how well the audience will
interpret a metaphor in an advertisement, is something where advertisers have little control. As
with any literary device, metaphor is as effective as its audience’s sharp mind and willingness

to decipher allow it.

5.3.3. Intertextuality in advertising

Intertextuality is a process of “mutual cross-referencing” (Hitchon and Jura, 1997:145), which
is most commonly “used to describe the fact of one text including various references from
another text or texts” (1997:145). However, although it might seem simple, defining
intertextuality has proved to be such a controversial matter over the last several decades that
the term itself is “in danger of meaning nothing more than whatever each particular critic

wishes it to mean” (Allen, 2011:2).
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The origins of intertextuality can be traced back to the work of the Swiss linguist
Ferdinand de Saussure and his notions of ‘signified’ and ‘signifier’, as well as the Russian
literary theorist M. M. Bakhtin, who demonstrated the phenomenon of intertextuality through
one of his most important concept, dialogism (2011:21). However, the official birth of
postmodern intertextuality is attributed to Julia Kristeva, who introduced the term in 1967,
attempting to combine the theories of the aforementioned linguists. Her primary focus was
“establishing the manner in which a text is constructed out of already existent discourse”
(2011:35). This process cannot be sourced out of author’s own imagination, but rather amassed
from the already existing “compilation of cultural textuality” (ibid.).

De Beaugrande and Dressler view intertextuality as one of the seven standards of
textuality (1981:3). Namely, for a text to be communicative, all seven standards must be
satisfied - cohesion, coherence, intentionality, acceptability, informativity, situationality and
intertextuality. Intertextuality “concerns the factors which make the utilization of one text
dependent upon knowledge of one or more previously encountered texts” (1981:10). Apart
from representing mediation between the already existent textual knowledge and a current text,
intertextuality is crucial in the creation of text types, as “classes of texts expected to have
certain traits for certain purposes” (1981:182). Thus, De Beaugrande and Dressler argue that
the main focus of the science of texts should be finding “the regularities according to which
conventional functions are either re-affirmed or adapted in actual usage” (1981:206), i.e. what
enables the receiver to distinguish between a text as a road sign, a poem, a news article or a
conversation, to name a few.

According to Kuppens, “every media text is intertextual” (Kuppens, 2009:118). This
intertextuality is encompassed both in the process of text creation and its interpretation by the
audience. Due to its omnipresence, intertextuality has become inescapable, since authors are
not able to produce texts “in a vacuum: other media texts inevitably permeate their work”
(2009:118). The type of text performing this permeation determines whether the intertextuality
will be intergeneric and intrageneric. In the case of intergeneric intertextuality, the produced
text is influenced by a previous work from a different genre (for example, various movie
references found in advertising). On the other hand, referencing within the same genre leads to
intrageneric intertextuality (producing mentions or implications of previous advertisements in
the latest ones).

Intertextuality in advertising can also be approached from the relevance theory point of
view, especially since advertisers’ strategy is heavily guided by what is currently recognizable

to their audience. Conradie (2012) argues that “it is imperative for advertisers to gain insight

41



into what members of the target audience are likely to find relevant. [...] An advert may be
designed with the aim of suggesting the relevance of an intertext and, in addition, to suggest a
certain relationship between the meanings associated with that intertext and the advertised
product” (2012:298). In his research, Conradie illustrates this point with an advertisement for
a Max Factor mascara, with the slogan ‘A true geisha can stop a man in his tracks with a single
look’, accompanied by an image of the lead actress from the movie Memoirs of a Geisha and
her beautiful, piercing eyes, lathered in mascara. In order to acknowledge the intertextuality of
it, and consequently comprehend the entire advertisement, the audience must be familiar with
the movie, or at least with what the concept of a geisha entails. Thus, the associated meaning
of being as striking as a geisha (provided that you use the advertised mascara) is established.
Intentional intertextuality is applied in advertising to capture the attention of the
audience and distinguish the advertised product from the rest of the competition in the market.
The biggest challenge advertisers face are the “savvy, media-literate viewers” (Kuppens,
2009:119), overly familiar with traditional advertising strategies and eager to be presented with
original and creative content. Just as in the case of puns and metaphors in advertising, instances
of intertextuality are potential “source of ego enhancement” (2009:119), with an equal
possibility of a negative outcome, when “failure to recognize the reference often dilutes the
meaning of the text” (Hitchon and Jura, 1997:146). Thus, it can be concluded that any use of
linguistic devices in advertising is fundamentally tied to the effect it will have on its raison

d'étre — the consumer.
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6. The pragmatics of advertising

6.1. The relevance of pragmatics to advertising

Attempting to define pragmatics has been the focal point of many scholars (Leech, 1983;
Levinson, 1983; Paltridge, 2006; Huang, 2014) who have constructed various definitions of
pragmatics, yet all of them originated from the basic idea that pragmatics is the study of the
language usage. As Levinson points out, this definition may not be good or bad, but what is
indisputable is that “it will hardly suffice to indicate what the practitioners of pragmatics
actually do” (Levinson, 1983:6). He thoroughly explored numerous possible definitions of
pragmatics*. According to one of them, pragmatics is “the study of those principles that will
account for why a certain set of sentences are anomalous, or not possible utterances” (1983:6).
This accountability for how appropriate a sentence is, resides on the context of language use.
Since one of the main pragmatics postulates is that language and the context in which it is used
are inseparable, it can be argued that the relation between the two is “basic to an account of
language understanding” (1983:21). Here it is important to bear in mind that what Levinson
means by the term ‘language understanding’ is the ability to infer what is meant by an utterance,
that is, to “connect what is said to what is mutually assumed or what has been said before”
(1983:21). Quite similarly, Paltridge defines pragmatics as the study of meaning related to the
context in which language is spoken or written (Paltridge, 2006:53). He distinguishes between
social, situational and textual context, as well as background knowledge context which
encompasses the knowledge speakers have about the world around them, including, of course,
the other participants of conversation.

Taking into consideration different definitions of pragmatics, their relevance to
advertising pertains to two notions in particular: appropriateness within context and pragmatic
principles which direct the message construction. To understand whether an advertisement is
appropriate or not, advertisers heavily rely on the market background research as well as
previous advertising campaigns. Such research aims to observe religious preferences,
economic strata, political affiliation, i.e. various socio-cultural dimensions. In addition to these

potentially sensitive aspects of identity and the collective, it is of utmost importance that the

4 for all definitions, see Levinson, 1983, Pragmatics (chapter 1.2)
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advertisements are crafted well in line with general pragmatic principles, so as to avoid
ambiguity and deliver the intended message most effectively.

Therefore, pragmatic principles underlie discourse analysis in advertising, and are
employed to achieve the connection between mere linguistic form and the communicative
function of language. This gap (Huang, 2014) between the intended and the received message
is where discourse analysis and pragmatics come together, creating a communicative bridge
between speakers. To further explore this connection, it is necessary to consider two important

analytical tools from the field of pragmatics: speech acts and the Co-operative Principle.

6.2. Pragmatic analytical tools in advertising
6.2.1. Speech acts
Speech act theory is one of the most important theories relevant for both pragmatics and
discourse analysis. It originated in the second half of the 20" century, as a response to the
doctrine of logical positivism present in the theory of language at the time. The logical
positivists argued that “language is always used to describe some fact or state of affairs and,
unless a statement can be tested for truth or falsity, it is basically meaningless” (Paltridge,
2006:55). The main premise of speech act theory (SAT) is that the way we use language goes
much beyond the literal meaning of the words we utter. The two most influential scholars who
postulated this theory and dedicated their research to it are John Austin and John Searle.
Austin argues that there are certain instances of language use which are not meant to
say things, but rather do them (Austin, 1962:6). These utterances are such that “A. they do not
‘describe’ or ‘report’ or constate anything at all, are not ‘true or false’; and B. the uttering of
the sentence is, or is a part of, the doing of an action, which again would not normally be
described as saying something” (Austin, 1962:5). He illustrates these postulates through
examples such as (1962:5):
(12)  ‘Ido’ (as a part of the wedding ceremony)
(13)  ‘Iname this ship the Queen Elizabeth’(uttered while smashing a bottle against the ship)
(14) ‘I give and bequeath this watch to my brother’ (as a part of a will)

(15) ‘I bet you sixpence it will rain tomorrow’

These are impossible to evaluate as true of false, since they are not constatives, a term he uses
for statements and assertions. They are performatives and their very utterance is enough to
change the world as we know it in a substantial way (Levinson, 1983). In order to illustrate the

process of a speech act, from the beginning until and after the end, Austin argued that every
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utterance we say consists of three kinds of acts — locutionary, illocutionary and perlocutionary
act.

Every speech act begins with the locutionary one, which are the literal words of an
utterance. Thus, in the utterance ‘It’s hot in here’ (Paltridge, 2006:55), the locutionary act refers
to the actual meaning of these four words, that is, “the production of a meaningful linguistic
expression” (Huang, 2014:127) which renders a mere comment about the temperature. The
second act and the focal interest of Austin’s research is the illocutionary act, which refers to
the intention behind the utterance. This intention, such as making a statement, promise, offer,
etc. is guided “by virtue of the conventional force associated with it” (2014:127). What this
force denotes is a system of social conventions through which each illocution is defined. It is
motivated by the desired function or the action the speaker wishes to accomplish. Going back
to our example, the illocution contained in the utterance ‘It’s hot in here’ can be interpreted as
a request for somebody to open the window or turn on the air conditioning. Finally, the
perlocutionary act refers to the effect the illocution has on the other speaker, which is why it is
also known as the perlocutionary effect. In other words, the perlocution “represents a
consequence or by-product of speaking” (Huang, 2014:130). It affects the thoughts and actions
of the addressee and potentially brings about the desired effect, explicitly or implicitly proposed
through illocution. In this case, it would be the act of someone standing up and actually opening
the window or turning on the air conditioning, which is why it can be said that the perlocution
or the result of an illocutionary act is, in fact, “an act performed by speaking” (ibid).

Often referred to as the person who took Austin’s work one step further, John R. Searle
started to explore speech acts by hypothesizing that language is a “rule-governed intentional
behaviour” (Searle, 1969:16). For him, to perform a speech act is “to obey certain
conversational rules that are constitutive of that type of act” (Huang, 2014:131). Hence, his
taxonomy of speech acts substantially differs from Austin’s and consists of (Searle, 1969:24):

(a) Uttering words (morphemes, sentences) = performing utterance acts,

(b) Referring and predicating = performing propositional acts, and

(c) Stating, questioning, commanding, promising, etc. = performing illocutionary acts.
He agrees with Austin that the utterance acts are merely “uttering strings of words” (1969:24),
yet when it comes to propositional and illocutionary acts, there must be “certain contexts, under
certain conditions and with certain intentions” (1969:24). Surely, it is never implied that these
are three separate acts, but rather that an illocutionary act typically entails both propositional

and utterance acts.
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Another significant facet of Searle’s speech act theory is his principle of expressibility.
This principle that “whatever can be meant can be said” (1969:19) is important in the sense
that we as species often mean more than what we actually say, whether because we do not know
the language well enough or are not able to express ourselves adequately. However, Searle
himself says that it is not always possible or necessary to produce a form that will encompass
everything a speaker wishes to say, poetry being an excellent example of such circumstance.
Nonetheless, it can be said that in the study of discourse analysis and the speech act as the basic
unit of communication, the principle of expressibility plays an important part, since it suggests,
together with the speech act theory, that “there are a series of analytic connections between the
notion of speech acts, what speaker means, what the sentence [...] uttered means, what the
speaker intends, what the hearer understands and what the rules governing the linguistic

elements are” (1969:21).

6.2.2. Advertising as a speech act

The creation of advertising campaigns is a long and complex process. It usually involves a team
of experts who research, analyze and create strategies, followed by production and placement
of the advertisements. Viewed from a pragmatic angle, it can be argued that the entire
advertising process is performed as a speech act.

The locutionary aspect of advertising is its form and medium in which it is exists. This
is the first step, offered to the audience through slogans and images and entailing the sole
presentation of the product. What is important for this stage are what Austin calls felicity
conditions of the speech act, which must be met for the speech act to be successful. Namely,
there must be a conventional procedure, the circumstances and persons must be appropriate,
the procedure must be executed correctly and completely, and the relevant parties must conform
to a certain manner of conduct, if it is specified (Austin, 1962:14-15). What this means for
advertising is that an advertisement should be created by the advertisers, for the audience,
located in the appropriate place, made visible at the appropriate time and in the reasonable
intervals, in its complete form. Otherwise, it “will render a performative infelicitous or
‘unhappy’” (Huang, 2014:125).

The second aspect of advertising as a speech act would be the illocutionary effect and
the intention the advertisers place behind the ad itself. Needless to say, this intention will vary
based on the type of advertising, the most frequent one being persuasion. According to Searle,
the illocutionary act relies on four conditions that have to be fulfilled — propositional content,

preparatory, sincerity and essential condition. Perhaps the most interesting one for the
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phenomenon of advertising is the third one, implying that the sincerity condition must be
fulfilled for the speech act to be considered genuine. Taking into consideration the purpose and
competitiveness in the advertising field, it is safe to say that this condition is not the advertisers’
favorite.

Finally, the last stage is perlocution, which in advertising refers to the effect an
advertisement has left on the audience. Ideally, such perlocution results in the purchase of the

advertised product, closing the speech act process, which started a long time before that.

6.2.3. Co-operative Principle

Another prerequisite for successful communication is the Co-operative Principle. Formulated
by Paul Grice in 1975, this principle proposes that every contribution to linguistic exchange
should be made ““as is required, at the stage at which it occurs, by the accepted purpose or
direction of the talk exchange” (Grice, 1975:45). In order to achieve this, speakers ought to
adhere to four conversational categories or maxims, those being of quantity, quality, relation
and manner.

The category of quantity refers to the amount of information provided when conversing.
In order to adhere to this maxim, speakers should make their contribution as informative as is
required (for the current purposes of the exchange) and not more informative than is required
(1975:45). This attempt not to provide more or less information than is necessary is often
associated with the least effort principle (Widdowson, 2007), which bases the amount of
produced text on the shared contextual knowledge. Therefore, this maxim will always depend
on the context and purpose of the conversation.

Grice defined his second category, the category of quality, using a supermaxim “try to
make your contribution one that is true” (1975:46). What this entails is that speakers should
not say what they believe to be false or for what they lack adequate evidence. Despite being
the most important maxim when it comes to the conversational content itself, “deliberate non-
compliance with the maxim of quality is a very common feature of communication”
(Widdowson, 2007:60). And while there are, indeed, instances when this breach hinders
conversational exchange, it can be said that without this lack of compliance, we would not
come across irony, metaphor and other creative ways of using language.

When it comes to the first two maxims, some believe that these should be considered
in unison, since they “frequently work in competition with one another: the amount of
information s [speaker| gives is limited by s’s wish to avoid telling an untruth” (Leech,

1983:84). This has resulted in a proposed maxim of Quantity-Quality, which is governed by
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the following: “Make the strongest relevant claim justifiable by your evidence” (Harnish,
1976:362, cited in Leech 1983:85), where strength refers to the amount of information
conveyed in an utterance.

Grice stipulated the maxim of relation quite tersely, with a simple “Be relevant”. The
premise at the core of this maxim is that “an utterance U is relevant to a speech situation if U
can be interpreted as contributing to the conversational goal(s) of s [speaker] or h [hearer]”
(1983:94). Furthermore, the maxim of relation can also be illustrated with adjacency pairs,
where the co-operation is expressed in conversational turn-taking. According to Sperber and
Wilson, however, “appeals to the ‘maxim of relation’ are no more than dressed-up appeals to
intuition” (1995:36). Contrary to Grice, who proposes that successful communication is
impossible without previously adopted norms, they argue that the most important maxim of
communication is relevance. They explain as follows (Sperber and Wilson, 1995:162):

The principle of relevance, by contrast, is a generalisation about ostensive-
inferential communication. Communicators and audience need no more know
the principle of relevance to communicate than they need to know the principles
of genetics to reproduce. Communicators do not ‘follow’ the principle of
relevance; and they could not violate it even if they wanted to. The principle of
relevance applies without exception: every act of ostensive communication
communicates a presumption of relevance. It is not the general principle, but the
fact that a particular presumption of relevance has been communicated by and
about a particular act of communication, that the audience uses in inferential
comprehension.

The point of disagreement between the two sides is undoubtedly the notion of communication.
While Grice’s Co-operative Principle prescribes the norms which need to be obeyed in
communication, Sperber and Wilson’s principle of relevance “is intended to explain ostensive
communication as whole, both explicit and implicit” (1995:163).

Lastly, the category of manner refers to not what is said, but how what is said ought to
be worded. In addition to Grice’s supermaxim “Be perspicuous”, one should avoid obscurity
of expression, avoid ambiguity, be brief and orderly (Grice, 1975:46). Often mentioned last,
this “Cinderella of Grice’s four categories” (Leech, 1983:99) seems to be of less importance
for Grice, however, it can still be violated just as the other three categories, quite frequently
rendering humorous consequences, especially when they appear as newspapers headlines

(Widdowson, 2007:62):

(16) DRUNK GETS NINE MONTHS IN VIOLIN CASE
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When it comes to flouting and violating maxims, the two may seem rather similar,
however what distinguishes them is the “intention of deceiving or misleading the other person”
(Paltridge, 2006:65). A maxim is violated if speakers intend for their hearers to misunderstand
the truth, whereas it is flouted when they inadvertently fail to observe a maxim, but do not wish
to deceive the person they are addressing. Such is the case with a father who tries to console
his child and simultaneously hide the marriage problems he has been having, by saying
‘Mummy’s gone on a little holiday because she needs a rest’, instead of saying ‘Mummy’s
gone away to decide if she wants a divorce or not’ (Cutting 2002:40, cited in Paltridge 2006:65).

Ideally, all four maxims of the Co-operative Principle are assumed in order to interpret
what other communication participants wish to convey. This process of interpretation is based
on the assumption that “they are saying what needs to be said, rather than more than needs to
be said [...], they are saying it at an appropriate point in the interaction [...] and they have a

reason for saying what they say” (Paltridge, 2006:62).

6.2.4. Co-operative Principle in advertising

The analysis of advertising in terms of Co-operative Principle can reveal interesting insights
into the very nature of this phenomenon. How and why advertisers decide to flout or violate
the four maxims allows for a more complete impression of both their motivation and their
audience.

It is safe to say that the first two maxims are often flouted in advertising campaigns,
however, it can be argued that the reasons behind such floutings are different. Namely, if
advertisers decide to provide more or less information, it is because they have their target
audience in mind. As was argued in Chapter 4.4, in the past the advertising text was much
longer, since it was designed for the upper class of the society, who had plenty of time on their
disposal and was able to commit to reading longer advertisements. Nowadays, the audience is
mostly constituted of people who are constantly running out of time, which is why advertisers
had to become more efficient and convey their message using as few words as possible (or in
some cases, not use any words at all). Thus, more often than not, information is being omitted
and the maxim of quantity violated.

When it comes to the quality maxim, the most obvious reason for its flouting is the
profit advertisers wish to achieve. It is safe to say that if all products were to be presented
truthfully, the worldwide economy would look somewhat different. Such state would even

bring into question the very existence of advertising, changing its purpose and methods.
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One maxim that is invariably adhered to in advertising, however, is the maxim of
relation. It can almost be argued that there are no reasons for it to be flouted and that the only
instances of non-compliance with it are violations as a result of a poor advertising strategy. It
is in the advertisers’ best interest to be as relevant as possible and furthermore, portray their
product as relevant for the audience.

Lastly, the maxim of manner is frequently flouted in advertising, rendering literary
devices such as puns and metaphors, where the ambiguity of meaning contributes to the overall

humorous effect of an advertisement, making it memorable and potentially influential.
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/. The Empirical Study

7.1. Methodology and research questions

The present study has two main aims: to explore the use of literary devices in the print
advertisements of the Apple Inc.’s campaigns and to examine the audience’s attitude toward
the slogans they employ, as well as the overall impression of the advertisements.

The research process was inspired by a study conducted by Margot van Mulken,
published in the Journal of Pragmatics in 2005. Together with her team, she wanted to examine
whether advertisements containing puns were better received than those without them. The
participants were presented with 24 slogans, divided into three groups: slogans without puns,
slogans containing a pun with one relevant meaning and slogans containing a pun with two
relevant meanings. Van Mulken et al. used a seven-point scale and two criteria for each sample
unit, with end points being “very badly chosen” and “very well-chosen” for the first criterion,
and “not pleasing at all” and “very pleasing” for the second one. Their main hypothesis was
that “a slogan containing a pun with two relevant interpretations would be appreciated more
than a pun with only one relevant interpretation” (2005:715). Having evaluated the responses
of 68 participants, the authors report that this was true only for the well-chosenness criterion.
However, Figure 2 shows that their initial assumption was confirmed: “it is true that slogans
with puns are considered more amusing and are appreciated more than slogans without puns”

(2005:716).

Mean judgment (and standard deviations) on well-chosenness and pleasingness of the different types of slogans
(1 = very negative, 7 = very positive) as a function of the type of pun and the presence of context

Well-chosen Pleasing
No pun 4.17 (0.71) 3.44 (0.76)
One relevant interpretation 4.58 (0.62) 4.37 (0.67)
Two relevant interpretations 4.86 (0.71) 445 (0.81)

Figure 2 Results obtained by Van Mulken et al. (2005:714)

As supported by their experiment, it is not surprising that figures of speech, such as puns or
metaphors, are used abundantly in advertising slogans, since their main purpose is to capture
the audience’s attention and attract them to a product, trying to depict the whole experience as

entertaining and pleasurable as possible. Thus, the first hypothesis of this thesis postulates:
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H; the use of literary devices in slogans affects the score: advertisements with literary

devices get higher score than the advertisements without literary devices.
It is important to mention that the research conducted by Van Mulken et al. focused only on the
slogans, not the whole advertisements. Since one of the main goals of the present study is to
examine the audience’s attitude towards the print advertisements of the company Apple Inc.,
the scale used for gathering results had to be slightly changed. Thus, the first criterion of this
study’s scale refers to the slogan, asking how well-chosen it is, whereas the second criterion
addresses the effectiveness of the whole advertisement, with a question ‘How pleasing is the
advertisement?’. The participants were asked to state their opinion for both scales for each
sample unit.

Toncar and Munch (2001) also investigated consumer responses to figures of speech,
such as puns and metaphors, in print advertisements. Although the entertaining element of these
tropes is indisputable, they argue that sometimes “tropes actually may increase information
processing” (2001:57-58), which is why their experiment was conducted “in low involvement
conditions, when receivers are not motivated to process information” (2001:58). One of the
hypotheses their research confirmed was that “the use of tropes will result in a more favorable
attitude toward the ad than will explicit claims” (2001:58). To allow for these low involvement
conditions, Toncar and Munch also controlled the visual impact of their advertisement, by
presenting a single picture of the advertised product to the participants.

What both Toncar and Munch’s and Van Mulken’s studies left as a potential topic for
future research, inspired another hypothesis for the present study. Van Mulken notes
(2005:717):

We made sure that all our slogans were understandable without the
accompanying picture. However, this type of slogan is relatively rare in
magazine advertisements: usually, one of the meanings to which the ad alludes
is only apparent in the accompanying visual. The picture often manipulates the
salience of a meaning. Since we specifically excluded this type of slogan from
our corpus, we do not know whether participants would have preferred a type
of slogan where the pun resides in the interaction of word and image (cf.
Forceville, 1996). It is conceivable that this kind of slogan is more appreciated
than the purely cognitive kind, where the efforts are rewarded, on a solely
cognitive and textual basis.

Following this incentive, the second aim of this thesis is to examine whether advertisements
containing literary devices activated or illustrated by the accompanying image are more

appreciated than those without this synergy:
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H; the existence of a slogan-image synergy affects the score: advertisements with this
synergy get higher score than the advertisements without it.

A similar gap was observed by Leigh, who analyzed the use of figures of speech in print ad
headlines. In her extensive study (1994), she observed 2183 print advertisements and found a
staggering 74.3% to contain at least one figure of speech (Leigh, 1994:26). Moreover, “88.3%
of them have the headline and picture linked together in a synergistic manner such that the
headline describes the picture or the picture restates or builds on the message conveyed”
(1994:26). In the sample unit of the present study, such synergetic effect can be found in 15
advertisements, where the meaning of the slogan is either activated or illustrated by the image.
The remaining 15 advertisements show no such linkage.

Another significant aspect contributing to participants’ involvement, and potentially a
trigger for bias in the overall attitude towards advertisements, is the length of slogans. The
overview of the slogans in the present study (presented in the following chapters) indicates that
there is a striking difference in the slogan length across different categories of time. As will be
discussed, there is a tendency amongst older advertisements to be wordier, while the slogans
of the newer ones contain merely several words in total. Since the participants of the research
were asked to express their opinion on the slogan itself, as well as the overall impression of the
advertisement, it could be argued that:

H; the slogan length affects the score: advertisements with fewer words get higher score

than the advertisements with more words.

In a research conducted by a group of authors in Warsaw, Poland, on the influence of slogan
length on drivers’ attention (Harasimczuk, Maliszewski, Olejniczak-Serowiec, Tarnowski,
2018), a hypothesis was supported “that longer slogans caused a delay in reaction times during
attention tasks” and that “there is also a reduction in the cognitive resources needed to drive
the vehicle properly” (2018:9). However, the authors indicate that identifying slogan length in
terms of words or characters is not the most precise method and that it needs to be observed in
the context of slogan perception on the drivers’ part. Taking into consideration that the
participants in the study conducted for this thesis were not exposed to similarly stressful
conditions while evaluating the advertisements, it might prove interesting to compare whether
they were equally patient about the longer sample units, as they did for the shorter ones.

Another factor that might skew the evaluation results is the bias towards the products
of the Apple Inc. company among the participants. In 1972, Silk and Geiger conducted a study
on the connection between ad size and the different indices of selective exposure, such as

interest, prospect status or past usage of the advertised product. In terms of the past usage, they
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wanted to examine “to what extent are past users of the general product more likely than
nonusers to pay attention to advertising for a specific brand of that product™ (1972:23). The
results of their research indicate that users are overall more prone to expose themselves to the
advertising of the preferred brand, however, the scope of their research did not allow for a more
detailed investigation of participants’ reaction to advertisements, once they have been exposed
to them.

To further explore this connection, several questions regarding past usage of the Apple
Inc. products were included in the first part of the questionnaire of this thesis. While Silk and
Geiger’s study only asked the informants to describe the previous usage of the advertised
product as either “yes, last used”, “no, not last used”, “never this type of thing” or “don't know”
(1972:23), the participants of this study were asked to indicate if they had ever possessed or
used any Apple Inc. product, how many and for how long or if they still used them. The initial
agenda was to compare the scores given by those who never possessed an Apple Inc. product
and those who possessed at least one, i.e. non-users and users, respectively. However, since 46
out of 50 participants of the present study declared themselves as users of the Apple Inc.
products, rendering an uneven distribution for comparison, an attempt was made to reveal
whether the extent of usage affects the appreciation of print advertisements among the
participants. Thus, the fourth hypothesis of the present study can be formulated as follows:
H; the number of owned Apple Inc. products affects the score: the participants who own

more Apple Inc. products are more likely to give a higher score than the participants

who own fewer Apple Inc. products.

7.2. Research instruments

In order to test the above hypotheses and reach conclusions regarding the public perception of
the Apple Inc. print advertisements, a survey has been conducted. Following a model proposed
by Van Mulken et al. (2005), in the present survey participants had to evaluate print
advertisements based on two criteria: firstly, how well-chosen the slogan is and secondly, how
pleasing the advertisement is. The sample consisted of 30 print advertisements, containing both
a slogan and an image, accompanied by two Likert scales under each sample point, for the two
criteria. Since the survey was distributed and filled out electronically, the Likert scale was

presented in the form of a slider, the end points being ‘not at all’ and ‘extremely’.
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7.2.1. Sample collection

The process of sample collection did not prove to be a complicated one, since a plethora of
Apple Inc. advertisements can be obtained on the Internet. However, there were some issues
that needed to be considered, such as which advertisements to include, how many points should
constitute the final sample, or why focus only on the print advertisements. Additionally, the
date of origin of some ads greatly affected the overall outlook of the final sample.

Over the course of the last four decades, Apple Inc. has created numerous advertising
and marketing campaigns. From their first print advertisement in 1976, which “looked more
like a flyer than an advert” (Chapman, 2016, https://www.campaignlive.co.uk/article/10-best-
ads-apples-40-year-history/1388877), to the newest slogans that cater to the fast pace of life
the consumers are experiencing, it would hardly seem possible to explore the entire collection
of the Apple Inc. advertisements - or at least, to do so within the scope of this thesis. Thus, a

sample had to be created and the first question that arose was which advertisements to include.

A BALANCE
OF FEATURES

The APPLE-1 SYSTEM if a fully
a

APPLE-1 $666.66

“includes 4K bytes RAM

rd
DEALER INQUIRIES INVITED

i’ APPLE COMPUTER COMPANY
770 Welch Road, Suite 154
Palo Alto, California 94304
Phone: (415) 326-4248
TIRCLE NO. 42 ON INQUIRY CARD

JULY 1976

Figure 3 The first Apple Inc. advertisement, from 1976 (Chapman, 2016)

Since the present research was done from a linguistic perspective with the focus on
literary devices, one criterion that steered the selection process was whether the advertisements
contained any of these features, such as puns, metaphors or intertextuality. Another important
factor was to maintain versatility of the sample and include advertisements from different
campaigns and different decades, which rendered a significant insight into linguistic and
stylistic development of this company’s advertising (to be discussed later).

When it comes to the number of sample units, one of the main aims was to find the
balance between a sample that is large enough to provide conclusive responses and a sample
that is small enough for the participants to remain interested and focused until the very last
question. For the purpose of this study, that number was 30, since anything longer than that

proved to significantly diminish the response rate.
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Focusing on print advertisements only provided numerous advantages. Firstly, it
contributed to the homogeneity of the sample, since video campaigns were not evaluated by
the participants. Such an analysis would include additional facets (e.g. music, narration and
similar) which would have to be analyzed separately and taken into consideration when
forming the conclusions. Moreover, video clips would unquestionably increase the time needed
for completion of the survey and potentially create a negative reaction from the participants.
Lastly, using print advertisements facilitated the process of both designing and filling out the
questionnaire, since participants were not obliged to focus on audio aspects of the
advertisements, in addition to the visual and linguistic ones.

An obstacle that was encountered in attempting to create a truly homogenous sample
was the accessibility of older advertisements. Since Apple Inc. first started advertising their
products in the 1970s, not much evidence from that period can be retrieved freely today. This
is quite understandable, due to the nature of the media used for advertising, which mainly
revolved around newspapers and television, before the invention of the Internet as we know it
today. Thus, the print advertisements which the company issued during the 1970s and even
1980s did not originally exist in the electronic form and can be found today only as scanned
copies. On the other hand, technological development and the ever-growing media presence
over the last two decades led to abundant and easily accessible advertising archives of this
period. This is why the temporal distribution of the final sample for evaluation is not even, with

only 10% of advertisements originating from the 1970s.

7.2.2. The questionnaire

The questionnaire used for quantitative data collection in the present research consisted of two
main parts - background questions and evaluation questions. The first part contained 14
descriptive questions, providing information about participants, both standard for surveys of
this type (such as age, gender, nationality and other) and the more specific ones, as prerequisites
for drawing hypothetical correlations within the data pool (such as whether participants use the
Apple Inc. products, how many and for how long, etc.). The second part or the main body
consisted of 30 questions, each including a print advertisement with a slogan and two scales
for evaluation. The initial questionnaire was somewhat lengthy, amassing the total of 42
evaluative questions, however, the obtained feedback indicated that such length would
negatively affect the response rate. Thus, the final sample was formed by a random selection

of 30 advertisements from the initial pool of 42. The scale used to examine the attitude towards
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the advertisements was a semantic differential scale, a multi-item scale similar to the much-

debated Likert scale.

7.2.3. Configuration of multi-item scales

Multi-item scales are one of the most common means of attitude evaluation, yet simultaneously,
one of the most controversial ones (Dorney, 2007; Cabooter, Weijters, Geuens and Vermeir,
2015). They are convenient and do not require complicated instructions due to their self-
explanatory layout, where participants are asked to indicate how positive or negative their
attitude toward a certain item is. How a multi-item scale is labeled distinguishes between Likert
scales and semantical differential scales. While Likert scales always “ask respondents to
indicate agreement or disagreement with a particular issue” (Rasinger, 2008:62), semantic
differential scales ask them to “indicate their response along a continuum between two
opposing terms” (2008:61-62). For the purpose of this thesis, the participants were asked to
evaluate print advertisements based on two criteria: (1) How well-chosen the slogan in the
advertisement is, and (2) How pleasing the advertisement is. They were provided with two
semantic differential scales in the form of a slider, with end points being “not at all” and
“extremely”. For this kind of evaluation, a multi-item type scale proved to be the best option,
however, there were several factors that needed to be taken into consideration when
formulating an adequate scale.

Based on polarity and numbering of response options, multi-item scales can be
formulated in various ways. When it comes to polarity, there is a choice between unipolar and
bipolar formats, and numbering refers to the use of only positive or both positive and negative
numbers as response items (Cabooter, Weijters, Geuens and Vermeir, 2015). Various

combinations can be seen in Figure 4:

Not at all Strongly
agree Agree
Unipolar - positive Imgoodatsports| 1 | 2 | 8 | 4 | 5 | 6 | 7 |
Not at all Strongly
agree Agree
Unipolar - positive and negative |rm goodatsports| 3 | 2 [ -1 | o | + | 2 | 3 |
Bipolar - positive Imbadatspots | 1 | 2 | 38 [ 4 | 5 | 6 [ 7 [Imgood atsports
Bipolar - positive and negative | Imbadatsports| -3 [ -2 | -1 [ o J 1 ] 2 [ 3 |imgoodatsports

Figure 4 Example of various scale formats (Cabooter, et al. 2015:2575)
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What makes the multi-item scales so controversial are frequent response inconsistencies due
to the wording of response options. These inconsistencies stem from the attempt to statistically
analyze “non-factual matters, such as the respondents’ attitudes, beliefs and other personal or
mental variables” (Dorney, 2007:103). Numerous studies have been conducted in order to
determine the most common issues encountered as a consequence of this clash. Some of the
most frequent problems revolve around biases of two kinds - Net Acquiescence Response Style
(NARS) and Extreme Response Style (ERS) (Weijters et al., 2010). Net Acquiescence
Response Style is defined as “the extent to which respondents tend to show greater
acquiescence (tendency to agree) rather than disacquiescence (tendency to disagree) with
items, irrespective of content” (2010:237), while Extreme Response Style concerns “the
tendency to disproportionally use the extreme response categories in a rating scale” (2010:237),
either positive or negative. The study performed by Weijters et al. had the aim of determining
whether the number and labeling of response categories affects the response style. Although
they agree that response scale formats are not completely standardized and thus, the data
interpretation always relative, the study results indicate that NARS is higher and ERS lower in
conditions where all response categories are labeled (2010:244). Similarly, the study performed
by Cabooter, Weijters, Geuens and Vermeir showed that “bipolar scale formats compared to
unipolar scale formats, especially unipolar scale formats with positive numbers, invoked more
agreement. So response options with different numbers and bipolarity tend to push the
responses to the positive end of scales as the scales are seen as more symmetrical” (2015:2581).

Another common issue that affects response style is the left-side response option
selection bias (Maeda, 2015:15). Maeda argues that this bias stems from the horizontal scale
orientation and proposes the use of vertically oriented response options. He bases his research
on a study conducted by Nicholls et al. in 2006, where “two independent groups of participants
completed paper-and-pencil Likert scales with response options listed in either descending
(strongly agree to strongly disagree) or ascending (strongly disagree to strongly agree)
direction. The response options for both groups were oriented horizontally. The results showed
that people are more likely to select the response options located on the left side” (2015:16).
Vertically oriented scales, however, are rarely administrated in paper-and-pencil surveys, most
probably because they require more paper space and are thus, less convenient. This is why
Maeda advocates using online surveys instead, which he did in his own research. Having
compared six different combinations of orientation and directionality, he concludes that there
is a left-side selection bias, yet there are no such indications regarding the up/down section

bias. Although vertical configurations eliminate the orientation bias, several other

58



consequences arise, such as that “vertical configurations take more time to complete than
horizontal [...] and [...] people perform more mouse clicks with vertical configurations
compared to horizontal” (2015:23). However, it can be concluded that this occurrence is not
surprising and due to the survey layout, quite understandable, since participants are forced to
scroll more often when presented with vertically orientated response options. Nevertheless, this
can prove significant in regard to the response rate and is something to be carefully considered
prior to the actual survey administration.

Lastly, a long-debated issue concerning multi-item scales is whether or not to offer a
midpoint (Weijters at al., 2010). The most common explanation proposed by the midpoint
advocates suggests that “respondents with a truly neutral stance need to have the possibility of
choosing the middle option and not to be forced to choose a polar alternative” (2010:238). In
contrast, there are those who argue that the midpoint is “an easy way out” (ibid.) and allows
participants to evade further reasoning of the issue. The research performed by Weijters at al.
indicates that the scales which include midpoint as a response option lead to “an increase in
NARS due to a disproportional movement of otherwise negative responses to the midpoint”
(2010:244). Simultaneously, the inclusion of the midpoint lowers the ERS, which is quite
expected, since the very existence of the midpoint significantly lowers the need to opt for an
extreme response and additionally, relieves the participants of any task-related negative
emotions.

Although majority of researchers agree that the format of any scale heavily depends on
the objective of the study in question, there are certain similarities in regard to the response
style. With all the insights above in mind, it can be concluded that an optimal scale would have
only the endpoints labeled, it would be unipolar, and have the midpoint. Additionally, the
orientation of the response options should be thoroughly considered in accordance with the
estimation of the response rate and the manner of the survey administration (electronically or
in hard copy). Thus, the multi-item scale used to conduct the survey for this study is a horizontal
unipolar semantic differential scale, with positive numbering of the seven response options,

including the midpoint and with only the endpoints labeled.

7.2.4. Participants and data collection

In order to obtain a homogenous pool of respondents, only native speakers of English were
asked to participate in the survey, due to the significance of the linguistic aspect, i.e. the use of
literary devices in slogans, which is the focal point of this research. The total of 50 participants

completed the electronically distributed questionnaire. Due to the length and layout of the
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questionnaire, which focused on images, an online administrated questionnaire proved to be
the optimal choice.

Dorney (2007:121) cites several benefits of online administrated surveys: reduced cost,
convenience of administration, high level of anonymity, international access, and access to
specialized population. For the purposes of this research, the most beneficial aspects of such
type were the convenience of administration and international access. As was mentioned
before, the questionnaire consists of 44 questions in total, 30 of which contain images. Thus,
distributing it via the Internet proved more convenient than printing it out, manually handing
it to participants and waiting for them to finish in order to collect the results. In this sense, an
online survey seemed to be a more efficient and significantly less time-consuming solution,
both for the administrating and the process of filling out. Additionally, since the research was
being conducted from Vienna, Austria and the participant target group were native speakers of
English, an online questionnaire allowed for an international pool of participants, rendering a

sample of respondents from almost all English-speaking countries around the world.

7.3. Analysis
7.3.1. Sample analysis

In order to better understand the evaluation results, it is important to provide additional
information about the analyzed sample itself, primarily regarding the items’ date of origin, the
length of the slogans and the literary devices contained in these advertisements.

As previously discussed, the initial advertising activity of the Apple Inc. company can
be traced back to the mid-1970s. Over the course of the last four or five decades, their
marketing strategy has been developing in accordance with the development of their products
and technology, thus rendering rather different advertisements and strategies. In order to closer
examine these changes, the sample of 30 print advertisements has been compiled, ranging from
the 1970s ones, to the more contemporary ones, published only a couple of years ago.
According to their date of origin, the sample items were divided into four categories: 1970s,
1980s, 1990s and 2000s. As can be seen from Figure 5, the item distribution within the sample
is slightly skewed, with the advertisements from the 1970s amassing to only 10% (3
advertisements) of the sample, due to their rather inaccessible nature. The remainder of the

sample is fairly equally distributed in regard to this criterion, with 30% (9 advertisements)
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stemming from the 1980s, 27% (8 advertisements) from 1990s and 33% (10 advertisements)
from the 2000s.

10%

M 1970s
M 1980s
M 1990s
M 2000s

8
27%

Figure 5 Date of origin of the advertisements

When it comes to the slogan length, it was observed across the above mentioned four categories
and measured in the number of words each slogan contained. During the process of the sample
collection, it appeared obvious that these lengths significantly differed across different decades,
so the initial assumption was that the more recent advertisements contained fewer words.
Statistical analysis of the slogan length provided empirical support to this claim: the average
number of words in the slogans from 1970s, 1980s and 1990s were 12.3, 9.1 and 10.5,
respectively, while the average slogan from the 2000s category was only 4.4 words long.
14

12
10

number of words

o N B O

date of origin

W 1970s m1980s ™ 1990s 2000s

Figure 6 Length of the slogans in the advertisements

This can be attributed to the average time consumers expose themselves to advertisements
nowadays. Namely, in the past, advertisements were mainly present on television or in
newspapers and people spent more time watching or reading the advertisements, especially

certain population groups, such as housewives (Myers, 1994). This allowed for ads to be longer
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and wordier, thus extending the average length of the slogans. Today, however, the fast pace of
life and general oversaturation of the market affected what information we choose to
acknowledge and how. This is why advertisements need to be brief, concise and to the point,

which indisputably shortens the average slogan length.

7.3.1.1. Discussion of the literary devices in the sample
Before analyzing and discussing the data collected via questionnaires, the very sample that was
evaluated should be presented and commented on, in terms of literary devices used, as well as

the general significance for the Apple Inc. company.

7.3.1.1.1. The 1970s advertisements
Sample point 1:

Simplicity
is the
ultimate

sophistication. With the slogan “Simplicity is the ultimate sophistication”, this
advertisement is significant for two reasons. Firstly, its use
could be considered as an instance of intertextuality, since the
quote itself is often attributed to Leonardo da Vinci. However,

perhaps more importantly, this was the motto acting as a driving

force behind everything Steve Jobs did. How important

Introducing
Apple I1,
the personal

computer. simplicity was for him could be seen from the very design of his

products, the company logo, the way he dressed and ultimately,

this advertisement. With nothing but a red apple on the white background, this advertisement
is a true representation of the man who created the entire company in the first place.
Furthermore, the entire advertisement could be interpreted as an implicature, where the notion

of simplicity implicates the ultimate sophistication.

Sample point 2:

Once again using an image of the red apple, but also the picture
of the advertised product, this print advertisement allows for a
more apparent instance of intertextuality, with the slogan “A is
gl for Apple: It’s the first thing you should know about personal
computers”. What is inferred here is that learning to use this

computer is just like learning the alphabet (hence the “A is for

Apple”) - it is essential for everyday communication, life and
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work. In the alphabet of computers, the Apple computer should be the first choice when buying

a computer, since it provides the basic necessities for everyone.

Sample point 3:

The slogan “We’re looking for the most original use of an Apple
since Adam” relies heavily on the consumer’s previous
knowledge of the story about Adam and Eve. The word play in

| this case revolves around the word ‘apple’ - its notion within the

context of the Adam and Eve story on one hand, and the computer

it denotes in this advertisement, on the other. This is way ‘Apple’

is spelled with a capital letter and the word play further supported
by the image of a man who is supposed to be Adam, holding a computer instead of a real apple
and a snake slithering down from the tree in his direction. However, this particular
advertisement could have triggered an additional negative undertone amongst the audience, if
the computer was to be compared to the apple of Eden and considered a forbidden fruit - the
connection the advertisement authors probably wanted to avoid. On the other hand, the
connection is also established between the computer and the tree of knowledge - the source of
the infamous apple. Additionally, the usage of polysemy can be seen in the word ‘original’,
which can refer to the story of the original sin or can argue that this is the first creative (or

original) use of an apple in a very long period of time - exaggerated into “since Adam”.

7.3.1.1.2. The 1980s advertisements

WHEN YOU’RE BANANAS ABOUTAPPLE: Sample point 4:
_ a The pun in the slogan “When

you’re bananas about apple”

 ggonia revolves around the meaning of

about something or someone’. To express this meaning, the slogan is accompanied by

the expression ‘to be bananas

numerous images of people enjoying certain moments, all of which are in some way connected
with the Apple Inc. logo. The humorous aspect of this advertisement stems from the informal
tone of the expression ‘to be bananas’ and the fact that the contrasting item is also a fruit, i.e.

play on words.
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Sample point 5:

Apple announces a . ) . .
techn(él%.clgl breakthrough ~ The print advertisement derives its pun from the double meaning
of in le proportions.

of ‘incredible proportion’. One meaning refers to the actual
dimensions of the computer, which were significantly smaller in
comparison with other computers of that time, and the other
denotes the outstanding importance of the technological

breakthrough in question. A reference system for the first

meaning is provided through the accompanying image, where the
size of the computer can be measured against the size of the human hands holding it. The image
in this particular advertisement is very important and inseparable from the slogan. Without it,

the slogan carries little to no significance and the message conveyed in it is completely lost.

Apple Sample point 6:

nvents t]:le The advertisement does not contain any form of word play;
however, it is significant in empowering the brand itself.

Stating what they did before and stating that they have done it
| again, reinforces the impact the company has on the market.
Thus, the word again carries an additional implicature.
Furthermore, for their loyal customers, as well as potential new

ones, this slogan sends the message that Apple Inc. possesses

the knowledge and skills to reach new technological inventions.

Sample point 7:

Itcarlsn]g The slogan is based on the comparison of the product with
]]ke CarUSO, several well-known experts in various fields. Not only does the
ta]_k ]]ke advertisement indicate that this Apple product can perform as

Barryrrlore proficiently as the mentioned doyens, it also emphasizes its
arld CﬂlCUlate multifunctionality. Hence, in order to understand everything

this product has to offer, the audience must be familiar with the

works of Caruso, Barrymore and Einstein. In other words, the

Our newest Applé will be urveiled September Z7th.
You've never seen-or heard-anything quite like it.

------------ slogan revolves around intertextuality by employing

comparison.
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Sample point 8:

],]Itcarlp]a,]IltI{i A similar slogan from the same campaign also relies on
I;all. 9 intertextuality, however, not as heavily as the previous one.

P p]ﬂ‘}fi hke] . Here, it is actually desirable that the audience is not aware who

the two gentlemen are, since this advertisement focuses on the

S
andteaCh Ou search function of the product in question. The intent behind

O O the slogan was to choose the artists less familiar to the target
O em are' audience, hence the starring virtuosos of this advertisement are

R i st~ g Russian painter and a Polish composer, respectively. It could

even be argued that the choice of names used in slogans would depend on the target audience

and how well-versed in arts they are.

) h Sample point 9:
Tﬂke Mﬂﬂmos. OUt This print advertisement is an example of metaphor, where
lra st e

its authors compare the computer with a car, asking the

audience to take it for a test drive. The use of a literary device

in the slogan is further visually supported by an image
showing the hand of someone controlling the mouse of the
computer and wearing a glove suitable for car drivers.
Hence, it can be referred that the advertised computer is

observed a high-speed, high-quality machine.

Sample point 10:

Afunny thing The importance of this advertisement does not lie in its

pens whenyou design L _ . _ _

acomputer everyone linguistic dexterity, but rather in the mysterious message it
canuse.

leaves the audience with. The slogan does not contain any
literary devices, but it triggers curiosity and emphasizes
how easy to use the advertised computer is. The content of

the message is intensified by the accompanying image, here

the user is just about to click the mouse button and
experience all the benefits the computer in question has to

offer.

65



Sample point 11:

The effect behind the pun in this advertisement is
synesthetic. The slogan “There’s more to the ApplellGs
than meets the eye” would have merely been a common
expression implying that the computer offers more than its
exterior indicates. However, when juxtaposed with the
image of an ear, it creates a pun with special emphasis on

audio benefits this product provides.

Amazing what$ going into Sample point 12:

Macintosh these days.

Another excellent example of puns in advertising,
the advertisement humorously demonstrates the
capability of the storage system and numerous
functions this computer boasts. The pun stems from

the dual interpretation of the phrasal verb ‘to go

into> and is, once again, supported visually.

Although various cards cannot physically go into the computer storage, the image illustrates
just that, and the storage size is further reinforced by the slogan “Amazing what’s going into

Macintosh these days”.

7.3.1.1.3. The 1990s advertisements

Sample point 13:

Although this advertisement does not contain a slogan per se, it
4| seemed important to include it in the sample. A part of perhaps
; Bl one of the most well-known campaigns Apple Inc. ever launched,
¢ this advertisement is significant for two reasons. Firstly, it does
not use words to send a message, but mentions numerous
influential people of the time. Apart from Sir Richard Branson

(shown here), the campaign featured Albert Einstein, Pablo

Picasso, Mahatma Gandhi, John Lennon and many others.
Secondly, it is linguistically important, because it caused controversy over whether the phrase

‘think different’ is grammatically correct. While it can be argued that it should, in fact, be ‘think
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differently’, it is also possible to compare this slogan with ‘think big’ and therefore, not to
consider ‘different’ an adverb. As a spokesperson for the company explained, “the word ‘think’
is used as a noun (telling people what to think about) and ‘different’ is misinterpreted if viewed
as a directive” (Shields, 2001:204). Furthermore, it can even be reasoned that the intention
behind such slogan was to follow in the footsteps of the great men representing this campaign
and show that breaking the rules can sometimes lead to magnificent achievements. According
to Shields’ correspondence with an Apple representative, it can be concluded that the entire
campaign was postulated as “a reminder that the Apple Computer Company is still relevant to
those who not only think differently but those who choose to change the whole body of what
they think about” (2001:205).

Y°“'W°”d- Sample point 14:

| The slogan of this advertisement does not contain any literary
devices and sources its verbal effectiveness from the repetition of
the word ‘your’, emphasizing to the audience that they are in
control when it comes to the content of the advertised gadget. The
slogan “Your World. Your Newton” is visually supported by an
example of what this world could look like and what the product

Your Newton. ln questlon can pI’OVlde

Sample point 15:
One of the rare instances of rhyme in the Apple Inc.

advertisements, the slogan “Chic. Not geek”

Chic. Not geek.
reconceptualizes the target audience for which these
computers are intended. Defying the notion that only
= geeks use computers, the advertisement focuses on the

visually improved and pleasing exterior of the computer - the chic one. Hence, the purpose of
this slogan is to redefine the stereotype and emphasize that using the new computer does not
make one a geek, although the preconceived social labelling might differ. Additionally, the
word order in the slogan here is quite important. Using the positive statement first renders a
much more powerful message, with much higher assertive force than the one contained in the
potential opposite “Not geek. Chic”. As human mind tends to remember the first piece of
information much more effectively, it comes as no surprise that the word ‘chic’ was the first

choice here.
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Youdontneeda
all to see where
multimedia is going,
What youneed isabox.

"~ Apple Multimedia Program &

Sample point 16:

The slogan of this advertisement is rather wordy in comparison
with the other sample items - it is the second longest slogan of
the entire sample. Promoting a multimedia managing
software, the main focus of this advertisement is on the actual
slogan, since it is visually quite simple. The word play is not
as blatant as it is in the majority of other advertisements, but it
can be seen in the words ‘ball’ and ‘box’, where it is implied

that one does not need to seek what the future will look like,

since the multimedia box itself is the future.

Sample point 17:

This is another example of the synesthetic effect words
and images have in advertising. The slogan “The most
colorful way to the Internet” is supported by the image
of five computers of different colors. What the

advertisement is trying to convey is that not only are

The most colorful Way [0 the Internet. the computers colorful, but the entire experience of

Think different.

Well show you how to
play the media better than Bush,
Clinton and Perot put together.

using them to access the Internet is also a colorful,

vivid and flamboyant experience.

Sample point 18:

Perhaps one of the wittiest puns of the whole sample, this
advertisement bases its humor on the dual meaning of the
phrase ‘play the media’. The Quick Time advertised here is a
media player, hence is used to play the media. The second
meaning - the meaning of deceiving the other kind of media -
is further enhanced by the use of three politicians, Bush,
Clinton and Perot, since there is a general assumption that this

is what politicians do best. Put together, these two readings

imply that the Quick Time Player is more efficient when it comes to playing the media and the

comic relief is contained in the criticism directed towards politicians.
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When it comes
to multimedia, you have
two options.

Plug and play. Plug and pray.

Sample point 19:

This print advertisement is the only instance in the sample
that openly attacks the competition, that is, focuses on how
much better the Apple Macintosh system is than the
Windows PC system, which is normally not acceptable in
the advertising world. This is achieved through the rhyming
slogans for both sides: “Plug and play” for Macintosh and
“Plug and Pray” for Windows, indicating that only prayer
can be of help when using the product provided by the

competitor. This clash is presented visually as well, where the screen showing the Macintosh

system has a beautiful floral desktop, while the one with the Windows system shows a plain

blue background, with simple features.

The pack that kept you organized in the'70s.

The pack that will keep you organized in the'90s.

Sample point 20:

The importance of this advertisement lies in the emphasis of
how necessary Apple Inc. products are for the organization
of everyday life. It the 1970s, it could be done with a larger
bag which contained numerous items. However, the 1990s
pack allows its consumers to achieve the same effect with a
significantly smaller, stylish bag, which acts as a home for
the Newton digital organizer, the main star of this print

advertisement.

7.3.1.1.4. The 2000s advertisements

Black tie optional.

Think different

Sample point 21:

As was already mentioned, the slogans of the 2000s in this
sample are much shorter than those from the previous decades.
Here the slogan “Black tie optional” implies that the computer
is so elegant, that one does not even need a black tie.
Furthermore, it can even be argued that the computer itself is the
black tie and can, hence, be used in any setting - formal or

informal. It relies on the audience’s previous knowledge of the

collocation ‘black tie’ and is additionally supported with an image of a black and white

computer, simulating the actual black-tie attire.
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iPhone 6

Bigger than bigger

Sample point 22:

The slogan “Bigger than bigger” in this advertisement
contains word play in form of a pun, based on the common
expression ‘bigger than big’, used to indicate the large size
or, more frequently, significance of something. The slogan
not only implies that their previous product was a success,

but it also emphasizes the importance and quality of the

new one - the bigger than bigger one, which is achieved through the use of hyperbole.

MacBook

Light. Years ahead.

Sample point 23:

This advertisement boasts an orthographic pun, where
the word play is achieved through punctuation. If the
slogan were to be “Light years ahead”, there would
only be one possible meaning, which would describe
how modern, high-tech and futuristic the MacBook is.

However, the full stop after the first word allows for a

double interpretation. Thus, the slogan “Light. Years ahead.” implies that the computer is light

in weight (which is one of its main qualities) and also possesses extremely advanced

technology.

The plot thins.

The new PowerBook G3.

Think different

" Sample point 24:

Another instance of puns in advertising, the slogan “The
plot thins” is an example of how word play is used to
emphasize certain qualities in a product. Moreover, the
advertisement visually presents the narrowness of the
computer as the primary focus. Instead of the common

idiom “The plot thickens”, a punned one was used in the

form of “The plot thins”, which simultaneously indicates the meaning of the original expression

(something that suddenly becomes more interesting and mysterious) and underlines the thin

exterior quality of the advertised PowerBook. This contrast derived from breaking the cliché

“The plot thickens” can also imply that with the introduction of the new Apple power book, the

situation on the market (‘the plot’ in the slogan) just became rather simple (or ‘thin’), since

there is no better device than the new Apple computer.
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Sample point 25:

e | The advertisement uses intertextuality in its slogan
and references one of the most popular rock songs,
“It’s Only Rock ‘N’ Roll (But I Like It)” by the
legendary English band The Rolling Stones. A part of
the very popular silhouette campaign, this Apple Inc.

advertisement portrays enjoyable musical experience

their new product offers.

Sample point 26:

This particular advertisement seemingly looks like it belongs in
the 1970s era, when simplicity was the main focus. Visually and
rhetorically modest, it is an example of advertisers wishing to
convince the audience to let the product speak for itself. This
was an advertisement for the first iPhone, so it is not surprising
that its authors wanted to draw as much attention as possible to

the revolutionary product. Contrary to the popular belief that

staring is a sign of bad manners, the unpretentious, yet effective “It’s OK to stare” places
numerous features of the iPhone in the spotlight, inviting the potential customers to be

mesmerized.

Sample point 27:

Another version of the popular dancing silhouettes, this
advertisement for iPod uses word play in its slogan,
which consequently renders pleonasm, where the
meaning is conveyed by using more words than

necessary. Although the superlative form ‘the best’

indicates that any further comparison is redundant, the
slogan “The best just got better” implies that the new product exceeds the ultimate quality. If
observed together with the already discussed slogan of similar structure, i.e. “Bigger than
bigger”, it could be said that there is a detectable hyperbolic pattern, where the advertising

experts are pursuing this form, rendering it associable with the Apple Inc. advertisement.
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Sample point 28:
Also known as “the envelope ad”, this print
The world’s thinnest notebook. MacBook Air.

advertisement was created together with what proved to

be an extremely popular commercial, launched to

27748 |y promote the MacBook Air. In this short, 30-second clip,

= the MacBook arrives in an ordinary bubble envelope,
which emphasizes its dimensions and lightness. In the print advertisement, this effect is
reinforced by the graphic layout of the slogan, where the name of the product is in bold and
“the world’s thinnest notebook™ and “Air” are in a rather thin font, implying that the computer
is as thin as air. The hyperbole contained in the slogan is even further emphasized by the use

of this orthographic contrast.

Sample point 29:
iPhone 4

Thic ehanges everything:Again; Another pattern present among the Apple Inc.

advertisements can be seen in this example and it is the

o

: pattern of one short sentence announcing the latest
breakthrough, followed by the even shorter “Again”. This

reinforcement was previously seen in the 1980s slogan

“Apple invents the personal computer. Again”. Thus, it
can be concluded that the literary device in question here is intra-generic intertextuality, where
the company is referencing their own slogans. Additionally, the use of ‘everything’ can be

interpreted as a hyperbole.

fouhi Sample point 30:

Advanced security.
Right at your fingertip.

This advertisement uses word play to highlight the
advanced security features of the new iPhone. The slogan
“Advanced security. Right at your fingertip” is based on
the two interpretations of the expression ‘at one’s
fingertip’ - its figurative meaning, used to express the
proximity of something, and the newly constructed one, used for the purposes of the enhanced

iPhone security, where the fingerprint identification is used to unlock the phone screen.
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7.3.1.2.  General discussion of the sample

The sample overview presented above allows for a better understanding of the
company’s advertising vision, provides certain linguistic patterns used throughout the sample
and renders significant insights when it comes to the use of literary devices in the slogans,

interplay of image and text in advertisements and the general strategies used over the decades.

7.3.1.2.1. Frequency of literary devices

It is indisputable that literary devices are one of the most commonly used linguistic
tools in the advertising campaigns of the company. As can be seen from the graph below, apart
from the 1990s category, the majority of advertisements in this sample contain at least one

form of figuratively used language.

Ll‘l

1970s 1980s 1990s 2000s

10

[&)]

S

N

W with literary device B without literary device

Figure 7 Literary devices in advertising slogans

Perhaps a coincidence, yet it is important to mention that in 1985, Steve Jobs had a management
disagreement with the company’s CEO at the time, John Scully. Their quarrel escalated quickly
and resulted in Jobs’ removal from the company. Jobs spent the following period working on
various independent projects, before finally returning to Apple Inc. in 1997. A couple of years
later, he became the company’s CEO and from then on developed it into one of the most
powerful and influential entrepreneurships. Why his absence might be significant for the
change in advertising campaigns during the 1990s, can best be concluded from the explanation
given by Scully himself rather recently, during the 13™ annual Forbes Global CEO Conference
in 2013. When asked about this incident he, among other things, replied the following (Randall
Lane, 2013, Forbes Magazine):
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Steve went into a deep depression. [...] Steve came to me and he said, ‘I want
to drop the price of the Macintosh and I want to move the advertising, shift a
large portion of it away from the Apple 2 over to the Mac.’ [...] I said, ‘Steve,
it’s not going to make any difference. The reason the Mac is not selling has
nothing to do with the price or with the advertising. If you do that, we risk
throwing the company into a loss.” And he just totally disagreed with me. [...]
And so I said, ‘Well, I'm gonna go to the board.” And he said, ‘I don’t believe
you’ll do it.” And I said: ‘Watch me.’

Needless to say, the board sided with Scully and Jobs was dismissed from the company. The
period following his leave was marked by a decline in revenues and share prices. Twelve years
later, in 1997, Jobs was asked to return, which represents a turning point in the company’s
history. From that moment on, the Apple Inc.’ revenue skyrocketed from 7 billion dollars in
1997, to staggering 216 billion in just over two decades (Jeff Dunn, 2016, Business Insider
Deutschland). Hence, it can be argued that Steve Jobs’ presence in the company not only
brought a positive impact in terms of figures, but also affected the advertising strategy and
commercial content of its campaigns.

The literary devices used in the sample of the present study can be seen in Figure 8§,
alongside their frequency. As was already mentioned, puns are a phenomenon which audiences
like to see and love to criticize even more. Thus, it is not surprising that 34% of advertisements
with literary devices in this sample contain a pun. Intertextuality is also quite noticeable, with
21%, which is an indicator of how reliant advertisers are on their audience on one hand, as well

as how employing familiar notions is sometimes the safest strategy, on the other.

puns

H intertextuality
hyperbole

M comparison

H contrast

W metaphor

W implicature

B rhyme

H pleonasm

Figure 8 Frequency of literary devices used in the slogans

74



7.3.1.2.2. Interplay of image and text

When it comes to the use of images and text in the Apple Inc. advertisements, one can
say that they are inseparable. More than just an attention-seeking device, images in these
advertisements are frequently used to trigger the second meaning of words and phrases hidden
in the slogans. Such interplay can be seen in the sample points 5, 9, 10, 12, 18, 19, 23 and 28,
where one meaning is introduced via a slogan, which is always positioned above the image,
whereas the other is then conjured when the image is interpreted in a context indicated by the
words. In contrast, there are also those instances when the statement is being made through the
image, which is then further reinforced by the words. Such examples can be seen in the slogan
points 11, 17, 22 and 24.

In their research on synesthetic metaphors in print advertising, Bolognesi and Lievers
classify this interplay of image and text into three categories (2018:18): linguistically conveyed
synesthesia, visually and linguistically conveyed synesthesia and visually conveyed
synesthesia, that is, different sensory modalities expressed through words, a combination of
images and words and solely through images, respectively. Having analyzed the print
advertisements of the sample in the present study, it can be concluded that the majority of them

boast the second type - the visually and linguistically conveyed synesthesia.

7.3.1.2.3. Advertising trends in the sample
If studied chronologically, the sample points clearly reveal certain patterns regarding the

intention behind the conveyed messages:

= Branding (1970’s): The visual impact of the early Apple Inc. advertisements focused
primarily on establishing the connection between the word ‘apple’ and the brand. All
sample points of the 1970s and some from the 1980s category either mention the word
or use a ubiquitous image of an apple. As the brand became more and more successful
and the connection with the logo was established, the need to constantly remind the
audience of the company’s name naturally faded, which is why the later advertisements
rarely mention it. Additionally, the concept of simplicity was rather important for the
process of branding. Simplicity in all areas has always been important for this company,
so it is not surprising to see it reflected in their print advertisements as well. This is why
the majority of the ads have a rather simple composition, usually against a white

background.
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= Demonstrating the technical quality of the products (1980°s): Having established a
recognizable brand on the market, the next decade saw the company highlighting why
they should be trusted. With advertisements emphasizing products’ incredible features
and storage skills, and comparing them with geniuses such as Einstein, it is apparent
that this period revolved around the innovation in the field of performance and quality.

=  Connecting with other abstract qualities (1990’s): This intention can best be seen
through the famous “Think different” campaign. Once the company proved itself in
terms of technical quality, it was time to establish the connection with the general notion
of success. The campaign “Think different” accomplished just that, where not only
successful, but also influential people from various areas of both business and spiritual
world participated in the campaign and encouraged the audience that it is important, if
not even necessary, to think different. Another important change was introduced during
that period and it revolved around the stylistic development of the products. Hence,
they became more colorful and chicer, which was also reflected in the advertisements.

=  Superlatives and hyperboles (2000’s): Finally, the last decade of Apple Inc.’s
advertising process has been focused on emphasizing the ultimate quality and
incomparable features of their products. The slogans contain various superlatives and
hyperboles, such as ‘bigger than bigger’, ‘the best just got better’, ‘the world’s thinnest
notebook’, ‘this changes everything” and the like.

7.3.2. Participants’ background analysis
The sample overview provided important insights into linguistic and advertising strategies of
the company, which will undoubtedly affect the final conclusions reached in this study. An
equally significant aspect of those deductions is the background information of the participants
who provided their opinion.

The questionnaire was filled out by 19 male and 31 female participants, amounting to

the total of 50. All participants were native speakers of English.
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Figure 9 Gender distribution of participants

When it comes to the age of the informants, it can be seen from the table below that the
majority of the participants - 60% of them - were aged between 21 and 30 years old. The least

frequent groups were the extremes, with two participants aged under 20 and only one over 60.

Table 1 Age distribution

Age Frequency Percent
Valid under 20 2 4.0
21-30 30 60.0
31-40 8 16.0
41-50 7 14.0
51-60 2 4.0
over 60 1 2.0
Total 50 100.0

If age is observed across the category of gender, it is apparent that the male participants were
overall younger than the female ones - with 16 of them aged 21 to 30 and only one male
participant per 31-40 and 41-50 categories. On the other hand, the distribution of age in female
participants was slightly more dispersed (Table 2), although the prevalent group was the same,
with 14 female participants aged 21 to 30 years old.

Table 2 Age distribution across the category of gender

Age
under 20  21-30 31-40 41-50 51-60  over 60 Total
Gender male 1 16 1 1 0 0 19
female 1 14 7 6 2 1 31
Total 2 30 8 7 2 1 50
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As for their nationality, it was versatile. The majority of informants were of Canadian
and British origin, 17 and 16 of them, respectively, while the remaining pool comprised of 11

American and 6 Australian citizens.

18
16
14
12
10

[

Canadian British American Australian

oON B O

Figure 10 Nationality of participants
Another multifaceted variable was the field of work the participants represented. A

glance at the pie chart below reveals that a little over 25% of the participants work in the arts

industry, whereas the percentage of other fields is fairly evenly distributed.
5

Figure 11 Participants’ field of work

= Arts

= Private business

= Administration
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= Law enforcement
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As one of the hypotheses suggests that the score of an advertisement can be influenced
by previous or current ownership of an Apple Inc. product, the participants were asked to
provide information if, at some point, they possessed an Apple Inc. product, how many of them,

for how long and for what purpose. Those who never possessed such an item were asked no
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further questions on this topic and those who used to have an Apple product but have stopped
using it were asked to provide the reason for that decision.

When asked if they have ever owned an Apple product, 46 out of 50 participants gave
a positive answer, while only four of them have never used any product made by this company.
Those who have, mostly used the products for both business and personal use (58% of

informants), while almost one third stated that it was exclusively for personal use.

Table 3 Purpose of using the Apple Inc. products

Purpose of use Frequency  Percent
Valid business 1 2.0
personal use 16 32.0
both business and personal use 29 58.0
Total 46 92.0
Missing System 4 8.0
Total 50 100.0

When it comes to the length of usage, the participants have mainly used these products
over the last ten years. 66% of them declared that it was somewhere between one and ten years,
while 24% of the participants have remained loyal Apple Inc. customers for over a decade
(Table 4). Additionally, the number of owned products was 5.85, on the average. In the range
from owning one product to owning 20 of them, the most frequent number of the owned Apple

products was four (Table 5).

Table 4 Length of usage of the Apple products Table 5 Number of owned Apple products
Length of product usage Frequency Percent N valid 46
Valid for less than a year 1 2.0 Missing 4
for 1 to 10 years 33 66.0 Mean 5.8478
for over 10 years 12 24.0 Median 5.0000
Total 46 92.0 Mode 4.00
Missing System 4 8.0 Minimum 1.00
Total 50 1000 Maximum 20.00

Out of the 46 participants who declared that they have used an Apple product at some
point, 43 are still using them and three have stopped. When asked to provide the reason, two

of them thought the products were too expensive and one found other brands more interesting.

79



7.4. Data analysis and findings

As already mentioned, the participants were asked to evaluate 30 print advertisements,
produced by the company Apple Inc. in the course of the last 40 years. Under each
advertisement, the informants were provided with two questions (Figure 12) and asked for
opinion on each advertisement against two criteria - the well-chosenness of the slogan and the

overall impression of the advertisement.

In your opinion: (1) How well-chosen is the slogan in this advertisement?
2) How pleasing is the advertisement?

- not at all - - extremely -

(1) well-chosen
|. |
(2) pleasing

I:. |

Figure 12 Scales used for advertisement evaluation

The data was collected and analyzed using the IBM’s software for statistical analysis
SPSS. The analysis was conducted based on two separate matrixes, one for the participants and
one for the sample points. Firstly, the measures of central tendency were examined - the mean,
median and mode of each sample point. Next, the main focus was placed on the means, as they
were compared against different variables (such as, literary devices, length and origin of
advertisements etc.) to determine any significant tendencies in the score assignment by the
participants. Lastly, statistical tests for correlation were performed to, first and foremost,
examine the hypotheses, and secondly, uncover any potentially significant connections

between the variables, which might prove interesting for further research.

7.4.1. Measures of central tendency

When it comes to how well-chosen the slogans are, the sample point 23 received the
highest average score, with the mean of 5.64, within the range of 1 to 7 (highlighted in a full-
lined red rectangle, Table 6). Additionally, its median, or “the middle point in a set of scores
that have been arranged in a rank order” (Dorney, 2007:214) is 6, which indicates an even
distribution of response values. Furthermore, the mode of the sample point 23 is 7, which means
that the majority of participants assigned the value of 7 to this advertisement. On the other
hand, the least favorite slogan was in the sample point 21, with the mean of 3.28, the median

of 3 and the mode of 1 (highlighted in a full-lined blue rectangle, Table 6).
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As for the second criterion, how pleasing the slogans are, the mostly preferred
advertisement is the sample point 17 (Table 7). The measures of central tendency indicate that
the participants “think similar” of their favorite advertisement for both criteria - in comparison
with the winning advertisement of the first criterion, the results are almost identical: the mean
of 5.62 (m=5.64 for the sample point 23), the median of 6 and mode of 7. When it comes to the
least pleasing advertisement, this time it was the sample point 13, with the average score of

2.90 out of 7, and the median and mode of 2.

MacBook

Light. Years ahead

-

v Black tie optional. The most colorful way to the Internet.
— L .

Thiok ditkeent

Figure 13 Advertisements with the highest and lowest scores (from left to right: sample point 23, sample
point 21, sample point 17 and sample point 13)

As can be seen in the Tables 6 and 7, the results also show rather unanimous scores of the
second most and least favorite advertisements (highlighted in dashed red and blue rectangles,
respectively). For the well-chosen criterion, it is the sample point 17, with the mean of 5.34,
and for the pleasing criterion, it is the sample point 23, with the average score of 5.58. Thus, it
can definitely be concluded that the sample points 23 and 17 were the highest awarded
advertisements of the sample used in the present study. On the other hand, when it comes to
the least appreciated advertisement, it is the sample point 11 and it is the case for both criteria.
As for the well-chosen criterion, it received a mean of 3.3 out of 7, and for the pleasing one,
the average score was 3.02.

While it is not surprising that the sample points 23 and 17 are highly praised, both for
their slogans and the overall effect, it is slightly unusual that the advertisement with Sir Richard
Branson received such low scores. The entire “Think Different” campaign was one of the most
successful and inspirational ones in the company’s history, it even won television awards, such
as Emmy and Obie (Shields, 2001:205). Following its release, a nationwide poll was conducted
and 38% of the target group deemed it effective (2001:205). The target group was comprised
of 25-29-year-olds, approximately the same group which prevalently chose this advertisement
as their least favorite one in the present study. This could be explained by different reasons.
First of all, it is probable that many participants, especially the younger ones, are not that

familiar with the works of Sir Richard Branson. Secondly, the low score could be attributed to
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the plain black and white design of the advertisement, as well as the lack of the actual product
in it. Finally, this sample point does not contain a slogan per se (except for the name of the
campaign), and consequently, there are no literary devices to draw and keep the attention of the
audience. On the other hand, the sample point 21 contains both a slogan and a word play in the

form of an implicature, as well as the image of the product, yet it was also deemed unsuccessful.

Table 6 Measures of central tendency of the criterion “well-chosen”

N
Valid Missing Mean Median Mode Std. Deviation
SP01_well_chosen 50 0 4.5200 5.0000 5.00 1.91918
SP02_well_chosen 50 0 4.2600 4.0000 4.00 1.91461
SP03_well_chosen 50 0 4.4200 5.0000 6.00 2.12939
SP04_well_chosen 50 0 3.9600 4.0000 4.00 1.96874
SP05_well_chosen 50 0 4.1400 4.0000 4.00 1.87366
SP06_well_chosen 50 0 4.4600 4.0000 4.00 1.74040
SP07_well_chosen 50 0 4.3200 4.0000 3.00 1.75476
SP08_well_chosen 50 0 4.3600 5.0000 5.00 2.01788
SP09_well_chosen 50 0 4.1800 4.5000 6.00 1.93454
SP10_well_chosen 50 0 4.0200 4.0000 5.00 1.80125
'SP11_well_chosen 50 0 33000  3.0000 2002 1.70533
"SI well chosen T 50 0o 35200 35000 200189320
SP13_well_chosen 50 0 3.4800 3.0000 2.00 2.05277
SP14_well_chosen 50 0 3.4000 3.0000 2.00 1.79569
SP15_well_chosen 50 0 4.4400 4.5000 4.002 2.00163
SP16_well_chosen 50 0 4.1400 4.0000 4.00 1.67831
SP17_well_chosen 50 0 53400 50000 700 1.43726!
Cot e 50 0o 43200 50000 600 LB
SP19_well_chosen 50 0 4.4000 4.5000 2.002 1.96915
SP20_well_chosen 50 0 4.2600 4.0000 4.002 1.91461
SP21_well_chosen 50 0 3.2800 3.0000 1.00 2.13847
SP22_well_chosen 50 0 4.0800 4.0000 4.00 1.90424
SP23_well_chosen 50 0 5.6400 6.0000 7.00 1.48131
SP24_well_chosen 50 0 4.9400 5.0000 6.00 1.77752
SP25_well_chosen 50 0 4.7600 5.0000 5.002 1.77925
SP26_well_chosen 50 0 5.2400 5.5000 7.00 1.59796
SP27_well_chosen 50 0 4.3600 5.0000 5.00 1.77005
SP28_well_chosen 50 0 4.6400 5.0000 6.00 1.80430
SP29_well_chosen 50 0 4.5000 4.0000 4.00 1.66905
SP30_well_chosen 50 0 4.6800 5.0000 5.00 1.28476

a. Multiple modes exist. The smallest value is shown
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Table 7 Measures of central tendency of the criterion “pleasing”

N
Valid Missing Mean Median Mode Std. Deviation
SP01_pleasing 50 0 4.3200 5.0000 6.00 2.02474
SP02_pleasing 50 0 3.8600 4.0000 4.00 1.82958
SP03_pleasing 50 0 4.1200 5.0000 5.00 1.93401
SP04_pleasing 50 0 3.5400 3.0000 2.00 1.87584
SP05_pleasing 50 0 4.0600 4.0000 4.00 1.75441
SP06_pleasing 50 0 3.7200 4.0000 4.002 1.70282
SPO07_pleasing 50 0 3.8400 4.0000 2.00 1.87747
SP08_pleasing 50 0 3.7800 4.0000 2.002 2.01312
SP09_pleasing 50 0 3.9000 4.0000 4.00 1.75255
SP10_pleasing 50 0 3.8800 4.0000 4.00 1.70999
'SP11_pleasing 50 0 30200  3.0000 200  1.58423!
5P 2 pleasing 50 0o 3.3800 3.0000 200161485
SP13_pleasing 50 0 2.9000 2.0000 2.00 1.71726
SP14_pleasing 50 0 3.2000 3.0000 4.00 1.60357
SP15_pleasing 50 0 4.3400 4.0000 4.00 1.88019
SP16_pleasing 50 0 3.7800 4.0000 4.00 1.56870
SP17_pleasing 50 0 5.6200 6.0000 7.00 1.36860
SP18_pleasing 50 0 3.7400 4.0000 3.00 1.86055
SP19_pleasing 50 0 3.7800 4.0000 2.00 1.76462
SP20_pleasing 50 0 4.0000 4.0000 4.00 1.64130
SP21_pleasing 50 0 3.3400 3.0000 1.00 2.15340
SP22_pleasing 50 0 4.4200 5.0000 5.00 1.77385
SP23 pleasing 50 0 55800 60000 700 152650
Ls'b'z'i'_'ﬁféééi'ﬁé """""""" 50 0o 46000 50000 - 400 7055
SP25_pleasing 50 0 4.8800 5.0000 6.00 1.68596
SP26_pleasing 50 0 5.1400 5.0000 6.00 1.49843
SP27_pleasing 50 0 4.5800 5.0000 5.00 1.83047
SP28 pleasing 50 0 4.7600 5.0000 7.00 1.75616
SP29_pleasing 50 0 4.4200 4.0000 4.00 1.52650
SP30_pleasing 50 0 4.7000 5.0000 5.00 1.29756

a. Multiple modes exist. The smallest value is shown

As for the evaluation of advertisements observed in regard to whether they contain
literary devices or not, it can be concluded that those sample points which contained at least
one literary device were awarded a slightly higher overall score than the ones without any form
of word play. As Table 8 indicates, responses to both criteria provide higher means when an

advertisement contains a literary device.
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Table 8 Overall means for advertisements with and without literary devices

Literary devices N Mean Std. Deviation  Std. Error Mean

Mean (well-chosen) yes 22 4.3191 51932 11072
no 8 4.2925 .71498 .25278

Mean (pleasing) yes 22 4.1345 .59510 .12688
no 8 4.0300 .91869 .32481

Additionally, examining the number of literary devices in slogans rendered significant
results. The number of literary devices within a single slogan ranged from 0 to 3, thus the
cutting value of 2 was established and the advertisements observed in two categories - those
with none or one literary device and those with two or three literary devices. Predictably, the
advertisements containing a higher number of literary devices received higher scores against
both criteria, with the overall means of 4.4367 and 4.2350, for the well-chosen and pleasing
criteria, respectively. In contrast, the advertisements with no or only one literary device scored

4.2289 for the well-chosen criterion and 4.0211 for the pleasing one (Table 9).

Table 9 Overall means for advertisements with up to and over two literary devices

Number of literary devices N Mean Std. Deviation = Std. Error Mean
Mean >=2.00 12 4.4367 21129 .06099
(well-chosen) <2.00 18 4.2289 .70478 .16612
Mean >=2.00 12 4.2350 .34883 .10070
(pleasing) <2.00 18 4.0211 .83106 .19588

The difference in means in both Table 8 and Table 9 would have perhaps been more
striking if the sample contained an even distribution of advertisements with and without literary
devices. The ratio of 22 (of those with) to only 8 (of those without) could potentially weaken
the statistical significance of such a comparison, which leaves space for further research and,
in this sense, a more controlled balance of sample points.

The length of the slogans in the evaluated sample was measured in the number of words.
The shortest slogan consisted of only two words, while the longest one was comprised of 19.
The average slogan length in the sample was 8.23 words, with the standard deviation of 5.07.
If the length of the slogans is observed in relation to the average scores given, it is noticeable
that those advertisements with fewer words received slightly higher average scores, with the
mean of 4.3170 for the well-chosen criterion and that of 4.2050 for the pleasing criterion. In
contrast, the means of the slogans consisting of 11 to 19 words were 4.3020 and 3.9100 for the

well-chosen and pleasing criteria, respectively (Table 10). The greater difference between the
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means of the pleasing criterion indicates that the slogan length might be a more important factor
if the overall impression of the advertisement is at stake, than in instances when the main focus

is on the slogan.

Table 10 Overall means for the slogan length of advertisements

Length (in words) N Mean Std. Deviation Std. Error Mean
Mean 2-10 20 4.3170 .69055 .15441
(well-chosen)  11-19 10 4.3020 14312 .04526
Mean 2-10 20 4.2050 .81178 .18152
(pleasing) 11-19 10 3.9100 .18505 .05852

When it comes to the date of origin of the advertisements, the evaluation results can be
seen in Table 11. It is important to mention that the participants were not presented with the
advertisements in the chronological order of the four categories observed here, but the order of
questions was utterly randomized. Thus, the participants were not influenced by the temporal
aspect of the sample points. Apart from the first category (1970s), it can be concluded that there
is a positive correlation between time and scores assigned by the participants. Thus, the means
for the well-chosen criterion accordingly increase with the passing of time (4.02 for 1980s,
4.22 for 1990s and 4.61 for 2000s), which is also true of the means for the pleasing criterion
(3.68 for 1980s, 3.92 for 1990s and 4.64 for 2000s). The exception from this tendency seen in
the 1970s category could be due to the uneven distribution of the advertisements in this
category, with only three sample points, whereas the other three categories contain

approximately the same number of advertisements (9, 8 and 10, respectively).

Table 11 Overall means for the date of origin of advertisements

Date of origin N Mean Std. Deviation = Std. Error Mean

Mean (well-chosen) 1970s 3 4.4000 13115 .07572
1980s 9 4.0289 .38899 .12966

1990s 8 4.2225 .60629 .21436

2000s 10 4.6120 .64285 .20329

Mean (pleasing) 1970s 3 4.1000 .23065 13317
1980s 9 3.6800 .31922 .10641

1990s 8 3.9200 .81969 .28980

2000s 10 4.6420 57746 .18261

Lastly, the means were observed across the category of the slogan-image synergy. Out

of 30 print advertisements in the evaluated sample, 15 contained this effect, where the slogan
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was either activated or illustrated by the image. The other 15 did not possess such an effect,
with the accompanying image most frequently showing the advertised product. As can be seen
from Table 12, there is a minor difference in the average scores assigned to the advertisements
containing this synergy and those that do not. The former received means of 4.3387 for the
well-chosen criterion and 4.1653 for the pleasing one, while the latter were awarded with

slightly lower values of 4.2853 and 4.0480 for well-chosen and pleasing, respectively.

Table 12 Overall means for the slogan-image synergy

Slogan-image synergy N Mean Std. Deviation Std. Error Mean
Mean (well-chosen) yes 15 4.3387 67178 17345

no 15 4.2853 .45566 11765
Mean (pleasing) yes 15 4.1653 75957 .19612

no 15 4.0480 .61113 15779

7.4.2. Correlations and hypotheses testing

This thesis set out to examine the use of literary devices in the advertisements of the
company Apple Inc., as well as how successfully they are received by the public. As mentioned
before, four hypotheses have been established at the very beginning of the research process,
investigating both the linguistic features of the advertisements, as well as the influence of
certain aspects of participants’ lives. The following subchapter provides important statistical
information in regard to the hypotheses, which will prove or negate them. The discussion of

these results will be followed by other significant correlations the research rendered.

7.4.2.1. Hypotheses testing

When it comes to the first hypothesis, which assumes that the use of literary devices
affects the overall score assigned to the advertisements, a positive correlation is expected, since
it was presumed that those advertisements with more literary devices would be favored by the
informants, thus acquiring higher scores. Pearson correlation was calculated between the
number of literary devices per slogan and the overall means for both criteria (Table 13). A
rather weak Pearson’s coefficients and the p-values above .05 (r=.123, p=.517 and r=.126,
p=-508) indicate that this correlation is not statistically significant. Despite the slight difference
in the overall score means when considered across the number of literary devices (see Tables 8

and 9), the test proved this tendency within the sample not statistically significant.

86



Table 13 Correlation of the number of literary devices and the overall means of the advertisements

. Number 9f Mean Mean (pleasing)
literary devices (well-chosen)
Number of literary devices Pearson Correlation 1 123 .126
Sig. (2-tailed) 517 508
N 30 30 30
Mean (well-chosen) Pearson Correlation 123 1 917"
Sig. (2-tailed) 517 .000
N 30 30 30
Mean (pleasing) Pearson Correlation 126 917" 1
Sig. (2-tailed) 508 .000
N 30 30 30

**_ Correlation is significant at the 0.01 level (2-tailed).

The second hypothesis proposes that the advertisements are generally better appreciated
when they contain the interplay between words and images. The compared means shown in
Table 12 support this claim, however, since the difference is not striking, this correlation was
further examined using statistical tests. Since one of the compared variables is nominal, a non-
parametric Kruskal-Wallis test was performed. As can be seen from Table 14, the test results
indicate that the difference seen in the means is not statistically significant, with the p-values
drastically above the significance level - .934 for the well-chosen criterion and .663 for the

pleasing one.

Table 14 Correlation of the slogan-image synergy and the overall means of the advertisements

Null Hypothesis Test Sig. Decision
The distribution of Mean (well- Independent- 3
q chosen)is the same across Samples 934 Eﬁﬁam iz
categaries of Slogan-image Kruskal- : hypothesi
SYNEergy. Wallis Test ypothesis.
The distribution of Mean (pleasing) ISndepelndent- Retain the
2 isthe same across categories o K?urg ael_s 663 null
Slogan-image synergy. Wallis Test hypothesis.

Asymptotic significances are displayed. The significance level is .05.

As for the third hypothesis, i.e. that the slogan length affects the score, a negative
correlation was assumed. What this means is that it is expected that the slogans with higher
number of words would receive lower scores. This hypothesis has been influenced by the
chronological change in the advertising layout and assumes that as the time goes by, the slogans
become shorter and shorter. As was indicated in Table 10, there is a slight difference between
the overall means and the length of the slogans, however, since this difference was not large,

further statistical tests were performed to allow for a conclusion. Pearson correlation was
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calculated between the number of words per slogan and the overall means for both criteria
(Table 15). As expected, in both cases the correlation coefficient was negative, with the values
of Pearson’s » of -.044 and -.219 for the well-chosen and pleasing criteria, respectively.
However, the p-value for both correlations is higher than 0.05 (0.818 and 0.244), which

indicates that the correlation between the length of the slogans and the overall scores assigned

by the participants is not statistically significant.

Table 15 Correlation of the length and the overall means of the advertisements

.Length Mean Mean (pleasing)
(in words) (well-chosen)
Pearson Correlation 1 -.044 -.219
Length (in words) Sig. (2-tailed) .818 244
N 30 30 30
Pearson Correlation -.044 1 917"
Mean (well-chosen) Sig. (2-tailed) .818 .000
N 30 30 30
Pearson Correlation -.219 917" 1
Mean (pleasing) Sig. (2-tailed) .244 .000
N 30 30 30

**_Correlation is significant at the 0.01 level (2-tailed).
To further illustrate the distribution of sample points and the strength of correlation, the scatter
plots have been devised. The position of the fit lines indicates that, although there are instances

which support the hypothesis in questions, they are insufficient for a statistically significant

conclusion.
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Figure 14 Scatter plots for the length of slogans and the overall means

The fourth hypothesis was postulated on an assumption that there is a bias among the
participants who use the products of the Apple Inc. company, thus supposing that the more
products a participant has used, the more inclined they are to think highly of the advertisements
of the same company. However, it can be seen from the scatter plots below that the highest

given mean was actually by a person owning only a few products of the company in question.
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In contrast, the participant who has used 15 products gave an overall rather small mean. It could

be even argued that the two participants who owned 15 and 20 Apple products are outliers to

the remaining 44 participants (46 in total, since 4 participants never owned an Apple Inc.

product). When a test is run to closer examine this assumption, it indeed confirms it, as the

SPSS places participants under number 36 and 48 as outliers, with 15 and 20 Apple Inc.

products in their ownership, respectively (Figure 16).
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Figure 15 Scatter plot showing the number of used products and the means for both criteria
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Figure 16 Whisker chart for the number of owned products

Outliers are common in statistical analysis and can often be a result of incorrectly entered data.

However, this was not the case with the present study. In such situations, Dorney suggests the

following (2007:204):

Outliers can also indicate an out-of-the-ordinary but true response, respondent
carelessness, and even intentional silliness on the part of the participant (which
does happen with some participants such as teenage kids). If a close analysis of
the response patterns in the particular questionnaire/record points to one of the
latter options, we should consider deleting the spurious information so that it
does not bias the results. If we cannot make an unambiguous decision as to
whether the outlier reflects a true or an unreal case, we may conduct the main
analyses twice, with and without the outlier, and see if the outcomes will provide
a clue about how to handle the outlier.
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Since neither of the two outliers in the present study are careless teenagers, these two responses
need to be accepted as true. However, the question of their impact still remains, which is why
their removal should be deliberated. While undoubtedly valid, Dorney’s suggestion of a
twofold analysis will most probably not affect the results of this correlation, which is obvious
from the scatter plot itself. If the scatter plots in Figure 15 are imagined without the two outliers,
the remaining “cloud” would still maintain its shape, that is, it would not transform into a linear
composition which indicates a significant correlation. Furthermore, the Pearson’s test of the
correlation between the number of owned products and the average means assigned by the
participants rendered the p-values of .391 for the well-chosen criterion and .585 for the pleasing
one (Table 16). Both values are much higher than the threshold of .05, which indicates that the

sample would need to be drastically different for this correlation to be statistically significant.

Table 16 Correlation of the number of owned products and the overall means of the advertisements

Number of Participant's Participant's
Apple Inc. Mean (well- Mean
products used chosen) (pleasing)
Number of Aople | Pearson Correlation 1 130 .083
umber ot Apple Inc. Sig. (2-tailed) 391 585
products used
N 46 46 46
Participant's M i Pearson Correlation 130 1 .958™
articipant's Mean (well- - o0 "5 tailed) 301 000
chosen)
N 46 50 50
Particioant's M Pearson Correlation .083 .958" 1
articipants Mean Sig. (2-tailed) 585 000
(pleasing)
N 46 50 50

**_Correlation is significant at the 0.01 level (2-tailed).

7.4.2.2. Other significant correlations

Although the performed tests imply that all four hypotheses should be rejected, there
was one variable that proved statistically significant - the date of origin of the print
advertisements. As all sample points were divided into four categories (1970s, 1980s, 1990s
and 2000s), the SPSS found significant differences among them, in terms of several variables.

Using the Kruskal-Wallis test, the category of date of origin was tested against four
other variables: length of slogans, number of literary devices in advertisements and means for
both criteria (well-chosen and pleasing). Table 17 shows that three of these four correlations

were statistically significant.
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Firstly, when it comes to the number of words in slogans, the p-value of .018 indicates
that it is not equally distributed across time, mainly in correlation of the 2000s category with
the other three®. Next, an equal distribution of literary devices across the category of time can
also be rebutted, since the p-value of this correlation is .032. Rather higher correlation was
present between the sample points of the 1970s and 1990s category, with an extremely low p-
value of .006°. Lastly, different means were assigned to advertisements with different date of
origin. There was a strong statistical correlation between these two variables, which can be
seen in the p-value of .007. Furthermore, the difference in means was the most blatant between
the advertisements of the 1980s and 2000s, whose correlation coefficient was .001".
Interestingly, the participants did not express different levels of appreciation for how well-
chosen the slogans were across the four categories of origin. The p-value for this correlation

was .063, which is over the set limit of 0.05 and thus, statistically insignificant.

Table 17 Correlation of the date of origin with other variables

Null Hypothesis Test Sig. Decision

The distribution of Length {in words) ISndepelndent- REHFCt the
1 is the same across categories of K?urg aEI-S .018 nu

Date of origin. Wallis Test hypothesis.

The distribution of Mumber of literary ISndepelndent- Reﬁect the
2 devices is the same across K?urg ael-s .032 [ nu

categories of Date of arigin. Wallis Test hypothesis.

The distribution of Mean (well- ggfnpﬁggent- Retain the
3 chosen) is the same across Kruskal 063 null

categories of Date of arigin. Wallis Test hypothesis.

The distribution of Mean (pleasintgj Isndepelndent- REﬁECt the
4 is the same across categories o K?urg ael_s 007 nu

Date of arigin. Wallis Test hypothesis.

Asymptotic significances are displayed. The significance level is .05.

Perhaps one of the strongest correlations in the present study is the one between the
average overall scores the participants provided for all sample points, for both criteria. As can
be seen from Table 18, this correlation is significant at the 0.01 level, and the Pearson’s r of
.958 indicates an extremely strong relation between how the appropriateness of slogans and the

overall impression of the advertisements were assessed.

> for more detailed statistical data, see Appendix A
& for more detailed statistical data, see Appendix B
7 for more detailed statistical data, see Appendix C
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Table 18 Correlation between the means for the “well-chosen” and “pleasing” criteria

Participant's -
Mean F()well- Part|0|pant"s
chosen) Mean (pleasing)
Participant's Mean (well- Pearson Correlation 1 .958"
chosen) Sig. (2-tailed) 000
N 50 50
Participant's Mean Pearson Correlation .958" 1
(pleasing) Sig. (2-tailed) .000
N 50 50

**_ Correlation is significant at the 0.01 level (2-tailed).

7.5. Discussion
The aim of this thesis was to approach the Apple Inc. advertisements from the applied
linguistics’ point of view and discover certain patterns that reappear throughout the observed
sample, as well as study the public’s opinion of the slogan use and the overall impression of
the advertisements.

When it comes to the linguistic analysis, each sample point was observed in terms of
the literary devices it uses, interaction with the accompanying image and the slogan length.
Additionally, other aspects, of non-linguistic nature, were considered in the hypotheses, as it
has been indicated before that factors such as ownership of certain brand’s products can
positively affect its advertising success rate (Silk and Geiger, 1972; van Mulken, 2005). The
statistical analysis rendered versatile results. The following chapters present an overview of
discrepancies and similarities between the insights obtained in the present study and those
found in previous works on literary devices in advertising, as well as suggestions for further

research.

7.5.1. Comparison with previous studies

In 1994, Leigh published an elaborate research on the use of figures of speech in the headlines
of print advertisements. In regard to the present study, this particular work is important for two
reasons, mainly in terms of the slogan structure and content. Firstly, the length of slogans and
headlines is almost identical. As can be seen from Table 19, with the length range from 2 to 19
words in the present study, the mean of 8.2 and the standard deviation of 5.07 were found.
Although the research done by Leigh examined a much larger sample (2183 print ads), the
average length of the headlines was 8.2 words and standard deviation 5.3 (1994:26). Similarly,

the same number of literary devices was found in both samples: in the range of 0-3 per
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slogan/headline, the average use was 1.1, with the standard deviation of 0.8. What this indicates
is that the length and use of literary devices in advertisements are somewhat predictable,
regardless of the sample size or the type of advertisements (Leigh focused on magazine ads in

four areas: sports, financial, special interest and lifestyle, 1994:24).

Table 19 Average slogan length

N Minimum Maximum Mean Std. Deviation
Length (in words) 30 2.00 19.00 8.2333 5.06974
Valid N (listwise) 30

As for the content of slogans/headlines, the present study found that 73 percent of
advertisements use literary devices, which is congruent with Leigh’s 74.3 percent.
Furthermore, the majority of advertisements in both samples employs puns as the most frequent
literary device. For Leigh’s sample, that number is 413, i.e. 17 percent, while in the present
study, there are 11 slogans containing puns, which makes for the 36.7 percentage (Table 20).
Lastly, when it comes to the headline-picture (or slogan-picture, in this study) linkage, it can
be concluded that it is a rather popular and effective advertising tool (in Leigh’s sample, it was
used in 88.3 percent of advertisements and the research conducted for this thesis found it in
one half of the sample). Thus, it can be concluded that in terms of structure and advertising
approach to language in print advertisements, there are several common principles, mainly

when it comes to length and usage of literary devices.

Table 20 Usage of puns frequency

Frequency Percent

Valid  with puns 11 36.7
without puns 19 63.3
Total 30 100.0

Due to such high frequency of literary devices in advertisements, one of the hypotheses
in this study proposes that there is a positive correlation between the usage of literary devices
in slogans and the affection they created in the recipients, i.e. the score given by the participants
of the study. In their study on tropes in print advertisements, Toncar and Munch (2001)
examined the same hypothesis. Testing the attitude towards and recollection of ads, on a sample
of 108 subjects and a fictitious brand of bicycles, they proved that “the use of tropes will result

in a more favorable attitude toward the ad than will explicit claims” (2001:58). Such conclusion
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is not in congruence with the result found in the present study, which refuted the hypothesis
claiming that the use of literary devices in slogans affects the score. The reason behind this
discrepancy lies perhaps in a slightly different approach, since Toncar and Munch analyzed
solely tropes, while the present study focused on various literary devices. Additionally, their
participants’ pool was twice as big (108 subjects opposed to 50 in this study), and the sample
equally distributed, meaning that half of the group was exposed to the explicit claims and half
to those with tropes, whereas in the present study all participants evaluated all 30 sample points.

Additionally, Toncar and Munch tackle the topic of information processing and argue,
based on the previous research overview they provide, that the advertisements containing
tropes may trigger more favorable attitude in audience, but that they also require more time and
effort to be understood. They explain it as follows (2001:57):

The increased processing required to understand the trope may result in
communication failure. Viewers may be unwilling or unable to focus sufficient
processing to understand the trope correctly. Thus, an important consideration
in the examination of the effects of tropes in print advertising is the viewer’s
motivation to process the information in the ad.

This is why Toncar and Munch controlled their subjects and conducted the research only among
low involvement subjects, expecting to obtain more objective results in this manner. As for the
study conducted for this thesis, such approach was not applied during the empirical process,
but could be a potential consideration for further research (to be discussed later).

In a study published in Journal of Pragmatics in 2005, van Margot et al. explored how
the usage of puns in advertisements affects their appreciation. As was already mentioned, the
present study used a slightly adjusted evaluation tool applied by van Margot et al., consisting
of two criteria - the one of well-chosenness and the one of pleasantness. The comparison
between the groups of advertisements with and without puns “revealed that slogans containing
a pun were appreciated more than those without a pun” (2005:714). Compared with the results
presented by van Margot et al., the appreciation means for both criteria in the present study
differ slightly, but enough to render statistically insignificant correlations. Namely, as can be
seen from Table 21, the average scores for both criteria were almost identical in advertisements
with and without puns, which further statistical analysis confirmed as insignificant difference.
Although the scales and participants pool were quite similar (48 females and 20 makes in van
Margot’s experiment and 31 and 19, respectively, in the present one), the studies rendered
different results. Once again, the cause could lie behind the distribution of puns across samples,
since van Margot et at. controlled this factor - their sample consisted of three groups of

advertisements, i.e. without puns, puns with one relevant meaning and puns with two relevant
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meanings, while the sample in this thesis was analyzed with a more general approach and a

simple division into two categories - advertisements with and without puns.

Table 21 Evaluation means across the puns category

Puns N Mean Std. Deviation ~ Std. Error Mean

with 1 4.3200 .61981 .18688

Mean (well-chosen) without 19 4.3074 .54789 .12570
with 11 4.0982 72727 .21928

Mean (pleasing) without 19 4.1116 .67159 .15407

A similar study was conducted in 2011 by Delbaere, McQuarrie and Phillips, in which
they examined and contrasted participants’ response to advertisements containing metaphors
and those containing personified metaphors (Figure 17). Namely, they wanted to find out
whether the audience anthropomorphizes certain products and thus, brands, while exposed to
their advertisements. As they explain, “the outcomes of personification might include (1)
increased attributions of brand personality, and (2) increased emotional connections with the
brand” (2011:123). Establishing an emotional connection with a brand (whether through
anthropomorphism in advertising or satisfaction by a purchased product) is a factor various
studies consider rather important (Silk and Geiger, 1972; Toncar and Munch, 2001; van
Mulken, 2005). This is why one of the hypotheses in the present study suggests that ownership
of the Apple Inc. products may affect the score assigned to the evaluated advertisements.
However, contrary to the study performed by Delbaere, McQuarrie and Phillips, who concluded
that “personification metaphors [...] encouraged consumers to anthropomorphize, [...] also
made a positive emotional response to the brand more probable, and produced more positive
attributions of brand personality” (2011:127), findings of the present study did not reach a
statistically significant positive correlation in regard to the influence of an emotional

connection on the evaluation results.
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Figure 17 Example of personified and non-personified metaphors used in Delbaere, McQuarrie and

Phillips’s study (2011:125)
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Nonetheless, Delbaere, McQuarrie and Phillips emphasize personification as one of the
most effective advertising tools and argue that personification is a much more refined way of
approaching and reaching consumers, who are increasingly becoming wary of explicit claims
and spokes characters (2011:128). Furthermore, in his detailed analysis of the famous Apple
Inc.’s advertising campaign “Get a Mac” - perhaps the company’s most personified campaign
- Livingstone (2011) describes it as “a brilliant example of advertising’s use of the spectacle to
build brand community and engage consumers in a game of meaning, [...] as Apple
meticulously creates a viewer experience of positive association with Mac and negative
association with PC.” (2011:225). Similarly, this has also been a conclusion reached throughout
the present study, based on the various advertising trends and features that protruded during the

analysis.

7.5.2. Discussion of the results
The empirical part of this study was based on four hypotheses and factors such as, the number
of literary devices in slogans, the existence of slogan-image synergy, the slogan length, the
number of owned Apple Inc. products and many more. The data analysis performed in SPSS
unfortunately did not reach any statistically significant conclusions which would allow for the
confirmation of these theories. This chapter aims to explore potential reasons behind such state
and discuss other important correlations that presented themselves in the analyzed sample.
Starting with the first hypothesis, which proposes that it is more likely for
advertisements to receive a higher score if they contain more literary devices, it can be argued
that one obstacle in reaching affirmative results could have been the inability of the participant
to decipher and actually understand all the puns, metaphors and other literary devices used in
the advertisements. Both Toncar and Munch (2001) and van Mulken (2005) claim that
misinterpretation of literary devices in advertisements happens rather often and that it is an
advertising tool which, despite offering various advantages, also entails certain downsides. Van
Mulken et al. found that “in approximately 25% of the case, participants incorrectly identified
the slogan as containing a pun (and vice versa)” (2005:714), while Toncar and Munch conclude
that “when advertisers use incomplete product claims, such as tropes, they might lose control
of the message and run the risk that receivers will miscomprehend the claim” (2001:63). Even
though all participants in the present study were native speakers of English - a variable
controlled precisely for the purpose of better understanding of literary devices - the statistical
analysis showed that there was no difference between the scores assigned to advertisements

containing playful usage of language and those without it.
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As for the second hypothesis, which attempted to prove that the advertisements with
the synergy between the slogan and the image would be more appreciated than those without
it, the same explanation could be applied as for the first hypothesis. If taken into consideration
that the sample point 11 (Figure 18) is amongst the advertisements with the lowest evaluation
scores (with the means of 3.3 and 3.02 for the well-chosen and pleasing criteria, respectively),
it is apparent that this particular pool of participants did not have appreciation for the slogan-
image synergy. Sample point 11 is one of the advertisements with the most prominent
connection between the words and the accompanying picture, yet the audience either failed to

notice it or did not deem it as a valuable or amusing advertising tool.

Figure 18 Sample point 11

When it comes to the third hypothesis, it argued that the length of slogans affects the
score, namely, that the shorter advertisements would receive higher scores. However, this was
not the case, since no statistically significant correlations were found between the number of
words and the overall scores, and the hypothesis was thus rejected. What was rather interesting
in exploration of this particular variable is that not many studies have been conducted on the
subject of slogan length in advertising and how it is perceived by the public. The present study
tried to tackle this issue, however, although the overall means of the slogans containing fewer
words were slightly higher than the average scores of the wordier advertisements, the statistical
correlation was insignificant (Tables 10 and 15). Such conclusion leaves space for further
research, perhaps one which would focus exclusively on comparing and contrasting form
versus length of advertisements.

Based on a research done by Silk and Geiger (1972), the present study attempted to
establish a positive correlation between the number of owned Apple Inc. products and the

scores given to the company’s advertisements. The initial assumption was that the owners are
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fostering a bias toward these products, motivating them to perceive the advertisements of the
same brand as more valuable. As Silk and Geiger explain (1972:22):

Advertising researchers have frequently found positive associations between
measures of advertising exposure and those of favorable disposition toward the
product, such as [...] past usage or recent purchase. Such correlations have
generally been interpreted as a manifestation of the process of selective
exposure - i.e. ‘audiences tend to expose themselves selectively to those
messages which best fit their existing predispositions or inclinations.’

However, when correlated, the number of used products and average scores for both criteria
(well-chosenness and pleasantness) showed a weak, statistically insignificant connection. What
this shows, at least in the case of the present study and without further research, is that when it
comes to the advertisement evaluation, the audiences are much more objective than initially
assumed.

Finally, a plausible explanation behind the rejection of all four hypotheses in the case
of this particular pool of participants could lie in the fact that the strongest correlation in the
sample was found between the average scores assigned to the advertisements for the two
criteria. As can be seen from the scatter plot below (Figure 19) and the statistical data presented
in Table 18 (Pearson’s r of .958 and the significance level lower than .01, with the p-value of
.000), this indisputably linear correlation indicates that the participants did not make a drastic
distinction between how they view slogans and how they perceive the entire advertisement.

Hence, it is not impossible that certain linguistic features remained unnoticed by the

participants and were not taken into consideration during the process of evaluation.

oo

Participant's Mean (pleasing)

Participant's Mean (well-chosen)

Figure 19 Scatter plot of participants’ means for both criteria

Nonetheless, the correlation matrix obtained in this study offered several statistically
significant insights. Regardless of the four hypotheses, a connection was found between the
date of origin of advertisements and variables such as, the length of slogans, number of literary

devices and the average score for the criterion of pleasantness (see Chapter 7.4.2.2 of this
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thesis). These correlations provide a valuable insight into how the print advertisements of the
Apple Inc. company have changed over the course of time. Since the first advertising campaign
in the middle of 1970s until the today, the length of slogans has decreased, the number of
literary devices used in ads has become higher and the overall effect the advertisements leave
on the recipients has improved, as the participants in this study deem the newer Apple Inc.
advertisement more pleasing.

Needless to say, this thesis approached the advertising field of the company with an
intention to reach more general conclusions in terms of linguistic structure and influence the
advertisements have on the audience. In an attempt to include and explore numerous features,
both of linguistic and non-linguistic nature, not a lot of space was left for more detailed
examination of each and every one of these facets, which is why further research might render

even more precise and statistically significant results.

7.5.3. Suggestions for further research

During the process of literature collection and analysis for this thesis, it became quite clear that
not a lot of research had previously been done on the linguistic aspects of the Apple Inc.
advertisements. The majority of studies dealt either with the various advertising strategies of
the company, or with the linguistic evaluation of advertisements in general, but never
specifically of the Apple Inc. ones. Thus, the research field remains vast and there are numerous
directions for further study.

As for the methodology applied in the present study, one suggestion would definitely
be in regard to the questionnaire format and the sample of advertisements. As Likert scales,
used as an evaluation tool here, have been extensively debated and defined as a potential factor
for skewedness of results (see Chapter 7.2.3 of this thesis), it could prove interesting to test the
assigned scores on a slightly different scale - for example, one without the middle point or with
both positive and negative values. Furthermore, since the strongest link in the correlation
matrix was found between the means for the two criteria - indicating that the participants
evaluated the well-chosenness of the slogan and the overall pleasantness of the advertisements
in the same manner - it would be highly advisable to conduct a research where these two criteria
are separate, thus testing whether the format of the survey did, indeed, affect the final results.

When it comes to the evaluated sample, which consisted of 30 print advertisements with
a slogan and the accompanying image, it is important to point out that the linguistic features
tested in the present study were not equally distributed across the sample. The aim of this

research was to gather a random sample of the Apple Inc.” print advertisements and then
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determine what it was comprised of. Hence, the ratio of advertisements with literary devices
and the ones without them was not proportionate (22 and 8 respectively); distribution of
categories such as the advertisement’s date of origin and existence of the slogan-image synergy
was also not uniform. These would all be variables which, when controlled, might render
different results.

When it comes to the participants of the study, an opportunity for further research could
be found in their (in)ability to recognize and understand puns, metaphors and other literary
devices used in advertisements. Van Mulken et al. (2005) tested this factor in their study, yet
even though “the participants mainly consisted of students, a majority of whom acknowledged
being fond of word games” (2005:716), one quarter of them failed to discern any form of word
play while answering the questionnaire. Moreover, van Mulken et al. report that much greater
appreciation was noticed for the advertisements without puns in the instances when the
audience actually did think they contained at least one pun (2005:716). Thus, it is advisable
that a closer attention be paid to the participants’ awareness of literary devices and their use in
advertising.

Lastly, taking into consideration the importance of Steve Jobs’ influence on the
advertising strategy of the company (see Introduction and Chapter 7.3.1.2.1 of this thesis), it
could prove interesting to observe if and how the Apple Inc.’s advertisements have changed
following Jobs’ passing in 2011. Although the company has since launched various innovative
products and remains successful, there have also been those who claim that the advertising
strategies have suffered. As Business Insider reports, “Jobs had an amazing ear for advertising.
He made a lot of classic, fantastic ads for Apple. Since his death, Apple’s marketing has been
off” (Jay Yarow, Business Insider, 2013). Hence, a contrastive comparison of the print
advertisements the company has published before and after 2011 might provide additional

insights into the structure and content of their advertising campaigns.
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8. Conclusion

This thesis has attempted to explore the world of Apple Inc.’ print advertisements, approaching
it from the linguistic perspective and trying to deduce whether certain features of language use
are more appreciated by the audience than some others. A sample of 30 print advertisements
has been analyzed in terms of literary device usage and an additional research conducted via
the survey filled out by 50 participants, stating their opinion for each sample point, both on the
matter of slogans and the overall satisfaction with advertisements.

As far as literary devices are concerned, the sample analysis found that almost two
thirds of the sample use at least one (sometimes three) forms of figurative speech, a result
which is in accordance with the study done by Leigh (1994). Furthermore, a comparison of
advertisements across the four chronological categories (i.e. 1970s, 1980s, 1990s and 2000s)
revealed that the advertisements belonging to the last category - that is, the newer ones - were
much shorter in length. This insight is a significant indicator of how much the concept of print
advertisements has changed in such a short period of time and is a reflection of societal changes
as the main driving force behind adaptations in the field of advertising.

As for the evaluative part of the research, it rendered less conclusive results. Contrary
to the insights reached by Toncar and Munch (2001) and van Mulken et al. (2005), the
participants of this study did not show different appreciation for advertisements with literary
devices, opposed to those without them. Furthermore, it was not statistically confirmed that the
existence of slogan-image synergy in advertisements skews the participants’ responses in favor
of those print ads where the meaning of a slogan is activated or illustrated by the accompanying
image. Similarly, since it has been observed that slogans tend to become shorter with time, it
was assumed that the audience would appreciate advertisements with fewer words much more
than the wordier ones. However, the participants in this study did not let the slogan length affect
their scores. Moreover, the fact that none of the examined linguistic features caused any sort of
appreciation bias poses a question whether the audience actually recognized, and subsequently,
understood them, or if, on the other hand, it was simply a matter of personal preference and
other, non-linguistic factors that is behind such results. Exploring these non-linguistic facets
was also one of the aims of the thesis, which is why an attempt was made to establish

statistically significant correlations between the assigned scores and factors such as ownership
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of the Apple Inc. products, length and purpose of usage, field of work and education level of
the participants and similar. As no significant influence has been found, such assumptions could
not be confirmed in the present study, but it is possible that different results might ensue if the
experiments were to be repeated with a larger body of participants.

Finally, one of the main aims of this thesis has been to contribute to the linguistic
analysis of advertising, but more precisely, to provide linguistic insights into the Apple Inc.
print advertisements. As literature on the linguistic aspects of the company’s advertising is
rather scarce, this thesis represents an attempt to broaden the scope of this research field and
pose as a starting point for further, more elaborate linguistic exploration of the advertising

world within the company Apple Inc.
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10. Appendices

APPENDIX A: Detailed Kruskal-Wallis test for the category of date of origin in

correlation to length of slogan

Sample1-Sample2 oSt & Std. < Std-Teste iy < Adj.sig.
2000s-1990s 9.150 4156 2.201 .028 166
2000s-1980s 10.067 4.026 2.500 012 074
2000s-1970s 14.400 5.768 2.497 .013 .075
1990s-1980s 917 4.258 215 .830 1.000
1990s-1970s 5.250 5.932 .885 376 1.000
1980s-1970s 4.333 5841 742 458 1.000

APPENDIX B: Detailed Kruskal-Wallis test for the category of date of origin in

correlation to the number of literary devices

Sample1-Sample2 i e St o M TSRS Sin. $ AdiSig®
1990s-1980s 3.333 4048 823 410 1.000
1990s-2000s -7.350 3.952 -1.860 063 377
1990s-1970s 15.500 5.640 2.748 .006 .036
1980s-2000s -4.017 3.828 -1.049 294 1.000
1980s-1970s 12167 5.554 2.190 .028 A7
2000s-1970s 8.150 5.484 1.486 A37 824
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APPENDIX C: Detailed Kruskal-Wallis test for the category of date of origin in

correlation to the overall mean for the pleasing criterion

Sample1-Sample2 ng?ﬁ & Esrtr(tl).r & ssttdatl:f:t; Sig. = Adj.Sig.~
1980s-1990s -2.472 4.275 -.578 563 1.000
1980s-1970s 6.889 5.866 1.174 .240 1.000
1980s-2000s -13.122 4.043 -3.246 .001 .007
1990s-1970s 4.417 5957 a4 458 1.000
1990s-2000s -10.650 4174 -2:552 .01 .064
1970s-2000s -6.233 5.792 -1.076 .282 1.000

APPENDIX D: Questionnaire used for data collection

Age:

Gender:
O male
O female

Nationality (if double, provide both):

Place of birth (town and country):

Place of current residence (town and country):

Education - provide your highest degree:
O high school

college

BA

MA

PHD

other

SO0 00
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Indicate the field(s) of your study (either ongoing or completed):
(e.g. Medicine, Marketing, English, IT...)

Indicate the field(s) of your work (either ongoing or completed):
(e.g. Medicine, Marketing, English, IT...)

Have you ever owned an Apple Inc. product?
o Yes
o No

(If ‘Yes’) For what purpose?

o For business

o For personal use

o Both for business and for personal use
o For other purposes (please state which)

(If ‘Yes’) For how long have you been using Apple Inc. products?
o For less than a year
o For 1 to 10 years
o For over 10 years

(If ‘Yes’) How many Apple Inc. products have you owned so far (please state the number)?

(If ‘Yes’) Do you still use Apple Inc. products?
< Yes
% No

(If ‘No’) Why have you stopped using Apple Inc. products?

o I wasn't happy with the quality
I had a different perception of the product before I bought it
I find other brands more interesting

SO0

other (please state your reason)
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For the next 30 advertisements, please answer the questions next to them:

Black tie optional.

Think different:

Simplicity
is the
ultimate
sophistication.

Introducing
Aj X
the personal
computer.

In your opinion: (1) How well-chosen is the sl in this adverti t?
(2) How pleasing is the adverti t?
- not at all - - extremely -
(1) well-chosen
L )
(2) pleasing
]
In your opinion: (1) How well-chosen is the slogan in this adverti t?
(2) How pleasing is the adverti 2
- not at all - - extremely -
(1) well-chosen
(2) pleasing
In your opinion: (1) How well-chosen is the slogan in this adverti: t?
(2) How pleasing is the adverti t?
- not at all - - extremely -
(1) well-chosen
)
(2) pleasing
]
In your opinion: (1) How well-ch is the sl in this adverti: t?
(2) How pleasing is the adverti t?
- not at all - - extremely -

(1) well-chosen

@

(2) pleasing
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WHEN YOURE BANANAS ABOUTAPPLE:

In your opinion: (1) How well-chosen is the

]

‘

(2) How pleasing is the adverti

- not at all -

(1) well-chosen

L

(2) pleasing

Chic. Not geek.

e ol b gt o shamscd warghan & Hubdfer

iPhone 6

Bigger than bigger

(1) well-chosen

logan in this adverti: t?
2
- extremely -
)
)
In your opinion: (1) How well-ch is the slogan in this adverti: t?
(2) How pleasing is the advertisement?
- not at all - - extremely -
(1) well-chosen
)
(2) pleasing
)
In your opinion: (1) How well-ch is the slogan in this adverti 4
(2) How pleasing is the adverti t?
- not at all - - extremely -
(1) well-chosen
@ )
(2) pleasing
)
In your opinion: (1) How well-ch is the slogan in this adverti t?
(2) How pleasing is the adverti 2
- not at all - - extremely -

(2) pleasing
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Apple announcesa
technological breakthrough
of incredible proportions.

Youdontneed a

ball to see where
multimedia is going,
What you need 152 box.

MacBook

Light. Years ahead.

<~

In your opinion: (1) How well-ch is the sl in this adverti: t?
(2) How pleasing is the adverti t?
- not at all - - extremely -
(1) well-chosen
L )
(2) pleasing
)
In your opinion: (1) How well-chosen is the slogan in this adverti t?
(2) How pleasing is the adverti 2
- not at all - - extremely -
(1) well-chosen
)
(2) pleasing
)
In your opinion: (1) How well-ch is the slogan in this adverti t?
(2) How pleasing is the adverti t?
- not at all - - extremely -
(1) well-chosen
@ )
(2) pleasing
)
In your opinion: (1) How well-ch is the sl in this adverti: ?
(2) How pleasing is the adverti t?
- not at all - - extremely -

(1) well-chosen

@

(2) pleasing
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The most colorful way to the Internet.

@

Think different.

ot

The plot thins.

The new PowerBook G3.

“Think differen

Take Macintosh out
foratestdrive.

Qu vest Apple will be urveiled September 22th,
\t‘im}mwm—almm-myﬂm quitelike it ‘

Well show you how to
play the media better than Bush,
Clinton and Perot put together.

In your opinion: (1) How well-chosen is the slogan in this adverti

(2) How pleasing is the adverti ?
- not at all - - extremely -
(1) well-chosen
L )
(2) pleasing
)
In your opinion: (1) How well-ch is the slogan in this adverti t?
(2) How pleasing is the adverti t?
- not at all - - extremely -
(1) well-chosen
L )
(2) pleasing
)
In your opinion: (1) How well-ch is the sl in this adverti: t?
(2) How pleasing is the adverti t?
- not at all - - extremely -
(1) well-chosen
L )
(2) pleasing
)
In your opinion: (1) How well-ch is the slogan in this adverti: t?
(2) How pleasing is the adverti t?
- not at all - - extremely -
(1) well-chosen
)
(2) pleasing
)
In your opinion: (1) How well-chosen is the slogan in this adverti: t?
(2) How pleasing is the adverti ?
- not at all - - extremely -

(1) well-chosen

(2) pleasing
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Afunny thing
happens whényou design
acomputer everyone
can use.

[

When it comes
to multimedia, you have
two options.

Plug and play. Plug and pray.

1)
. >

It’s only rock and

It’s OK to stare.

In your opinion: (1) How well-chosen is the slogan in this advertisement?

(2) How pleasing is the adverti £

- not at all -

(1) well-chosen

- extremely -

L

(2) pleasing

®

In your opinion: (1) How well-chosen is the slogan in this advertisement?

(2) How pleasing is the adverti 2
- not at all -

(1) well-chosen

- extremely -

L

(2) pleasing

L

In your opinion: (1) How well-chosen is the slog

(2) How pleasing is the adverti: 1?

- not at all -

(1) well-chosen

in this adverti:

- extremely -

L

(2) pleasing

s

In your opinion: (1) How well-chosen is the slogan in this advertisement?

(2) How pleasing is the adverti 2
- not at all -

(1) well-chosen

- extremely -

L

(2) pleasing

L
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professional, ad industisl

e,
Sdiscatian, seientific,
- And each winner wi

i choose from.  fong st af
u
oo Havels & =
wio " The conteitamis March ), 550, All winness
3 % Entry forms are vailable at your pactcipating
creative writing. - - Apple deals, Call SO0 535 5655, (90-642-92%5 -

ik an ey lank. il . Then et an
Loicre 1000 o, ek

Nl o i B sosgmceand sy |

& A fury of independent fudges will cact the

OF Adam”
5 Copertiho, CASSINL -+

The

uges will also choose 16 additional

udges will
iners, two exch from elght cotegories:

Haner s mtaar s

Itcanpaint

like Kandinski

v

and teachyou
wh

Amazing whats
Macintosh these

d

oing into

ays. _

In your opinion: (1) How well-chosen is the slog

in this adverti

(2) How pleasing is the adverti t?
- not at all - - extremely -
(1) well-chosen
@ )
(2) pleasing
In your opinion: (1) How well-chosen is the slogan in this adverti: t?
(2) How pleasing is the adverti t?
- not at all - - extremely -
(1) well-chosen
(2) pleasing
In your opinion: (1) How well-ch is the slogan in this adverti: ?
(2) How pleasing is the adverti t?
- not at all - - extremely -

(1) well-chosen

(2) pleasing

In your opinion: (1) How well-chosen is the slogan in this advertisement?

2

(2) How pleasing is the adverti
- not at all -

(1) well-chosen

- extremely -

L

(2) pleasing
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In your opinion: (1) How well-chosen is the slogan in this advertisement?
(2) How pleasing is the adverti ?

-not at all - - extremely -

(1) well-chosen
L

(2) pleasing
@

The pack that kept you organized in the 70s.

In your opinion: (1) How well-ch is the slogan in this adverti: ?
(2) How pleasing is the adverti t?

- not at all - - extremely -

(1) well-chosen
L

(2) pleasing
@

In your opinion: (1) How well-chosen is the slogan in this advertisement?
(2) How pleasing is the adverti t?

o world's thinnest notebook. MacBook Air

-not at all - - extremely -

(1) well-chosen
@

_gj!ll A (2).1)leasmg

iPhone 4

This changes everything. Again.

In your opinion: (1) How well-chosen is the slogan in this advertisement?
(2) How pleasing is the adverti 2

-not at all - - extremely -

(1) well-chosen
L

(2) pleasing

In your opinion: (1) How well-chosen is the slogan in this advertisement?
(2) How pleasing is the adverti 2

Advanced security. o }

Right at your fingertip. /"\, )

-not at all - - extremely -

(1) well-chosen
L

(2) pleasing
@
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Zusammenfassung

Werbung wird am haufigsten als eine Forderung von Waren und Dienstleistungen definiert, die
zu einem besseren Verkauf von beiden flihrt (Leech, 1966; Cook, 2001). Um ihre Marke
innerhalb eines groflen Wettbewerbs in einem stindig wachsenden Markt zu hervorzuheben,
greifen Werbetreibende auf verschiedene Strategien zuriick, um bedeutsam zu bleiben. Neben
der Marketing-Taktik ist die Sprache eines der méchtigsten Werbemittel, weshalb die Sprache
der Werbung auf einer bestimmten Sprache basiert, die vollgepackt mit Superlativen und
Lobpreisungen ist. Wie mehrere Studien belegen (Leigh, 1994; Toncar und Munch, 2001; van
Mulken et al., 2005; Delbaere et al. 2011), ist der Einsatz vielseitiger literarischer Mittel in der
Printwerbung weit verbreitet. Wortspiele, Phrasen, Metaphern, Félle von Intertextualitidt und
Implikation, um nur einige zu nennen, werden alle haufig verwendet, um die Aufmerksamkeit
der RezipientInnen auf sich zu ziehen und das beworbene Produkt anzupreisen. Das Ziel dieser
Studie ist es, eine linguistische Analyse der Printwerbung der Apple Inc. durchzufiihren und
festzustellen, ob die 6ffentliche Wahrnehmung dieser Werbung abhingig von der Verwendung
literarischer Mittel oder anderer linguistischer und nicht-sprachlicher Merkmale variiert. So
wird eine Stichprobe von 30 Printanzeigen von 50 TeilnehmerInnen bewertet und die gleiche
Stichprobe in Bezug auf Struktur und literarische Mittel untersucht. Die Schlussfolgerungen
dieser Arbeit bieten nicht nur einen Beitrag zur Linguistik der Werbung, sondern dariiber hinaus

auch eine linguistische Analyse der Apple Inc.-Werbung.

Schliisselworter: Werbung, Sprache, Diskursanalyse, literarische Instrumente, Printwerbung,

Wortspiele, Metaphern, Intertextualitit, Apple Inc., Steve Jobs
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