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INTRODUCTION

The development of digital technologies has radically changed the ways of
communication between brands and consumers. Online advertising, which was initially
considered an auxiliary marketing tool, has today become the main channel of
interaction, combining verbal, visual, audio, kinetic and interactive elements. It forms
a new type of communication discourse, characterized by a high level of
personalization, interactivity and adaptation to consumer behavior. The study of this
phenomenon becomes especially relevant in the context of the development of artificial
intelligence, machine learning algorithms and multimodal strategies, which change the
way advertising messages are formed and their perception by the audience. Online
advertising is one of the main objects of research in modern linguistics, since it not
only transmits information about a product or service, but also influences the formation
of social norms, language practices and cultural trends. The study of advertising
discourse allows us to identify how global brands use language to build effective
communication, what stylistic and pragmatic strategies are used to attract the audience,
and what multimodal techniques contribute to a better perception of advertising

content.

Relevance of the study. Modern digital advertising is constantly evolving, using
the latest technologies to enhance its impact on consumers. Automated algorithms for
analyzing user behavior, personalized advertising strategies, and the integration of
augmented reality are significantly changing the approach to creating advertising
content. The expansion of multimodal advertising formats that combine text, images,
video, and interactive elements is especially important. In this regard, the analysis of
advertising discourse becomes necessary to understand its linguistic features and

mechanisms of influence.

The relevance of the study is also due to the fact that leading global brands adapt their
communication in accordance with the characteristics of different markets. This

requires an analysis of not only general trends in advertising, but also the specifics of
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its implementation in a global environment. In addition, the development of
technologies changes consumer behavioral patterns, which also affects the linguistic

and communicative strategies of advertising.

Purpose, object and subject of the study. The purpose of the work is to analyze
linguistic and multimodal strategies used in the advertising discourse of global brands
in the digital environment. The study is aimed at examining the verbal, visual and audio
components of advertising, as well as determining their role in creating an effective
advertising message. The object of the study is online advertising of leading global
brands operating in the digital environment. The subject of the study is linguistic and
multimodal features of advertising discourse, methods of their interaction and

influence on the target audience.
Research objectives:

- to analyze the theoretical foundations of advertising discourse, determine its

structural and linguistic features;

- to investigate the evolution of online advertising and factors influencing its

development in the digital environment;

- to consider multimodal aspects of advertising, to determine the interaction of

its textual, visual and audio elements;

- to investigate the advertising strategies of the world's leading brands and their

impact on consumers;

- to analyze advertising texts and their multimodal components using the

methods of content analysis, discursive analysis and comparative approach.

Research methods. The work uses modern methods of analyzing advertising
discourse, which allow for a comprehensive consideration of its structural, linguistic
and multimodal features. Content analysis is used to identify the most commonly used
language structures in advertising messages. Discursive analysis helps to determine the

features of advertising discourse from the point of view of its impact on consumers.



The semiotic approach is used to study the visual and audio components of advertising
that interact with textual elements. Comparative analysis methods make it possible to
assess how advertising strategies change depending on the cultural context and market
specifics. Pragmatic analysis is also used, which allows us to consider the role of

implicatures, rhetorical devices, and stylistic techniques in advertising texts.

The work consists of an introduction, three chapters, conclusions, a list of sources used
and a summary. The first chapter examines the theoretical foundations of online
advertising, its evolution, multimodal strategies. The second chapter is devoted to the
analysis of advertising campaigns of the brands Apple, Nike and Coca-Cola, in
particular their language strategies and creative approaches. The third chapter focuses
on current trends in online advertising, such as personalization, multilingualism, and

semiotics.



1. THEORETICAL FOUNDATIONS OF
ONLINE ADVERTISING RESEARCH

Today, online advertising is an integral part of marketing strategies, allowing
brands to effectively interact with their audience. Its impact is felt at all levels of
communication - from a regular advertisement to large-scale digital campaigns that
attract millions of users. The development of this area directly depends on
technological changes, the expansion of the digital space and increased competition,
which forces companies to look for new approaches to attract the attention of
consumers. The evolution of online advertising has gone from static banners to
dynamic interactive formats that adapt to user behavior. Modern advertising messages
are no longer just texts with commercial content, but multi-level communicative
structures that combine graphics, video, sound and personalized algorithms. That is
why the study of the linguistic features of digital promotion is becoming increasingly
relevant, because it allows us to understand what language tools make advertising

content really effective.

1.1. The research of advertising discourse in Linguistic

Advertising discourse is one of the dynamic areas of modern linguistics, as it
combines linguistic, cognitive, pragmatic and sociocultural aspects of communication.
Its study is aimed at revealing the mechanisms of influence of linguistic means on the
consumer and analyzing the strategies that ensure the effectiveness of commercial

messages.

Researchers such as Tim Cook (2001), Myers (1994) and Goddard (2002)
consider advertising discourse in the context of its functions and features, emphasizing
its persuasive (convincing) nature. Cook defines advertising as a complex type of
communication that uses both verbal and non-verbal elements to achieve influence on
the audience. Myers emphasizes that advertising forms not only consumer habits, but

also social guidelines, using metaphors, stereotypes and associative mechanisms. One
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of the central issues in the study of advertising discourse is its linguistic structure.
Halliday (1994) examines advertising text through the prism of system-functional
grammar, analyzing how syntactic and semantic structures affect the perception of the
message. Another approach is proposed by Fairclough (1995), who examines
advertising within the framework of critical discourse analysis, paying attention to its
ideological and manipulative functions. From a lexical point of view, advertising
discourse is characterized by the use of expressive means, such as epithets, metaphors,
similes and hyperboles. Leech (1966) indicates that advertising messages actively use
evaluative vocabulary and positively colored words to create a desired image of the
product. In addition, researchers such as Piller (2001) emphasize the polycode nature
of advertising texts, where the combination of words, images, fonts and colors forms a

single semiotic space.

An important direction of research is the analysis of the pragmatics of
advertising discourse. Grice (1975) in his theory of the cooperative principle explains
how advertising violates or intentionally manipulates the maxims of communication to
create an attention-grabbing effect. For example, the violation of the maxim of truth
can be expressed through exaggeration or generalization: slogans such as “The best
choice for everyone” or “100% efficiency” demonstrate this feature. The syntactic
features of advertising discourse are also the subject of study. Simpson (2001)
emphasizes that advertising texts often use short, imperative constructions (“Buy
now!”, “Try it today!”), which contributes to a direct impact on the consumer.
Personalization through second-person pronouns (“you”) is also widely used, which
creates the effect of direct appeal to the addressee. Sociolinguistic studies of
advertising discourse [59] analyze how the language of advertising adapts to different
cultural environments and influences social norms. For example, advertising for the
American market often uses the language of individualism and success (“Be the best
version of yourself”), while advertising for Asian markets emphasizes harmony and
collectivism (“Together we grow”). Recent studies demonstrate that advertising
discourse evolves along with technology and media platforms. Al-Saidat (2020)

emphasizes that digital advertising introduces new linguistic strategies, such as



interactivity, personalized appeals, and the use of hybrid text formats (combining text,

emoji, and visual elements).

Therefore, the study of advertising discourse in linguistics encompasses a sufficient
number of theoretical approaches, from pragmatics and stylistics to cognitive and
sociolinguistic analysis. Its features are determined not only by the function of
persuasion, but also by adaptation to different communicative contexts, cultural

features, and technological changes.

1.2. The Evolution of Online Advertising: From Banners to Al Integration

From its first banner ads in the 1990s, the development of online advertising has
transformed into a high-tech industry that uses machine learning algorithms,
personalized strategies, and multimodal approaches to effectively engage consumers.
This evolution demonstrates how advertising communications are changing in
response to technological advances, audience behavioral characteristics, and new
media opportunities. Research on the development of online advertising occupies an
important place in modern marketing and linguistic science. Over the past decades, its
mechanisms have undergone significant changes, which has affected not only the
structure of the advertising message, but also the ways in which it is created and
perceived. It is worth noting that online advertising today is not just a sales tool, but a
complex mechanism of influence that combines social, psychological, and linguistic

aspects of communication.

The growth of the popularity of social platforms such as Facebook, Twitter, Instagram,
and YouTube was caused another transformation of the advertising industry. In 2007,
Facebook launched the advertising platform Facebook Ads, which allowed companies
to segment their audience in detail by interests, behavioral characteristics, and
demographic data. Advertising messages on social networks have become multimodal,

which has affected their linguistic structure. Ad texts have begun to contain elements
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of interactivity, emojis, hashtags, and personalized appeals. Smith (2018) research
shows that social media advertising often uses an informal style of speech, adapted to
specific user groups. The emergence of video advertising and streaming platforms has
further changed the approach to marketing communication. YouTube, TikTok and
Instagram Reels have become the main platforms for brand promotion, which has made
video content the main format of advertising messages. The latest stage of development
of online advertising is associated with the use of artificial intelligence and machine
learning algorithms. Modern advertising platforms such as Google Ads, Facebook Ads
and Amazon Advertising use Al to automate processes and personalize content.
Artificial intelligence affects advertising in several key directions. First, algorithms
analyze user behavior and predict which ads will be most relevant to them. Second, Al
technologies allow brands to create dynamic content that adapts to the needs of a
specific user. For example, unique ads can change based on interests, geolocation, or
previous search queries. The development of voice assistants such as Siri, Alexa and
Google Assistant has also opened up new opportunities for advertising. Brown (2021)
research shows that voice search queries are shaping a new type of advertising
messages that are focused on speech. This forces marketers to adapt content to natural

language stylistics, avoiding complex structures and technical terms.

The evolution of online advertising demonstrates how technology is changing
advertising communication, making it more personalized, interactive and effective.
From simple banner ads to complex Al algorithms, advertising is adapting to consumer
behavioral characteristics and new digital formats. In the future, the development of
artificial intelligence, augmented reality and voice technologies will contribute to
further changes in the marketing field, making advertising messages even more

accurate and focused on the individual user.

1.3. Multimodal Advertising in the Digital Environment

Advertising in the digital environment has changed significantly, becoming a

multimodal phenomenon that combines text, images, sound, video and interactive
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elements to maximize the impact on the consumer. Linguistic analysis of advertising
discourse indicates that the combination of different communication modalities
enhances the effectiveness of the advertising message, influencing the cognitive and
emotional processes of the audience. Scholars such as Kress & van Leeuwen (2006),
Bateman (2014) and Forceville (2020) explore multimodality as a phenomenon of
modern discourse, emphasizing that advertising is no longer a linear textual message,
but a complex visual-communicative product. It functions in an environment where
traditional verbal strategies interact with visual, auditory and interactive components,
forming new mechanisms of influence on consumers. Multimodality in advertising is
particularly significant due to its ability to influence the audience through several
sensory channels simultaneously. Jewitt (2009) notes that the combination of text,
color, font characteristics, video and audio materials create unique communication

patterns that attract consumers to actively interact with advertising content.

Main components of multimodal advertising. The verbal component of

advertising remains central, but its structure changes depending on the platform and
communicative situation. Tim Cook (2001) notes that modern advertising tends to
gravitate towards abbreviated text formats, which are effectively complemented by
visual and audio elements. For example, in social networks, text parts of advertising
are often minimized and integrated into graphic content. The visual component is a key
element of multimodal influence. Roland Barthes (1977) emphasizes that images in
advertising perform not only an illustrative function, but also independently create
meaning. His research on the semiotics of advertising proves that the combination of
symbolic images with text creates additional connotations that enhance the advertising
message. The audio level of advertising, studied by Van Leeuwen (1999), includes not
only music and sound effects, but also voice timbre, rhythmic features of speech and
sound logos that contribute to brand recognition. A study by Cian, Krishna & Elder
(2015) demonstrates that music in advertising can evoke emotional responses that
directly affect consumers’ attitudes towards the brand. Kinetic and interactive
components are becoming increasingly important in the digital environment. A study

by Evans (2022) notes that animated elements in digital advertising attract attention
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30% more effectively than static banners. In addition, the development of augmented
reality and interactive content creates conditions for direct consumer interaction with
the brand. The linguistic structure of advertising messages varies depending on the
multimodal environment. The trend towards the use of slogans that are integrated into
visual content is widespread. Leech (1966) notes that advertising texts often have
hidden implications that are revealed only when combined with images or videos.
Metaphors and symbolism play an important role in multimodal advertising. Forceville
(2016) points out that visual metaphors in advertising allow you to reduce the text
volume of the message, conveying complex concepts through images. For example,
Apple advertising often uses minimalist visual solutions that emphasize the
innovativeness of the brand without unnecessary textual explanations. Analysis of
advertising messages on social networks reveals the active use of emojis, GIFs and
gamified elements. Danesi (2017) notes that the use of emojis in advertising changes

the structure of text perception, making the message more emotionally expressive.

The audience’s engagement with advertising content depends on the level of
integration of multimodal components. Moriarty (2009) notes that advertising that
combines multiple sensory channels increases memorability and emotional response
by 40%. A study by Wedel & Pieters (2008) found that advertising that combines text,
video, and interactivity elicits higher levels of engagement, as the consumer is not only
passively receiving information, but also interacting with it. Current research confirms
that personalizing multimodal advertising, thanks to artificial intelligence and machine
learning algorithms, can significantly increase the effectiveness of advertising
campaigns. Napoles (2021) notes that adapting advertising content to user behavioral

characteristics helps increase conversion and improve user experience.

Development of digitalLet's see at the image of multimodal advertising to have an

agreement with information upper (Fig. 1):
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Figure 1. Frequency of Multimodal Advertising Components in Digital Campaigns

Thanks to this, we understand that visual elements (95%) are the most used in digital
advertising, as images and videos are the best at attracting attention. Verbal content
(85%), including slogans and text descriptions, helps to form a clear advertising
message. Audio elements (70%), such as music and sound effects, enhance the
emotional impact and make the advertisement more recognizable. The kinetic
component (60%), which includes animation and movement, attracts attention,
especially in video advertising. Interactive technologies (75%), such as augmented

reality and gamification, increase audience engagement.

Multimodal advertising is a key element of modern digital communication,
combining text, visual, audio and interactive components. Linguistic analysis shows
that successful advertising messages are created on the basis of an integrated approach,
where verbal content interacts with other communication elements to enhance the
effectiveness of the impact. The development of digital technologies, artificial

intelligence and augmented reality opens up new opportunities for personalization of



13

advertising messages, which makes multimodal advertising even more interactive and

effective.

1.4. Online Advertising of Global Brands

Online advertising of global brands is the main object of research in modern
linguistics and marketing communications. It demonstrates how linguistic, visual and
technological strategies adapt to dynamic changes in the digital environment and the
peculiarities of the international market. The study of advertising discourse of global
companies allows us to reveal the mechanisms of its influence on consumers by
analyzing the choice of lexical, stylistic and structural elements in combination with
multimodal means of communication. The literature on this issue indicates that
advertising of global brands goes beyond traditional marketing concepts, transforming
into a complex system of communicative practices. The works of Cook (2001), Myers
(1994) and Goddard (2002) analyze advertising discourse as a form of linguistic
influence that combines persuasive rhetorical techniques, emotionally colored
vocabulary and culturally adapted messages. On the other hand, research by Kotler &
Keller (2016) emphasizes that online advertising of global brands is based on the
concept of integrated marketing communications, where content personalization and
adaptation of advertising strategies to the specifics of local markets play an important
role. For example, Apple focuses on minimalism and elegance, Nike emphasizes
motivational messages, and Coca-Cola creates advertising that evokes an emotional
response. This graph shows the average performance of advertising campaigns from
different brands, measured by click-through rate (CTR), engagement rate, and

conversion rate (Fig. 1.2).
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Figure 1.2. Comparative analysis of the effectiveness of advertising campaigns

Linguistic analysis of online advertising of global companies demonstrates that
the texts of advertising messages are built on the principle of brevity, emotionality and
recognizability. Leech (1966) notes that advertising messages should be as concise as
possible and effectively convey the key idea of the brand. In this regard, slogans of
companies such as Nike ("Just Do It"), McDonald's ("I'm Lovin' It") or Apple ("Think
Different") have become an integral part of the world's cultural heritage. Rhetorical
techniques play an important role in creating effective advertising content. Goddard
(2002) notes that advertising uses epithets, metaphors, hyperboles and rhetorical
questions to enhance emotional impact. For example, statements such as "Unmatched
quality", "The ultimate experience", "Designed for you" create a sense of uniqueness
and exclusivity of the product. Global companies use different strategies for adaptation
depending on the region. For example, McDonald's changes its menu and advertising
messages to suit local tastes and traditions: in China, the emphasis is on family values,
in the US, on speed and convenience, and in India, the company offers more vegetarian
options due to religious preferences of the population. Nike also adapts its advertising

depending on the audience. In Europe, its campaigns often emphasize personal
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achievements and individuality, while in Asia, there 1s a greater emphasis on team spirit
and shared motivation. Coca-Cola in Latin America uses bright, emotional
commercials that emphasize friendship and spending time together, while in
Scandinavian countries the brand focuses more on cleanliness, naturalness and
sustainability of the product. The next figure shows how brands are using multimodal
elements in digital advertising (Fig. 1.3).

Kinetic

Interactive

Auditory
10.0%

15.0%

40.0% 25.0%
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Figure 1.3. Using multimodal elements in digital advertising

Research by Fairclough (1995) proves that modern advertising is not only an
informational, but also an ideological tool that shapes consumer values and beliefs. For
example, Apple advertising does not simply promote products, but also creates an
image of a creative, independent personality that is in harmony with innovation and
technological progress. Analysis of sociolinguistic aspects of advertising discourse
[59] shows that advertising messages adapt to the cultural characteristics of different
markets. In the US, advertising is often focused on individual achievements ("Be the
best version of yourself"), while in Asian countries, messages related to harmony and
community ("Together we grow") dominate. The development of artificial intelligence,
augmented reality, voice assistants, and automated algorithms has changed the way

brands interact with consumers. Artificial intelligence (Al) was one of the first tools in
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digital advertising. Machine learning systems analyze user behavior, preferences, and
interactions with content to create personalized ads. For example, Google Ads
algorithms predict which products a consumer might be interested in based on their
previous searches. Augmented reality (AR) and virtual reality (VR) are opening up
new opportunities for interactive advertising. Brands like IKEA are already using AR
to let customers virtually place furniture in their space before making a purchase.
Similarly, cosmetics companies like L’Oréal offer users the ability to “try on” makeup
using mobile apps. If we create a graph comparing engagement with specific types of
ads, we get (Fig. 1.4). This graph shows the average level of user engagement for
different ad formats: video, banners, social media, interactive ads, and search ads.

100 — = =

Engagement Rate (%)

T T
Video Ads Banner Ads Social Media Ads Interactive Ads Search Ads
Advertising Format

Figure 1.4. Level of audience engagement in different advertising formats

In addition to linguistic analysis, an important aspect of the study is the visual
component of advertising. Barthes (1977) indicates that advertising is a semiotic
system, where each visual element carries a certain symbolic meaning. For example,
the color red in Coca-Cola advertising is associated with energy, celebration and
dynamism, while the black and white scale in Chanel advertising creates a feeling of
elegance and sophistication. Research by Jewitt (2009) confirms that multimodal

advertising messages have a higher level of audience engagement compared to
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traditional text formats. The use of animation, video and interactive elements in
advertising campaigns by Apple, Nike and Samsung demonstrates the importance of
dynamic content in the digital environment. Modern brands are actively using
augmented reality (AR) technologies and interactive platforms to enhance interaction
with consumers. Napoles (2021) notes that personalized advertising, which adapts to
users' behavioral preferences, demonstrates a significantly higher level of

effectiveness.

Global brands are forced to take into account socio-cultural characteristics when
creating advertising campaigns. Hofstede (2010) proves that culture directly affects the
perception of advertising messages, so companies adapt their strategies according to
the specifics of each region. For example, McDonald's in the USA uses images of
individual success, while in Japan it emphasizes family values and traditions.
Advertising campaigns aimed at a European audience often contain elements of humor,
which is confirmed by research by Kotler & Keller (2016). At the same time,
advertising in Arab countries follows a more conservative approach, as it takes into

account religious and social norms.

Research into online advertising of global brands provides insight into how
linguistic, visual and multimodal strategies work together to create effective
communication models. Linguistic analysis shows that the success of advertising
campaigns depends not only on the use of persuasive linguistic constructs, but also on
adapting content to the cultural context and audience characteristics. Multimodal
advertising of global companies relies on the latest technologies, including artificial
intelligence, augmented reality and personalized algorithms, which allows brands to

create unique experiences of interaction with consumers.
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Conclusions to Chapter 1

Chapter 1 offered a broad overview of evolution of advertising discourse
functions, and the impact of multiple ideas, concepts, and trends in linguistics and
communication. Starting from basic definitions, the chapter examined how language
in advertising is carefully constructed—mnot only to inform, but to persuade, shape
perception, and create emotional connections with the audience. A central point raised
in this chapter is that online advertising has transformed into a dynamic and interactive

form of communication, far removed from its earlier static nature.

It has become dynamic, interactive, and highly responsive to audience needs
and context. As advertising moved from traditional media into the digital space,
language strategies had to adapt accordingly. Campaigns today rely on personalization,
real-time engagement, and the blending of multiple modes—text, visuals, sound, and
interactivity. This shift has turned advertising into a complex discourse that

communicates across different platforms and cultural boundaries.

Another significant focus of the chapter was the emergence and growing
relevance of multimodal advertising in digital communication. Modern ads rarely rely
on words alone—they combine linguistic content with visual symbols, brand colours,
typography, and other semiotic cues. This allows brands not only to deliver their
message more effectively but also to reinforce emotional tones and create stronger
brand identity. The linguistic message becomes more powerful when it is supported by
meaningful design choices. This theoretical background is necessary for understanding
the strategies used by global brands like Apple, Nike, and Coca-Cola. These companies
don’t just advertise products—they tell stories, create emotional experiences, and
establish values through language. Whether it’s through a minimalist slogan, a
powerful call to action, or culturally adapted copy, the way they use language reveals
a great deal about their brand identity and communication priorities. To sum up,
Chapter 1 provided the necessary conceptual tools to analyze online advertising from
a linguistic angle. It showed that advertising today is shaped by personalization,

cultural sensitivity, and multimodal discourse.
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2. ONLINE ADVERTISING CAMPAIGNS OF THE BEST WORLD BRANDS

The second chapter is devoted to the detailed analysis of language strategies and
communication techniques used by leading global brands in online advertising. The
main focus of this chapter section is on the study of linguistic features of advertising
texts that contribute to the formation of a positive brand image, strengthen the
emotional connection with the target audience and ensure effective interaction with

potential consumers.

The relevance of such research is due to the significant increase in competition in the
digital space, which forces brands to actively seek new linguistic approaches and
creative solutions in order to keep the audience's attention. The language of advertising
is becoming one of the main tools of competitive advantage, since it is through
competently constructed advertising messages that brands can clearly present their
values, form a recognizable style and emotionally attach consumers to themselves. In
order to ensure maximum accuracy of the analysis within this chapter, three global
brands were selected that are leaders in their segments and are known for the success
of their advertising campaigns: Apple, Nike and Coca-Cola. The choice of these
companies is due to the fact that each of them has its own clearly expressed strategy of
linguistic communication, which differs from the others and at the same time
demonstrates unique linguistic features. In addition, they regularly use multimodal
approaches, combining text, visual and audio elements to achieve maximum
communicative effect, which creates additional interest from the point of view of the
analysis of linguistic structures. In the sub chapters, a detailed analysis will be carried
out of how each of the brands uses specific linguistic techniques and techniques that
ensure the effectiveness of their advertising. In result, this concerns how Apple, Nike
and Coca-Cola build their communication using imperative forms, personal appeal,
emotional vocabulary and metaphorical images. Particular attention will also be paid
to linguistic aspects that allow creating a sense of personalization, inclusiveness,

emotional resonance and creativity, which contribute to increasing consumer loyalty.
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An important part of the analysis will be a comparison of the linguistic strategies
of the selected brands, which will allow identifying both common features and
fundamental differences in the construction of advertising discourse. This will allow
not only to better understand how linguistic techniques affect the audience, but also to
outline the features of the formation of successful advertising speech in the modern
digital space. In addition to linguistic analysis, this section will also use examples of
advertising campaigns with their detailed analysis, supplemented by comparative
tables, graphs and other visual materials to more fully illustrate the conclusions drawn.
So, the main goal of the second section is to identify and analyze the linguistic features
of the advertising discourse of global brands in the online environment, as well as to
study how these features influence the audience and ensure the success of their

advertising campaigns.

Numerous studies and industry reports provide quantitative evidence of how
effective online advertising can be, especially for those leading brands that leverage

best practices. Some notable statistical insights include:

1. Brand Awareness: Search ads and other online ad formats can dramatically uplift
brand recognition. For example, research shows that paid search ads can increase
brand awareness by around 80% [8] Even display ads, often used for awareness,
make an impact — consumers are 155% more likely to search for a brand after
seeing a display advertisement [5], indicating that online ads drive curiosity and

brand exploration.

2. Return on Investment (ROI): Online campaigns deliver strong financial returns
when executed well. On average, businesses make about $2 in revenue for every
$1 spent on pay-per-click (PPC) advertising [8]. This 2:1 ROI underscores why
digital ad spend keeps rising. In fact, more than half of companies say online ads
are their most cost-effective marketing channel. One contributing factor is that
many online ads use a pay-per-click model, so advertisers only pay when a user
actively engages (clicks) — this model, combined with precise targeting, can

yield a high ROI compared to traditional media.


https://www.sender.net/blog/advertising-statistics/#:%7E:text=Display%20Advertising%20Statistics
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3. Conversion and Sales Impact: Online advertising tends to reach consumers with
high purchase intent and can drive conversions more efficiently than some
organic methods. Visitors who click online ads are 50% more likely to make a
purchase than those who arrive via organic search results [14]. In the case of
search engine ads, they often target users already looking for related products,
leading to higher conversion rates. Even exposure to display ads has a
downstream effect: users who were exposed to display advertising are 59% more
likely to eventually convert (make a purchase or desired action) after conducting
a related search [5]. These statistics affirm that well-targeted online ads not only

attract clicks but also translate into tangible sales outcomes.

4. Engagement Metrics: Engagement with online ads can be measured in ways
traditional ads cannot. For instance, the average click-through rate (CTR) for
social media ads is about 1.36% as of 2023 [13] (meaning out of 100
impressions, roughly 1.36 people click the ad). While that may seem small, it is
significantly higher than the CTR for typical banner ads in the early 2000s and
represents millions of interactions daily at scale. Moreover, newer formats like
video ads often see higher engagement — e.g., platforms like Facebook and
Instagram report conversion rates around 8—10% for well-crafted video ads [5].
High engagement is also evident in the time users spend with content: interactive
ads and branded mini-games can lead to minutes of active engagement, a huge

win in an industry where attention is the most valuable currency.

5. Mobile Advertising Effectiveness: With most consumers now on smartphones,
mobile ads are crucial and effective. Statistics show that 78% of mobile searches
result in an offline purchase in the near term [5]- a testament to how mobile
search ads drive action. Additionally, 94% of Facebook’s ad revenue comes
from mobile users, reflecting the dominance of mobile platforms for
engagement. Advertisers have optimized for this, and as a result mobile ad
campaigns have propelled significant growth; one report noted that advertising

influences about $2 of every $3 spent on mobile devices [13]. In other words,


https://www.webfx.com/ppc/statistics/#:%7E:text=18.%2080,%28Source
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two-thirds of consumer spending on mobile can be traced back to some form of
advertising stimulus, underscoring the effectiveness of reaching users on their

phones.

Overall, these data points illustrate that when online advertising campaigns are well-
strategized — using persuasive messaging, smart targeting, and engaging content — they
can yield substantial benefits for brand visibility, audience engagement, and sales
growth. It is clear why leading global brands continue to invest heavily in online
advertising: the digital medium not only allows them to reach billions of people, but
also provides measurable returns and insights, creating a virtuous cycle of continual
improvement in campaign effectiveness [15-16]. As the digital advertising ecosystem
evolves, staying attuned to these metrics and trends will remain critical for brands

aiming to maintain their edge in the marketplace.

2.1. Linguistic Analysis of Advertising Strategies: Apple

Apple's advertising discourse is distinctively characterized by its concise linguistic
style, simplicity, and profound emotional resonance. The primary objective of Apple's
communication is not merely the promotion of technology products but rather the
cultivation of an innovative brand identity, associated closely with lifestyle, personal

experience, and creativity [17].

A hallmark of Apple's linguistic strategy is the frequent use of short, memorable
slogans and messages that swiftly embed themselves into everyday speech. A prime
example is the renowned slogan “Think Different” [18], which employs the
imperative form of the verb, directly addressing and encouraging consumers toward
creativity, individuality, and innovation. From a linguistic standpoint, this imperative
command effectively positions Apple as a transformative and visionary brand,

motivating the audience to align themselves with its progressive values.

Apple also strategically applies concise yet impactful phrases that effectively

communicate core product concepts. Slogans such as “This changes everything” or
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“The biggest thing to happen to iPhone since iPhone” (figure 2.1) [19] exemplify
simplicity combined with hyperbolic expression, engaging consumers emotionally and
generating excitement around new product launches. The linguistic precision and
persuasive simplicity of these slogans ensure instant comprehension and positive

emotional reactions from the target audience.

iPhone 5

Figure 2.1 - The biggest thing to happen to iPhone since iPhone
Additionally, personalized communication is deeply integrated into Apple’s
advertising texts, frequently employing second-person pronouns such as “you” and
“your.” This direct linguistic approach generates a sense of individual attention,
effectively creating the perception of personal interaction between the brand and
consumers. Such personal appeal significantly strengthens emotional bonds, enhancing
consumer loyalty by transforming audiences into active participants in the dialogue

established through Apple's advertisements.

Metaphors and symbolic language constitute another crucial aspect of Apple's
advertising discourse. Campaigns often feature sophisticated linguistic creativity, such
as the phrase “Light. Years ahead” [20] for the MacBook Air. Here, the dual meaning
of “light” cleverly connects the literal characteristic of the product's weight with the
metaphorical implication of technological advancement and innovation. This use of
linguistic creativity and wordplay not only captures attention but also enhances
cognitive engagement and associative thinking, effectively embedding Apple's

innovative image in consumers’ minds [21].

To clearly illustrate these linguistic features, a comparative analysis of best Apple
advertising slogans is provided in Table 2.1 below, highlighting linguistic techniques

used and their intended communicative effects.
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Table 2.1 — Linguistic Techniques Used in Apple Advertising Campaigns

Slogan Linguistic Intended Effect
Technique(s)

“Think Different” Imperative, Inspires creativity,
motivational call promotes individualism

“This changes everything” Hyperbole, emotive | Creates anticipation,
appeal emotional engagement

“The biggest thing to happen | Hyperbole, Emphasizes innovation and

to iPhone since iPhone” wordplay significance

“Light. Years ahead” Wordplay, Highlights product
metaphor innovation and elegance

To further substantiate the analysis, Figure 2.1.1 visually illustrate the frequency and
prevalence of linguistic techniques—such as imperatives, hyperbole, personal appeals,

and metaphors—in Apple’s advertising campaigns.

Sit_nplicity The pack that kept you onized in the’70s.
is the 7

ultimate
sophistication.

Introducing
AppleII,
the personal
computer.

Figure 2.1.1. — Frequency of Linguistic Techniques in Apple's Advertising Campaigns
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In conclusion, Apple's linguistic strategies in advertising stand out due to their carefully
structured conciseness, emotional depth, and creative use of language. These
techniques successfully communicate the brand’s central values of innovation and
exclusivity, reinforcing a strong, emotional relationship with consumers and

significantly enhancing brand perception and loyalty.

2.2. Nike: Inclusive Language and Emotional Impact

Nike's advertising discourse is distinguished by its powerful use of inclusive language,
emotional narratives, and motivational rhetoric, designed to inspire diverse consumer
audiences. Central to Nike’s linguistic strategy is the consistent encouragement of
individual and collective empowerment through carefully structured and emotionally

resonant linguistic techniques.

A distinctive feature of Nike’s language is the frequent utilization of imperatives and
direct commands, exemplified by the globally recognized slogan “Just Do It.” From
a linguistic perspective, this imperative statement not only promotes action but
simultaneously conveys an inclusive message, directly engaging consumers by
implying their active participation in the narrative. Nike’s linguistic approach thus
establishes a compelling emotional dialogue with the audience, fostering a personal

sense of ambition, determination, and motivation.

Moreover, Nike strategically incorporates inclusive and collective language, regularly
featuring pronouns such as “we,” “us,” and “you” to create an environment of
solidarity, unity, and shared goals among consumers. For instance, slogans such as
“You Can't Stop Us” and “Together, We Can Change Everything” utilize inclusive
language to generate a collective identity among diverse groups. Linguistically, such

inclusive pronoun usage serves to eliminate barriers between the brand and the

consumer, positioning Nike as a supportive partner in the consumer’s personal journey.

Nike’s advertising campaigns also heavily rely on emotional storytelling and narratives

featuring themes of overcoming adversity, breaking boundaries, and achieving
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greatness. The linguistic representation of these themes is often enhanced by emotive
and vivid language, aiming to resonate deeply with audiences on both an individual
and communal level. For example, campaigns such as “Dream Crazier” and “Find
Your Greatness” explicitly use emotionally charged vocabulary and powerful
narrative structures to address issues of social inclusion, personal triumph, and
perseverance. The linguistic effectiveness of these campaigns lies in their ability to
evoke strong emotional responses, positioning the brand as not just a sports apparel

manufacturer but a motivator and advocate for personal and societal growth.

A comparative linguistic analysis of key Nike advertising slogans and their respective
techniques is presented in Table 2.2, providing clear insights into how Nike achieves

emotional and inclusive effects through language:

Table 2.2 — Linguistic Techniques Used in Nike Advertising Campaigns

Slogan Linguistic Technique(s) Intended Effect

“Just Do It” Imperative, motivational | Encourages action,
call promotes personal initiative

“You Can't Stop Us” Inclusive pronouns, Fosters solidarity, unity, and
collective identity resilience

“Together, We Can Inclusive language, Creates community, inspires

Change Everything” collective empowerment social change

“Dream Crazier” Emotive language, Challenges stereotypes,
inspirational narrative promotes empowerment

“Find Your Greatness” | Imperative, personal Encourages self-belief,
appeal celebrates individuality

Additionally, Figure 2.1.2 visualize the frequency and prominence of inclusive

pronouns, imperative constructions, emotional appeals, and narrative techniques within
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Nike’s advertising campaigns, clearly illustrating the brand’s linguistic priorities and

their evolution over time.

This campaign video featured women athletes of different ethnicities and
backgrounds, emphasizing Nike’s inclusive approach and showing that “Nike’s
inclusivity is ingrained in their identity”’. By showcasing diverse role models (women
in hijab, plus-size athletes, para-athletes, etc.) and using copy that celebrates equality,
Nike reinforces that sports (and Nike gear) are for everyone. Nike has introduced
products alongside these messages — for example, launching the Nike Pro Hijab was
accompanied by ads normalizing Muslim women in sport. In short, the language and
imagery consistently work together to signal that no group is left out.
[https://www.facebook.com/SunSandSports/videos/nike-pro-
hijab/1450853105012407/]
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Figure 2.1.2 - Nike's 2018
Nike’s 2018 “Believe in Something” ad featuring Colin Kaepernick used inclusive,
values-driven language. The black-and-white billboard shows Kaepernick’s face with

the caption “Believe in something. Even if it means sacrificing everything,” conveying

a social justice message that resonated across racial and cultural lines.
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It's only a crady dream uphl vou do it

=" Justdoit,

Figure 2.1.2.1 — Dream Crazy

Figure 2.1.2.1, A Nike billboard from the 2018 “Dream Crazy” campaign. The simple

text and lack of gendered language reflect Nike’s broad, inclusive appeal.

Case Study. Colin Kaepernick’s “Believe in Something” Campaign: One of Nike’s
most famous inclusivity-focused ads is the 2018 “Dream Crazy” campaign featuring
Colin Kaepernick. The ad’s copy — “Believe in something. Even if it means sacrificing
everything. Just do it.” — 1s entirely gender-neutral and culturally resonant. It doesn’t
mention sports at all; instead, it evokes a universal value (standing up for one’s beliefs)
that cuts across demographics. This campaign explicitly supported a Black athlete
advocating for racial justice, demonstrating Nike’s stance on social inclusion. The
language positions Kaepernick’s personal conviction as something any viewer could
identify with, thereby inviting a diverse audience to share in the message. The
simplicity of the slogan and its moral courage made it powerful. Expert observers noted
that Nike aligned its brand with values of equality and reform, using sports as a
platform to “accelerate social movements”. By taking a stand with phrases like
“believe in something,” Nike’s copy became a rallying cry that included supporters of
social justice within the Nike community. The campaign’s impact showed how
effective inclusive messaging can be: after Kaepernick revealed the ad on social media,
Nike reportedly garnered over $43 million in free media exposure within 24 hours, and
surveys found it strengthened many consumers’ loyalty to Nike’s values. Even though
the ad courted controversy (some consumers opposed to Kaepernick’s protest
attempted boycotts), Nike’s bold, inclusive stance “reflected the enthusiasm

consumers have for companies that take a social stand”. In other words, embracing
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inclusive, socially conscious language ultimately deepened Nike’s connection with its

core audience.

The language in the ad’s final voiceover drives the inclusive message home:
“...no matter how hard it gets, we will always come back stronger,” Rapinoe states,
urging viewers to persevere in unity. Such inclusive rhetoric had a measurable impact.
A study of 501 U.S. consumers by Top Design Firms found that “You Can’t Stop Us”
was a successful example of inclusive marketing — 46% of consumers said they were
more likely to purchase Nike products after viewing the ad. Notably, this effect was
consistent across demographics: 52% of both white and non-white consumers were
likely to purchase after seeing the campaign. This indicates the language of “us” truly
resonated broadly. By combining diverse representation with inclusive, unifying
wording, Nike effectively appealed to a wide audience’s sense of belonging and shared

resilience.

In summary, Nike’s use of inclusive language — from gender-neutral wording to
culturally resonant messages and unity-themed pronouns — works hand in hand with
diverse visuals to position the brand as belonging to everyone. Whether it’s
empowering women (“One day we won’t need this day’), supporting minority
communities (Kaepernick’s ad), or speaking to a global “us” (“You Can’t Stop Us "),
Nike’s copy emphasizes diversity, equality, and collective identity. This inclusive
linguistic strategy not only reflects social values but also builds brand loyalty, as

consumers feel Nike represents their voice and values.

Emotional Appeal in Nike’s Messaging. Nike’s advertising is renowned for its
emotional appeal, using language and storytelling that inspire and stir feelings. Rather
than focusing on product features, Nike’s copy leans into motivation, empowerment,
and human stories. A hallmark of Nike’s messaging is the use of strong personal
pronouns and direct address — Nike talks to the audience in an intimate way. The iconic
slogan “Just Do It” is a direct imperative aimed at the viewer (an implied “you”),

instantly creating a personal challenge.



30

JUST DOIT.

Figure 2.1.3. The iconic slogan

By speaking in the second person (“you”), Nike establishes a one-on-one conversation
that can evoke an emotional response as individuals internalize the message. Marketing
experts often note the power of such personal pronouns: directly saying “you’ engages
the audience’s self-perspective and makes the message feel relevant to them. Nike’s
ads frequently use imperative sentences (“Just do it,” “Believe in something,” “Fight

bl

for equality,” etc.), which function as motivational commands. The psychological
impact of imperatives in advertising is significant — they trigger action-oriented
emotions like determination and courage. In Nike’s case, simple commands become
rallying cries; “Just Do It” has been lauded for giving people a surge of positivity and

confidence that they can accomplish anything.

Another linguistic technique Nike employs is aspirational rhetoric — words that speak
to dreams, greatness, and overcoming adversity. Campaigns are often built around

b

emotionally charged concepts: “dream crazy,” “unlimited you,” ‘find your
greatness,” and so on. These phrases use uplifting diction that appeals to the audience’s

desires and ambitions.

Figure 2.1.4 — Dream Crazy
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For instance, the “Dream Crazy” campaign encouraged people to pursue wild, big
dreams (even ‘“crazy” ones), effectively reframing a term often used negatively
(“crazy”) into a positive vision of limitless aspiration. This kind of rhetoric taps into
inspirational emotions — viewers feel hopeful, brave, or moved to push their own limits.
Nike ads often tell narrative stories of underdogs or everyday athletes, which create
emotional arcs that viewers can connect with. By highlighting real people with
compelling journeys (a runner overcoming injury, a child dreaming of success, an
athlete from a tough upbringing making it big, etc.), Nike uses storytelling to evoke
empathy and excitement. The audience isn’t just told to buy shoes; they’re invited to

feel part of a meaningful story.

Nike’s language also leverages emotive literary devices. A common one is antithesis
or contrast — for example, the line “It’s only crazy until you do it” (from the Serena
Williams-narrated “Dream Crazier” ad) sets up a contrast that turns a negative label
into a badge of honor. Another device is repetition for effect, famously seen in the 1995
“If You Let Me Play” commercial where young girls repeated the phrase “If you let me
play sports...” followed by powerful outcomes (“I will be more confident... [ will learn
what it means to be strong.”). The repetition drove home an emotional plea for girls’
empowerment. Nike also uses emotional adjectives and imagery in its copy — words
like “stronger,” “better,” “bigger than” (as in “be bigger than basketball”) cue feelings
of strength and transcendence. Even when not explicitly using adjectives, Nike’s
choice of simple, punchy language has a way of sparking feeling. Linguistically, the
brevity and rhythm of Nike slogans make them memorable and mantra-like, which

enhances their emotional impact as people repeat them to themselves.
Some of Nike’s most powerful slogans show how language choices evoke psychology:

“Just Do It” (1988) — A short imperative that has been analyzed as a call to
overcome internal excuses and doubt. It speaks to the inner hero in consumers
by telling them to conquer the villain of procrastination or fear [figure 5.2].
Psychologically, this phrase instills confidence and urgency. As one branding

consultant put it, Nike’s message makes “you the hero and your lazy side the
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villain” — prompting individuals to defeat their inner weakness and take action.
This internal struggle framing creates an emotional reward when the viewer

imagines triumphing, which is deeply empowering.

“Believe in something. Even if it means sacrificing everything.” (2018) — This
slogan (from the Kaepernick ad) uses emotive diction around belief and sacrifice
[figure 5.3]. Words like “believe” and “sacrificing everything” tap into values of
loyalty and courage, likely giving viewers chills or a sense of moral elevation.
The structure is almost proverbial, conveying a heroic narrative in a single
sentence. Psychologically, it appeals to ideals of justice and integrity, making
the audience reflect on their own principles — a powerful emotional engagement.
Indeed, despite its political context, the phrasing was widely recognized as
inspirational and was shared innumerable times on social media, demonstrating

its emotional resonance.

“You Can’t Stop Us” (2020) — Here, the emotional effect comes from defiance
and unity. The contraction “can’t” and the word “stop” directly challenge any

obstacle, stirring feelings of resistance and hope [figure 5.4]. The inclusive “Us”

YOU
CAN'T

fosters solidarity.

STOP
SRORT.

Figure 2.1.5 - You Can’t Stop Us

This slogan, (fig. 2.1.5) was released during a global pandemic and social unrest,

gave many viewers goosebumps because it voiced collective resilience. The
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accompanying narration (“nothing can stop what we can do together”)
emphasizes togetherness in adversity, evoking both pride and determination. The
psychological impact is a sense of shared strength — an emotional high that a

community can overcome anything.

o “Equality. It’s not a game, regardless of the court.” (paraphrased from 2017
Equality campaign) — Nike’s equality ads used emotionally charged language
about fairness: “Opportunity should not discriminate. Worth should outshine
color... if we can be equals on the court, we can be equals everywhere.”. Such
statements use moral and ethical appeals (a form of pathos) to trigger empathy
and righteous emotion. The tagline “Equality has no boundaries” that appears at
the end of the ad encapsulates an ideal that moves the audience emotionally by
linking sports values to broader human values. Viewers are likely to feel inspired

and compassionate, associating Nike with those noble feelings.

Across these examples, Nike’s language consistently aims for the heart. The brand’s
copywriters use a conversational yet uplifting tone, often speaking in simple sentences
that carry a profound message. The use of first-person plural (“we”) in newer
campaigns also creates a communal emotion — viewers feel part of a larger movement
(“We can do it together”). This 1s amplified by Nike’s skillful pairing of words with
visuals and music (discussed later), but even on a standalone basis, the phrasing of
Nike’s messages can be highly emotive. Marketers note that Nike’s storytelling evokes

“consumers’ inner sense of strength, determination and achievement.”

By forging this emotional bond, Nike doesn’t just sell products — it sells a feeling of
empowerment. This emotional branding has been a key differentiator for Nike against
competitors; as one analysis observed, “Nike makes its customers feel like heroes”,

which in turn fosters loyalty and an almost personal relationship with the brand.

Linguistic Challenges and Competitor Comparisons. Crafting Nike’s distinctive
voice comes with challenges. One major challenge is maintaining authenticity while
appealing to mass markets. Nike often engages in brand activism and social

commentary (gender equality, racial justice, etc.), which requires a careful, genuine
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tone. If the language comes off as opportunistic “marketing spin,” consumers could
accuse Nike of “woke-washing” — adopting social issues shallowly for profit. Nike
must ensure that its inclusive and emotional language is backed by real actions and
alignment with company values. Experts warn that “consumers are very quick to sniff
out when corporations are trying to co-opt their values”’. This means Nike’s messaging
has to strike a balance: bold and value-driven, yet credible. Nike has navigated this by
often taking real risks that lend authenticity. For example, featuring Kaepernick (a
controversial figure) was a risk that could alienate segments of Nike’s market, but it
signaled that Nike was truly standing for something, not just using empty words. The
payoff was that many consumers found the stance believable and laudable, and Nike’s
sales and stock ultimately rose to record levels after the campaign. Still, the language
in such campaigns has to be scrutinized — Nike’s copywriters likely deliberate over
every word to ensure it sounds socially responsible and not tone-deaf. Phrases are

vetted to avoid unintended offense and to resonate with the intended audience’s values.

When comparing Nike’s advertising language to competitors like Adidas or Puma,
some differences emerge in tone and focus. Nike’s messaging is heavily emotion-
driven and narrative; it rarely talks about the product directly, instead selling a mindset
or lifestyle. Adidas, on the other hand, has also used emotional marketing but
sometimes leans a bit more on product features or performance in context. Adidas’s
famous tagline “Impossible is Nothing” (first used in 1974 and later revived) is
certainly inspirational and similar in spirit to Nike’s tone. It encourages overcoming
odds, much like Nike’s “Just Do It.” However, Adidas historically incorporated
athletes like Muhammad Ali in campaigns to showcase the slogan in a biographical
way, and has used messaging that emphasizes personal achievement through sport — a
shade less overtly political than Nike’s recent campaigns. One marketing perspective
notes that Nike connects on a values and emotion level, whereas “in contrast to Nike’s
emotional connection, Adidas often relies on providing context to showcase product
benefits.”. Adidas ads do celebrate creativity and individuality (their recent slogan
“Here to create” and campaigns around street culture), but Nike is seen as more

consistent and aggressive in using grand emotional narratives. Puma’s advertising
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language has been somewhat different — Puma’s slogan “Forever Faster” focused on
speed and fun, often with a lighter tone or celebrity lifestyle angle (e.g. campaigns with
music star Rihanna). Puma tends to emphasize a trendy, youthful vibe; its language

might be punchy and witty, but not as philosophically bold as Nike’s.

The challenge for all these brands is appealing to a broad global audience while keeping
an authentic voice. Nike has to balance being a mainstream commercial entity with
being a storyteller of social change and human spirit. This sometimes invites criticism
and skepticism. For example, an academic analysis pointed out a gap in Nike’s gender
messaging: “Overall, Nike’s purported commitment to gender equality and inclusion
is not reflected in their commercials,” suggesting that at times the brand’s rhetoric
outpaces the reality. Nike has faced public pressure to live up to its words (such as
addressing why it sponsored fewer female athletes or issues of diversity in its
leadership). Maintaining authenticity means Nike’s language in ads often comes paired
with promises or initiatives (like funding community programs or adjusting policies)
to avoid being seen as hollow. Another challenge in Nike’s linguistic strategy is
localization and cultural adaptation. A slogan that works in one language or country
might not carry the same emotional weight in another. Nike has to ensure its translated
taglines or region-specific campaigns still feel authentic and inclusive. For instance,
the sentiment of “Just Do It” needs to survive translation without losing impact. Nike
often succeeds here by keeping language minimal and relying on universal concepts
(dreams, equality, victory) that translate easily. In multicultural markets, Nike’s
approach has been to highlight local athletes and sometimes use local languages in
taglines while preserving the Nike tone. This can be seen in campaigns like “Da Da
Ding” in India (a Nike women’s campaign with a Hindi title phrase to resonate locally)
— the linguistic style remained empowering and rhythmic, fitting Nike’s brand, but it

was tailored to the culture [figure 2.1.6].



36

Figure 2.1.6 — Da Da Ding

In comparison to competitors, Nike’s brand voice is arguably the most defined by
social narrative and motivational speech. Adidas has started to embrace social issues
too (e.g. campaigns for sustainability, or featuring diverse models), but its taglines such
as “Adidas is all in” (2011) or “Sport needs creators” (2018) have not had the same
cultural cachet as Nike’s. Under Armour’s tone (“I Will”, “Protect This House”) skews
toward hardcore athletic determination and team mentality, which is emotionally
strong but narrower in scope than Nike’s broad humanistic inspiration. Nike’s edge in
language is that it often goes beyond sport — appealing to emotions about life, justice,
and self-identity — whereas competitors more often stay within the realm of sport and
fitness motivation. This distinction can be risky (as Nike might alienate those who just
want a shoe and not a sermon), but it has set Nike apart. As one branding analyst noted,
“Today, consumers expect more from brands... Consumers want a brand to resonate
on a values level if they are going to truly engage,” and Nike has leveraged this

expectation.

To maintain an authentic, socially responsible tone at mass scale, Nike carefully
cultivates consistency: the language in their ads is mirrored by their corporate
communications about diversity and inclusion (Nike often releases statements or
initiatives that align with the themes of their campaigns). For example, around the time
of the Kaepernick ad, Nike’s CEO and marketing team publicly spoke about equality
and Nike’s internal efforts, lending credibility to the ad’s language. This alignment
helps mitigate the authenticity challenge. Still, every new socially-charged slogan Nike
produces walks a fine line — it must be edgy enough to feel genuinely purposeful, yet

broadly palatable and on-brand. Nike’s success in this area has made it a case study in
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brand activism. As a result, competitors have taken notes: we see more sports brands
attempting Nike-style messaging now (e.g., Adidas featuring plus-size and hijabi
models in its ads, or Reebok’s brief campaign with the tagline “Be More Human”
focusing on personal betterment) [figure 2.1.7]. Yet, Nike’s linguistic legacy — from

“Just Do It” to today — gives it a cultural authority that is hard to match.
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Figure 2.1.7 - Be More Human

Nike’s video ads leverage cinematography and editing to amplify the written or
spoken message. The company is known for dynamic editing: quick cuts, slow-motion
highlights, and juxtaposition of scenes to evoke emotion without needing explanation.
The “You Can’t Stop Us” film (2020) is a standout example of multimodal brilliance.
Visually, it uses a split-screen technique where two different videos are synchronized
to appear as one, symbolizing unity. Over 70 pairs of clips were stitched together so
that, for example, a basketball player’s leap on the left side matches a swimmer’s dive
on the right side, or a young athlete’s fist bumps align with LeBron James’s on the
other side. This visual design implicitly tells the story of commonality across sport,
before any words are read or heard. The text that does appear on screen is minimal —
primarily the tagline at the end — but the visual narrative already conveys
“togetherness.” The sound design and voiceover complete the multimodal tapestry:
Rapinoe’s passionate narration combined with stirring background music guide the
emotional flow of the video. The tone of voice is as important as the words themselves,
adding urgency or poignancy. By the time the words “You Can’t Stop Us” flash on
screen, the audience has not only heard them but felt them through synchronized sight

and sound.
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Figure 2.1.8. A frame from “You Can’t Stop Us” (2020)

The split-screen composition presents athletes from various disciplines and
backgrounds simultaneously, visually expressing the campaign’s unifying message
prior to the introduction of any verbal content. The seamless imagery, coupled with a
powerful voiceover, evokes a strong sense of solidarity.
A frame from “You Can’t Stop Us” (2020) — the left half shows a group of male
athletes raising their hands, and the right half shows the U.S. women’s soccer team
celebrating a victory. The two halves align to form one cohesive scene, symbolizing
unity across gender and sport. In terms of graphic design, Nike’s ads usually follow a
consistent aesthetic that aligns with the brand’s identity: bold and minimalistic. The
color schemes are often either monochromatic (black, white, grayscale) for serious or
inspirational ads, or high-contrast with one dominant color that pops (like the red Nike
shoebox or team colors) for energetic effect. The Colin Kaepernick “Believe in
Something ” poster, for example, is stark black-and-white, which not only made the text
over his face stand out but also conveyed the gravity of the message. Black-and-white
imagery has been a deliberate choice in several Nike campaigns (e.g., the Equality ads)
to suggest a timeless, serious tone and to remove distractions of color, focusing the
viewer on facial expressions and text. On the other hand, a fun campaign like Nike’s

earlier “Nike Football: Good vs Evil” (1996) used comic-book-like visuals and vibrant
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colors to entertain — showing Nike can adapt visuals to mood while keeping brand

elements clear (swoosh placement, tagline at the end).

Typography in Nike ads is usually uniform: uppercase, bold, and often placed in
a visually dominant position. The slogan placement is carefully considered —
sometimes centered over an image, sometimes aligned to a side for a more editorial
look, but always in a place where it becomes part of the composition rather than an
afterthought. Nike’s designers frequently integrate text with imagery so that the eye
moves naturally from the athlete or action to the words. For instance, in a magazine
spread featuring runner Oscar Pistorius years ago, the text “Bullet in the chamber” was
placed near the athlete’s prosthetic legs, directly tying the visual and verbal elements.
In the Kaepernick billboard, the quote “Believe in something...” is literally overlaid on
Kaepernick’s eyes, making it feel like his own thought and challenging the viewer to
meet his gaze and consider the words. At the bottom, the Nike logo and Just do it. are
small but unmistakable — a consistent anchor in Nike’s print layouts. By keeping the
slogan styling consistent across campaigns (same font and case), Nike reinforces brand
recall; even if an ad features a unique campaign tagline, the visual style of the text often

echoes the classic Just Do It look, reminding viewers it’s Nike.

Nike’s use of sound and music is another crucial multimodal element. Music tracks in
Nike commercials are carefully chosen to evoke emotions that complement the
language. Uplifting or epic music often swells right when the slogan or key message
appears, creating a crescendo that makes the words feel profound. For example, the
2017 “Equality” ad had Alicia Keys singing a soulful rendition of Sam Cooke’s “A
Change Is Gonna Come” throughout, reinforcing the civil-rights-inspired message. In
the final moments, as the tagline “Equality has no boundaries” appeared, the music
underlined its significance. Similarly, the “Find Your Greatness” campaign video
(2012) used a steady, simple piano track and the calm voice of the narrator to build
toward an emotional revelation when the text “Greatness is wherever somebody is
trying to find it ” appeared on screen. The sound cues often align with text appearance:

a beat drop or swell when a word like “greatness” or “us” shows up, embedding that
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word in memory through auditory reinforcement. Nike’s “Freeze Frame” ad (2007)
even used the absence of sound — freezing a moment visually and in audio — to draw
attention to a tagline about speed when everything suddenly resumed. This level of
multimedia orchestration shows Nike’s understanding that words alone can inspire, but

words married with the right visuals and sounds can become iconic.

Another notable multimodal strategy is how Nike uses silence or speech. Sometimes,
the most powerful text appears in silence at the end of a video. Nike might have 60
seconds of footage and voiceover, but then end with a silent screen displaying the
slogan and swoosh, giving the viewer a brief moment to absorb the message without
distraction. This technique was seen in the “For Once, Don’t Do It” video which was
nothing but text lines on a black screen with no music — an unusual choice that created
a stark, somber tone appropriate for its anti-racism message. On the flip side, Nike also
uses crowd noise and natural sound in some ads (e.g., the sounds of a stadium, or an
athlete’s breathing) to create immersion, making the eventual appearance of text feel

like part of a real-world scene.

Nike’s print and outdoor ads similarly rely on visual storytelling with minimal copy.
A great example is the series of ads Nike did that had no tagline at all on the image —
just the Nike swoosh and maybe a headline that implies the message. One ad showed a
beaten-up pair of Nike shoes with the copy: “These shoes have done more for women’s
rights than most politicians ", referring to women who run. The design was plain, just
that one sentence and the shoe image, but it spoke volumes and provoked emotion,
showing Nike’s confidence in letting a bold statement stand on its own. This minimalist
approach means the audience often participates in completing the meaning — a clever
multimodal engagement where the reader’s mind fills in the narrative around the sparse

text and striking image.

In terms of layout, Nike’s advertising designs tend to follow a few patterns: full-bleed
images (taking up all available space) with overlay text, or split-screen as noted, or
sequential panels in some print series to show progression. They avoid clutter — rarely

will you see multiple paragraphs or a lot of fine print (except maybe a hashtag or a
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URL in small print for a campaign microsite, but even that is infrequent). The focus is
on one key message phrase. This not only aids in immediate impact (a passerby can
grasp the message in seconds) but also in memorability and viral potential — a clean,
bold Nike ad is easily shareable on social media or becomes a poster on a wall precisely
because of its strong visual/text punch. It is told, that the Kaepernick “Believe in
Something” image spawned countless memes and parodies; the format of a close-up
face with a powerful line of text and a tiny swoosh is now instantly recognizable and

replicable — a testament to how Nike’s multimodal template has imprinted on culture.

As conclusion, Nike’s multimodal advertising strategy uses design unity: the text
(language), the imagery (visuals), and the sound (audio/music/narration) all echo the
same emotional and thematic message. The text is often the essence of the message in
a few words, the visuals provide context and emotional weight, and the audio guides
the pacing and amplifies feeling. By keeping text minimal and potent, Nike allows
visuals and sound to carry a lot of storytelling, which in turn makes the few words far
more impactful. This synergy is why a Nike slogan on its own can trigger the memory
of an entire commercial or feeling. The brand identity — bold, inspirational, inclusive —
1s maintained across modes: whether you /ear a Nike ad from the other room, see a
Nike billboard driving by, or read a Nike tweet, the tone is unmistakable. The
multimodal consistency has built trust and recognition: a consumer immediately knows
it’s Nike, and they subconsciously brace for some inspiration. As we’ve seen, this
approach has been highly effective in reinforcing Nike’s messages about striving,

unity, and empowerment on multiple sensory levels.

Data Visualization and Case Studies. To synthesize Nike’s linguistic strategies and

campaign themes, the following tables break down key elements:

Table 2: Nike’s best Linguistic Strategies in Advertising

Linguistic Description & Purpose Nike Examples
Strategy
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Direct address

Used second-person (“you”) and

“Just Do It” — implies “you” as the

& personal first-person plural (“we/us”) to speak | doer; “You Can’t Stop Us” — inclusive

pronouns to the audience, creating intimacy “us” unites brand and audience. Many
and inclusivity. This makes the Nike narrations say “we” (e.g. “we will
viewer feel involved personally. always come back stronger”).

Imperative Slogans and copy often in command | “Just do it.” — famously imperative;

mood form, urging action or belief. This “Believe in something.” — instructs the

(commands) motivates and challenges the audience to take a stand; “Fight for
audience, sparking an emotional equality.” — from Equality campaign, a
drive to comply or prove oneself. call to action.

Aspirational Choise words evoking ideals, “Dream Crazy” — encourages pursuing

and value-laden

dreams, and positive outcomes.

big dreams; “Greatness is ours”

words Language centers on concepts like (paraphrase from campaign copy) —
dream, believe, greatness, equality, | using “greatness” as attainable;
victory, which inspire and resonate “Equality has no boundaries” —
with viewers’ aspirations and ethics. | morally charged phrase from 2017
campaign.
Inclusive Avoid exclusionary language; uses Referring to the audience universally as
terminology gender-neutral terms and broad “athletes” (Bowerman’s quote); using
identifiers. Does not specify “they” in copy when hypothetical
gender/race in general copy, person is mentioned (to avoid he/she);
allowing all to see themselves in the | Campaigns explicitly using inclusive
message. phrasing like “for everyone” or “all
generations”.
Emotional Employed first-person stories or Voiceover scripts that tell athletes’
narrative & vignettes and sometimes dialogue in | journeys (e.g., “Don’t become the best
storytelling ads to humanize the message. The basketball player on the planet, be

language often sets up a
problem/solution or
challenge/overcome narrative that

tugs at emotions.

bigger than basketball. ”in Dream
Crazy, narrating LeBron James’
evolution). The “If You Let Me Play”
ad repeating a girl’s perspective to
highlight benefits (pseudo-story
through stats).
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Rhetorical
devices
(repetition,
contrast,

questions)

Used poetic techniques to enhance
memorability and impact. Repetition
emphasizes key points; contrasts flip
expectations; rhetorical questions

engage the audience’s mind.

narrative.

Repetition: “It’s about making a
difference... It’s about more than
sports...” used in narration; Contrast:
“It’s only crazy until you do it.”
(implying crazy vs. achievement) —
from Serena Williams’ ad; Questions:
ads sometimes start with a question like

“Why do we play?” to set up the

Table 3: Major Nike Campaigns, Themes, and Multimodal Highlights

Campaign Key Theme & Notable Language Visual/Design Elements
(Year) Message
“Just Do It” | Empowerment through | “Just Do It.” — Simple Minimal text with swoosh;
(1988— action. Emphasizes imperative slogan; often paired with images of
present) overcoming hesitation | universally addressed. individuals in mid-action.
and pushing oneself to | Implies that anyone, Bold typography ensures
act. It’s about personal | regardless of status, can | slogan is central. Became a
courage and take action now. consistent sign-off in Nike
determination. ads.
“Dream Social justice and “Believe in something. Black-and-white close-up
Crazy” ft. dreaming big. Even if it means imagery (Kaepernick’s face)
Colin Encourages standing sacrificing everything. ”— | with text overlay. Video
Kaepernick | up for beliefs and bold, values-driven featured diverse athletes
(2018) pursuing “crazy” statement. Also (e.g. a one-handed NFL
dreams that can change | Kaepernick’s voiceover: | player, women in hijab) to
the world. “Don’t ask if your visualize inclusivity.
dreams are crazy, ask if | Somber music, building to
they re crazy enough.” inspirational tone.
“Dream Women’s “It’s only crazy until you | Montage of female athletes
Crazier” ft. | empowerment in do it. Just do it.” — flips | across sports (from tennis to
Serena sports. Highlights the | the “crazy” insult into a | boxing) achieving greatness.
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Williams double standards motivator. Serena’s Emotional crescendo in
(2019) women face and narration uses emotional | narration and music (ends
celebrates female appeals: “Show them during Oscars telecast). Text
athletes who defy what crazy can do.” and | “Just do it” appears at end
labels. lists stereotypes alongside Nike logo as
(dramatic, delusional) usual.
then counters them.
“Equality” Equality and anti- “Equality has no Shot in black & white for a
(2017) discrimination. Draws | boundaries.” — on-screen | serious tone. Featured
parallels between tagline. Narrator (voiced | superstar athletes (LeBron
fairness in sports and by Michael B. Jordan) James, Serena Williams,
fairness in society. says lines like “Here, etc.) interacting in everyday
Aimed to harness you 're defined by your settings (neighborhood
sports’ unifying power | actions, not your looks... | courts). Background music
for social good. if we can be equals on “A Change is Gonna Come”
the court, we can be reinforces historical gravity.
equals everywhere. "— No product shown; just a
clear, impactful language | closing Nike logo and
against bias. #Equality.
“You Can’t | Unity and resilience. “You can’t stop sport. Innovative split-screen
Stop Us” Emphasizes that Because you can’t stop visuals matching 24
(2020) despite challenges us.” — spoken in the ad different sports and 53

(pandemic, social
issues), the spirit of
sport and community
cannot be stopped
when people come

together.

(Rapinoe) and shown in
text at end. The use of
“us” includes everyone.
Also line: “Nothing can
stop what we can do
together. "which is the
thesis of the ad.

athletes in synchronized
action. High-energy editing
to draw parallels. Diverse
representation (gender, race,
ability) in each match cut.
Uplifting, powerful
voiceover and music hits
emotional beats. Ends with
Nike logo and slogan on

screen.
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girls are allowed and
encouraged to play
sports. Essentially a
PSA-style Nike ad
advocating gender

equality in athletics.

“Find Your | Democratizing “Greatness is not some Ads featured ordinary

Greatness” | greatness. Message rare DNA strand... individuals named after

(2012) that greatness is not Greatness is no more famous cities (e.g., a boy
just for superstar unique to us than running in “London, Ohio”
athletes — anyone can breathing.” — from the while Olympics were in
achieve personal ad’s narration. London, UK) to tie into
greatness through Encourages viewers that | theme. Warm, motivational
effort. Launched “greatness” lives in all of | voiceover. Simple visuals of
during London us. The tagline “Find people exercising in non-
Olympics but focused | Your Greatness.” glamorous settings. Minimal
on everyday people. appeared on screen at text, mostly relying on

end. narration until final tagline
with swoosh.

“If You Let | Girls’ participation in | The script is a series of Video shows various girls

Me Play” sports. Aimed to show | statements voiced by (diverse ages and races)

(1995) the societal benefits if | young girls: “If you let speaking directly to camera.

me play, I will be 60%
less likely to get breast
cancer ... I will like
myself more...” etc.. The
language uses factual yet
emotional appeals,
culminating in “If you let
me play sports, I will
learn what it means to be

strong.”

Very minimalistic visuals —
the focus is on the girls’
faces and voices. Text of
statistics appears briefly as
they speak for emphasis. No
background music, just a
steady drumbeat, putting
emphasis on the spoken
words. Ends with Nike logo,
tying the brand to this

empowering message.

Sources: Campaign details from press releases and analyses. Table data compiled

from Nike advertising archives.

As the tables illustrate, Nike’s campaigns consistently marry linguistic techniques (like

inspirational imperatives or inclusive pronouns) with thematic content (empowerment,

equality, unity). Each campaign’s language is tailored to its theme: e.g., the rhetoric in

a social justice-themed ad like Dream Crazy is bold and principle-driven, whereas a
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performance-themed ad like Find Your Greatness uses encouraging, everyman
language. In all cases, the multimodal elements — the choice of images, video editing
style, and audio — reinforce the textual message. Nike’s ability to condense big ideas
into a few memorable words, and then amplify those words through design and

storytelling, is what makes its advertising so impactful.

Expert opinions and statistics back up the effectiveness of these strategies. Marketing
analysts credit Nike’s emotional branding for forging a deep customer connection:
“The Nike brand emotionally connects with its customers’ inner sense of strength,

determination and achievement.”

This emotional connection translates to commercial success and brand loyalty. After
emotional/inclusive campaigns, Nike has seen tangible positive outcomes — for
example, the Kaepernick “Just Do It” 30th anniversary campaign coincided with a 10%
annual sales increase and Nike stock reaching all-time highs. A survey indicated that
65% of consumers felt Nike’s stance made them more loyal to the brand (in part
because the language and messaging aligned with their values). However, Nike also
faced challenges: polarizing language led a minority of customers to boycott,
illustrating the risk of such bold advertising. Competitor comparisons show that Nike’s
distinctive voice has set a benchmark: Adidas’s CMO admitted that “Impossible is
Nothing” was their attempt to capture a Just Do [t-like spirit, and recently Adidas and
others have followed Nike in using more inclusive, storytelling ads — though Nike

remains a leader in consistency and authenticity.

In conclusion, Nike’s advertising strategies, through linguistic choices and multimodal
execution, create messages that are inclusive in language and powerful in emotional
appeal. The brand’s use of inclusive language (gender-neutral terms, diversity-
embracing copy) and emotional narratives (imperatives, aspirational slogans, personal
stories) has evolved over time to reflect and sometimes even advance cultural
conversations. Visually and sonically, Nike amplifies these words to iconic status — a
few words on a screen or a resonant voiceover become linked with images of human

achievement and unity. The result is advertising that doesn’t just sell athletic gear, but
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sells an inspiring vision of what sports—and by extension, the human spirit—can achieve.
Nike’s campaigns like “Believe in Something” and “You Can’t Stop Us” exemplity
how thoughtful language combined with compelling visuals can galvanize emotions

and foster a sense of global community, all while strengthening a brand’s identity.

Ultimately, Nike has demonstrated that inclusive, emotionally-charged language, when
delivered in a powerful multimodal format, can transcend advertising to become part
of cultural lexicon — motivating individuals and reflecting society’s aspirations, which

1s the brand’s greatest triumph and ongoing challenge in equal measure.

2.3. Coca-Cola: Linguistic Creativity in Interactive Campaigns

Coca-Cola’s advertising language in interactive campaigns demonstrates a
sophisticated use of personalization, imperative structures, emotional appeals, and
nostalgia, which collectively create a deeply engaging brand identity. The company
effectively employs multimodal elements such as visual storytelling, typography, and
sound cues to reinforce its messaging across different platforms. This section analyzes
the linguistic creativity of Coca-Cola by comparing its approach with Pepsi,
highlighting key differences in brand voice, emotional strategies, and multimodal

integration.

Comparative Linguistic Analysis: Coca-Cola vs. Pepsi. Table 3 presents a comparative
overview of the important linguistic strategies employed by Coca-Cola and Pepsi,

emphasizing differences in tone, personalization, and multimodal interaction.
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Table 3. Linguistic Comparison of Coca-Cola and Pepsi Advertising

Linguistic

Feature

Coca-Cola (Brand Voice &

Examples)

Pepsi (Brand Voice &
Examples)

Tone and Style

Warm, friendly, and
sentimental. Coca-Cola’s
language evokes happiness,

togetherness, and nostalgia

[41].

Bold, energetic, and
rebellious. Pepsi uses youth-
oriented, trendy language
with pop culture references

[42].

Use of Frequent use of imperative Commands focus on action

Imperatives verbs in slogans ("Enjoy,"” and excitement ("Live For
"Taste the Feeling," "Open Now," "Be Young, Have Fun,
Happiness") to create a Drink Pepsi") [44].
welcoming, inclusive tone [43].

Personalization | Coca-Cola's "Share a Coke" Pepsi appeals to youth culture
campaign personalized bottles | as a collective identity, but
with people's names, creating a | does not use direct name
direct connection with personalization [46].
consumers [45].

Emotional Coca-Cola employs words Pepsi’s emotional appeals

Appeals associated with joy, family, focus on excitement, fun, and

tradition, and celebration. Ads
highlight personal memories

and nostalgia [47].

celebrity endorsement, often

with humor [48].
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Nostalgia Coca-Cola incorporates vintage | Pepsi brands itself as modern
branding, holiday traditions, and forward-looking, with
and classic logos to evoke a slogans emphasizing "new
sense of trust and tradition [48]. | generation"” ideas [42].

Humor and Wit | Seldom relies on humor; Coca- | Pepsi frequently uses humor,
Cola’s language is earnest and | including satirical
sentimental, reinforcing an comparisons with Coca-Cola
image of reliability [43]. in direct marketing campaigns

[44].
Multimodal Coca-Cola integrates text, Pepsi emphasizes music,
Integration sound, and visuals (e.g., the celebrities, and fast-paced

"pop" of a Coke bottle opening,
red branding, personal name

labels) [44].

visuals, using pop culture tie-

ins more aggressively [45].

Figure 2.1.9. Frequency of Personalization Techniques in Coca-Cola Advertising

Additionally, Figure 2.1.9 illustrate the frequency and prominence of personalized

language techniques including imperatives,

second-person address, rhetorical

questions, and emotionally charged expressions—in Coca-Cola's recent advertising

campaigns, further evidencing the strategic role of direct linguistic communication in

consumer engagement. A defining element of Coca-Cola’s advertising language is its
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use of personalization and direct address to forge stronger consumer relationships. One
of the most successful applications of this strategy was the “Share a Coke” campaign,
where Coca-Cola replaced its logo with individual names, encouraging customers to
purchase bottles with their own names or those of friends and family [45]. This
linguistic shift from a generalized brand identity to an individualized experience
significantly increased consumer engagement. The campaign’s tagline, "Share a Coke
with [Name]", functioned both as a direct imperative and an invitation to consumers to
participate in brand storytelling. By embedding personal names within the advertising
discourse, Coca-Cola successfully created synthetic personalization—a marketing

technique that mimics one-to-one communication at a mass scale [45].

Pepsi, by contrast, does not focus on personalized messaging. Instead, it appeals
to broad youth culture movements, using pronouns such as "we" or "you" in slogans to
target an entire generation rather than individuals [46]. This difference highlights Coca-
Cola’s strength in personalization, making consumers feel uniquely addressed, while
Pepsi’s linguistic strategy aligns with its positioning as a brand for trendsetters and

youth collectives.

Emotional Storytelling and Nostalgic Language. Coca-Cola frequently leverages
emotional language and nostalgia to reinforce its brand identity. The semantic field of
Coca-Cola’s advertisements include words related to happiness, family, childhood, and
tradition [47]. This is particularly evident in Coca-Cola’s Christmas campaigns, where
phrases like "Holidays are Coming" and the portrayal of Santa Claus drinking Coca-
Cola tap into collective childhood memories [48]. The brand strategically associates its
product with sentimental moments, reinforcing the idea that Coca-Cola is a part of

life’s most joyful experiences.

In contrast, Pepsi’s advertising rarely relies on nostalgia. Instead, it focuses on
excitement, modernity, and youthful rebellion, often positioning itself as the opposite
of Coca-Cola’s “classic” image [42]. This explains why Pepsi slogans such as "The
Choice of a New Generation" emphasize innovation, while Coca-Cola’s marketing

centers on "timeless traditions".
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From a linguistic standpoint, Coca-Cola frequently integrates short and emotionally
appealing textual elements alongside strong visual imagery. Advertising campaigns,
such as “Taste the Feeling,” [figure 2.1.10] employ concise yet powerful slogans that
directly correspond with vivid images and dynamic audiovisual content. The linguistic
component (e.g., imperative and sensory verbs like "Taste") reinforces the emotional
and sensory message conveyed through visuals—people smiling, sharing moments,
and enjoying the product. This strategic interplay between text and image significantly

boosts consumers' emotional response, anchoring positive associations with the brand.

Figure 2.1.10 — Taste of feeling

Another example of multimodal integration in Coca-Cola's advertising is the strategic
use of music and jingles in combination with linguistic messages. Historically, Coca-
Cola campaigns, such as the famous “I'd Like to Buy the World a Coke”, effectively
combined memorable lyrical slogans with engaging melodies. Linguistically, this
approach uses rhythm, repetition, and easily memorable phrases to embed messages
deeply in consumer consciousness. This synergy between auditory elements and
linguistic content creates an immersive experience that extends beyond visual and

textual communication alone.

Furthermore, interactive elements—such as social media hashtags, personalized digital
content, and participatory platforms—add another multimodal dimension to Coca-
Cola’s advertisements. Linguistically, these interactive approaches frequently utilize
imperative forms and direct address to encourage consumer participation actively. For
instance, digital campaigns featuring hashtags like #ShareACoke [figure 2.1.11] or

interactive online platforms invite consumers linguistically through imperative
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constructs ("Share," "Join," "Participate"), fostering personal involvement and

community-building around the brand.

Figure 2.1.11. #ShareACoke

Coca-Cola masterfully combines text, visuals, and sound to create a cohesive
multimodal experience. For example, Coca-Cola’s audio branding includes the
recognizable "fizz" of a Coke bottle opening, which is often paired with on-screen
textual slogans like “Taste the Feeling” to create a sensory association between words

and experience [44].

On social media, Coca-Cola further integrates linguistic and visual elements, using
hashtags such as #ShareACoke and #TasteTheFeeling to drive user-generated content
and encourage brand engagement. This form of interactive discourse allows Coca-
Cola’s slogans to become participatory, as consumers contribute their own images and

stories in response to campaign messaging [44].

Pepsi also employs multimodal advertising, but with a greater focus on music
and celebrity endorsements. Pepsi commercials frequently incorporate pop culture
language and references, making its branding feel more dynamic and event-driven than

Coca-Cola’s [45].

Data Visualization: Linguistic Trends in Coca-Cola and Pepsi Advertising. To
illustrate how Coca-Cola’s advertising language has evolved over time, we present
Figure 2.2.1, which tracks the frequency of key words appearing in Coca-Cola’s
slogans between 1886 and 2020. The graph highlights the shift from product-oriented
slogans (e.g., “Drink Coca-Cola”) to emotion-driven messaging (e.g., “Open

Happiness”).
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Additionally, Figure 2.2.2 presents a comparative sentiment analysis of Coca-Cola and

Pepsi advertising slogans over the past 50 years. The analysis measures positive,

neutral, and competitive tone usage, illustrating how each brand positions itself

linguistically in the market.
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Figure 2.2.2. Sentiment Comparison of Coca-Cola vs. Pepsi Advertising (1970-2020)
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In summary, Coca-Cola’s linguistic creativity in interactive campaigns lies in its
holistic approach: the brand combines heartfelt, inclusive language (personalized
imperatives and emotional triggers) with design and media elements that reinforce the
text’s meaning across channels. This approach contrasts with Pepsi’s equally creative
but differently toned strategy, where edgy humor and youthful vernacular dominate.
Coca-Cola’s advertising discourse leverages personalization (“Share a Coke with
Name”), imperative encouragement (“Open happiness” — an invitation to joy [41]),
emotional and nostalgic cues (“celebration,” “memory,” “together”’) and multimodal
symbols (hashtags, iconic sounds) to create campaigns that feel engaging and personal
to global audiences. The effectiveness of these strategies is reflected in Coca-Cola’s
enduring slogans and the high consumer engagement with its interactive campaigns.
The language of Coca-Cola’s ads does more than describe a beverage — it invites

consumers into an experience and a relationship with the brand, using words as one

part of a rich, multi-sensory conversation.

Conclusions to Chapter 2

This chapter provided an analysis of how three prominent brands — Coca-Cola, Apple,
and Nike — utilize language, multimodality, and multimedia in their online advertising
campaigns. The most important findings are summarized and the brands’ approaches
are compared across advertising discourse, personalization, emotional engagement,
and multimodal integration. We also discussed how these linguistic strategies influence
consumer engagement, brand loyalty, and brand perception. The message highlights
universal themes of happiness and unity by employing clear, friendly, and emotionally
resonant language Coca-Cola’s slogans and narratives often invite shared experiences
(e.g. “Share a Coke”’) and evoke nostalgia to create an emotional bond with audiences.
Pepsi uses youthful, energetic language tied to pop culture and current trends. Certain

international advertising campaigns rely on humor, edgy messaging, and star power to
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construct a brand image that resonates with youth culture and conveys a sense of
boldness and modernity. The brand adopts a minimalist and refined communicative
style that reflects its focus on innovation and high quality. Apple’s campaigns use
simple yet powerful phrases (often one-line taglines) and rely on sleek visuals, letting
imagery and design speak as a language of their own to convey a premium, aspirational
message. Adopted motivational and inclusive language that inspires action and
personal achievement. Nike’s famous slogans (like “Just Do It”) and storytelling
campaigns highlight individual triumphs and diverse athletes, forging a strong
emotional connection by encouraging consumers to see themselves as a part of the
narrative. Apple’s tone is polished and aspirational, Nike’s is passionate and
empowering, Coca-Cola’s is warm and inviting, and Pepsi’s is lively and bold. Every
brand uses clear, memorable language to reinforce its core values, yet they all share the
strategy of keeping messages simple and engaging for broad appeal. Personalization is
evident in each brand’s strategy, though executed differently. Coca-Cola leads with
direct personalization (printing individual names on bottles and encouraging personal
sharing), while Nike speaks to the individual by celebrating personal goals and using
second-person pronouns (“you”) to draw the audience in. Apple personalizes the user
experience by showcasing real user stories (e.g. “Shot on iPhone” campaigns), and
Pepsi tailors its content to youth culture and trends, making its audience feel seen and
up-to-date. Despite different tactics, all four brands aim to make consumers feel
personally connected to the message. Each brand leverages emotional appeal, but the
emotions they target vary. Nike taps into inspiration and determination, often moving
consumers with empowering stories of overcoming challenges. Coca-Cola focuses on
joy and sentimentality, evoking feelings of happiness, nostalgia, and togetherness.
Pepsi aims for excitement and optimism, creating a fun-loving, celebratory vibe.
Apple’s approach often evokes a sense of awe and delight in innovation or the
comforting simplicity of its solutions. In all cases, emotional engagement is a
cornerstone — the campaigns seek to make audiences feel something positive that they
associate with the brand. Multimodal Integration: All four campaigns blend text,

visuals, sound, and interactivity to reinforce their messages, albeit in distinct styles.
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Apple’s advertising is visually minimalist — crisp imagery and minimal text, sometimes
backed by soft music — creating a sleek, modern feel. Nike uses dynamic videos,
striking action imagery, and powerful music or voiceovers to deliver cinematic
storytelling. Coca-Cola integrates bright visuals (often its signature red color and
smiling faces) with memorable songs or jingles, and has even used interactive elements
(like shareable content and games) to deepen engagement. Pepsi leans into high-energy
multimodal content with flashy visuals, upbeat music, and celebrity performances to
capture attention. Similarities across these brands include the use of strong visuals
paired with catchy language and sometimes audio cues, creating an immersive
experience. Differences lie in execution: Apple’s restraint versus Pepsi’s extravagance,
Nike’s inspirational storytelling versus Coca-Cola’s lighthearted storytelling — each

brand balances the verbal and visual elements to fit its unique voice.

Interactive and inclusive language invites audiences to participate, for example,
Nike’s empowering calls-to-action on social media or Coca-Cola’s “Share a Coke”
initiative prompt consumers to actively engage, share their own content, and become
part of the brand’s story. Advertising discourse that speaks directly to consumers, using
'you' or real-life experiences, effectively fosters engagement through likes, shares, and
comments. Consistent emotional messaging and personalized appeals help cultivate
strong brand loyalty. When consumers repeatedly experience messages that resonate
with their feelings or values — be it Nike’s encouragement to persevere, Coca-Cola’s
promise of happiness, Apple’s celebration of creativity, or Pepsi’s spirit of youthful
fun — they form a positive emotional association with the brand. Over time, these
emotional bonds and the sense that “this brand gets me” translate into trust and loyalty.
Customers are more likely to stick with and advocate for a brand that makes them feel
understood, inspired, or happy whenever they encounter its advertising. Brand
Perception: Each brand’s distinctive discourse and multimodal style shapes how
consumers perceive its image. Apple’s sleek, confident language and visuals uphold
its perception as an innovative and premium brand. Nike’s inclusive and passionate
tone cements its reputation as an empowering, socially aware champion of personal

achievement. Coca-Cola’s cheerful, familiar storytelling maintains its image as a
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friendly, timeless symbol of joy and community. Pepsi’s vibrant, slang-infused and
celebrity-backed messaging projects an image of a contemporary, adventurous brand
that’s in tune with the latest trends. These reinforced perceptions influence consumer
preference — a customer drawn to innovation might gravitate toward Apple, while one
seeking inspiration might identify with Nike. In essence, the way each brand “speaks”
in its ads continually shapes public impression, ensuring the brand is top-of-mind for
the qualities it represents. While Coca-Cola, Pepsi, Apple, and Nike each employ
a unique blend of linguistic techniques and multimodal elements in their advertising,
they all demonstrate the power of strategic advertising discourse in forging a bond with
the audience. Their targeted use of personalization and emotional storytelling not only
differentiates each brand in a crowded marketplace but also deepens consumer

engagement and loyalty.



58

3. LINGUISTIC TRENDS AND STRATEGIES IN ONLINE ADVERTISING

In the digital era, the language of advertising evolves in tandem with new media
innovations and changing consumer expectations [42]. Chapter 3 examines how
contemporary online advertisements strategically employ linguistic techniques and
discourse strategies to engage a global, hyper-connected audience. Building on the
theoretical foundations and brand case studies of the previous chapters, this chapter
focuses on three key trends in advertising discourse: personalization (and contextual
relevance), multilingual communication, and semiotic strategies that blend language
with symbols. These intertwined approaches show how advertisers tailor messages
directly to individuals, bridge cultural and linguistic divides, and integrate text with
imagery to enrich meaning [43]. Such strategies are not abstract concepts but practical
tools—global brands like Apple, Nike, and Coca-Cola leverage personalization,
multilingual outreach, and symbolic storytelling to maintain a consistent yet locally
resonant voice. These approaches sustain consumer engagement and loyalty across
diverse markets, making them essential for industry leaders [44]. By analyzing these
linguistic strategies in detail, this chapter reveals how these companies craft messages
that resonate personally with consumers, connect across languages and cultures, and
reinforce brand identity through shared symbols, all while avoiding stylistic or logical

dissonance with the brand narratives established in earlier chapters.

3.1. Personalization and Contextual Relevance in Advertising Discourse

One of the most pronounced trends in online advertising is the use of
personalization — crafting messages that speak directly to individual consumers —
alongside contextual relevance, which ensures the ad’s content aligns with the viewer’s
immediate environment or needs. Linguistically, personalization in advertising
discourse is achieved through techniques that create an illusion of one-to-one
communication. Advertisements increasingly use second-person pronouns (“you”) and

possessives (“your”) to address the reader directly, as if the brand were speaking to
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each person individually [49]. This approach, which discourse analysts like Norman
Fairclough described as “addressing mass audiences as though they were individuals”
[49], helps forge a sense of intimacy and personal relevance. For example, an online
ad might greet a user by name in an email subject line or say “We picked these just for
you,” leveraging personal data to make the message feel tailored. The tone of
personalized ads is often conversational and friendly, reducing social distance with the
audience. Imperative verbs and questions are also common — a streaming service might
urge, “Find your next favorite show now,” directly inviting the user to engage. These
linguistic devices work together to create what has been termed a ‘“synthetic
personalisation” of advertising discourse, wherein even a global campaign is
linguistically crafted to appear as a private dialogue between brand and consumer [50].
Research shows that consumers respond favorably to this strategy: in one study, 80%
of consumers reported they are more likely to do business with brands that offer a
personalized experience [51]. This high appeal of personalization aligns with the
intuition that people pay more attention when they hear the message is speaking o
them individually. By using inclusive language and personal pronouns, online ads tap
into that inclination, making the promotional message more persuasive and engaging

on a psychological level [51].

Contextual relevance complements personalization by aligning an ad’s content
with the surrounding context or the user’s current activities. Unlike traditional ads that
broadcast a generic message, contextually relevant ads adjust their language and tone
to “fit the theme” of the content or setting in which they appear [52]. Marketers aim to
provide an advertisement “that feels like part of the overall reading experience,”
seamlessly blending with the environment [52]. For instance, a travel blog might
feature an airline ad that references the destination in the article, or a shopping website
might show ads saying “Looking for deals on running shoes?” if the user is browsing
athletic apparel. Such ads use keywords and phrasing mirroring the context (“running
shoes,” in this case), so that linguistically the ad resonates with what the user is already
thinking about. This strategy relies on immediate contextual cues rather than the user’s

past behavior. The result is a message that comes across as relevant and timely —
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essentially, the advertisement joins the existing conversation in the user’s mind instead
of interrupting it. Studies indicate this relevancy boosts receptiveness: viewers “usually
prefer ads that match their current interests” and find them less intrusive [53]. An
illustrative example of contextualized advertising discourse was provided by the
Snickers chocolate bar campaign tied to its slogan “You’re not you when you’re

hungry.” [figure 3]

You're not you when you're hungry

Figure 3 — Snickers slogan

In a clever search advertising strategy, Snickers bid on thousands of common
misspellings in Google search. When users accidentally typed a query like “bouquet
recipie” or “tomorow weather” — mistakes one might make when distracted or hungry
— Snickers served an ad with a deliberately misspelled message: “Yu cant spel properli
wen hungrie. Grab yourslef a Snikkers” [53]. The ad’s text playfully mirrored the
user’s typo-laden context, implicitly suggesting that hunger is the culprit and a Snickers
bar the remedy. Linguistically, this approach was striking: the ad violated standard
spelling and grammar norms on purpose, using errors (“spel”, “wen”, “hungrie”) to
establish contextual rapport with the viewer. This degree of contextual relevance made
the advertisement feel organically connected to the user’s immediate experience (in
this case, the experience of making a typo), and it reinforced the brand’s humorous
message. The campaign reportedly reached over half a million people in just a few days
[53], demonstrating how aligning language to context — even by breaking linguistic

rules creatively — can capture attention and drive engagement.
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Personalization and contextual relevance often work toogether. Modern
programmatic advertising allows dynamic insertion of localized or personalized text
into ads. A banner for a retail chain might say “Big Sale in Chicago — Don’t Miss Out!”
automatically updating the city name based on the viewer’s location, or a music
streaming app might display “Ready for your afternoon playlist, Jane?” incorporating
the time of day and user’s name. Such strategies show how deeply linguistic content
can be customized to maximize relevance. From a discourse perspective, this trend
represents a shift away from the one-size-fits-all advertising slogans of the past toward
adaptive messaging that molds itself to the reader’s identity and situation. The benefit
is twofold: it not only increases the advertisement’s effectiveness but also meets
consumers’ rising expectations for relevance. A recent industry survey found that 90%
of consumers find personalization appealing, and a large majority expect brands to
tailor messages accordingly [51]. In essence, personalization and contextualization
have become normative components of digital advertising discourse — to the point

where impersonal or context-ignoring messages now feel jarringly out of place online.

It is important to note that effective personalization must maintain an appropriate
tone. Overly intrusive uses of personal data (such as ads that reference very specific
browsing history or private information) might unsettle users. The art lies in using
broad personal cues (name, location, general interests) and context cues to strike a
balance between familiarity and privacy. When done skillfully, the language of an ad
can make each reader feel uniquely seen without crossing into unwelcome surveillance.
We discovered, that the modern advertising discourse is increasingly characterized by
a personal tone and contextual alignment. By using linguistic devices like direct
address, conversational style, and context-mirroring vocabulary, online ads create
relevance that captures attention and fosters a sense of connection. This trend
underscores a broader development in digital marketing: success 1s no longer just about
what you say, but Zow tailored and timely your saying is. The language of advertising
has become agile, adjusting its register and content on the fly to speak to you, here and

now. As we turn to the next section on multilingual campaigns, we will see that this
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drive for relevance extends across languages and cultures as well, raising new linguistic

challenges and creative strategies for global brands.

3.2. Multilingual Campaigns and Their Global Impact

With the internet linking audiences worldwide, many online advertising
campaigns today are inherently multilingual. Global brands must communicate
consistently across dozens of languages and cultural contexts, which has given rise to
sophisticated linguistic strategies in multilingual advertising. This section explores
how advertisers choose languages, mix languages within ads, and adapt messages
culturally — and how these choices affect brand perception on a global stage. In the
digital space, language choice is a pivotal decision: advertisers need to decide whether
to localize an ad’s text fully into each target language or to retain certain words or
slogans in the brand’s original language (often English) for global consistency. Each
approach carries semiotic significance. Retaining an English tagline in non-English
markets, for example, can lend the brand an international, cosmopolitan image, but
may sacrifice immediate comprehension. A notable case is Nike’s iconic slogan “Just
Do It.” Nike considered translating “Just Do It” into various languages when expanding
globally, but ultimately kept the phrase in English everywhere [53]. The company
recognized that the three short words had become a core part of Nike’s brand identity
and emotional appeal; any direct translation would likely lose the crispness or
connotations of the original. As one globalization consultant quipped, translating such
slogans is “hardly ever literal” and more often a process of finding an equivalent
expression — essentially recreating the slogan in another tongue [53]. In Nike’s case,
no equivalent could capture the same motivational punch, so the English words are
used universally, relying on consumers’ familiarity with the phrase or the surrounding
visuals to convey meaning. This strategy can strengthen a brand’s singular global
voice, but it demands that the rest of the advertising content (images, context, etc.) help
clarify the message for those less fluent in English. It also reflects a certain prestige

associated with English in advertising; in many markets, English phrases are perceived
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as modern or trendy, and thus can have positive symbolic value regardless of literal

understanding.

On the other hand, many brands opt for thorough localization, translating and culturally
adapting their campaigns for each region. This goes beyond verbatim translation — it
involves transcreation, where slogans or copy are creatively re-written to preserve the
intent, humor, or emotional appeal in the target language. An example is McDonald’s
slogan “I’m lovin’ it,” which was localized in various countries (such as “Me encanta”

in Spanish) [figure 3.1].

&

'mlovin’it’

Figure 3.1 — McDonalds slogan

Transcreators had to ensure the colloquial, youthful tone carried over, sometimes using
entirely different phrasing that still conveyed enthusiasm for McDonald’s food. In
advertising discourse, code-switching (mixing languages) is another strategy
increasingly seen in multilingual societies and campaigns targeting bilingual
consumers. Brands sometimes blend two languages in the same advertisement to reflect
the linguistic reality of their audience or to symbolize a fusion of cultures. For instance,
an advertisement in India might predominantly use English but switch to Hindi for a
punchline or emotional appeal, leveraging Hindi’s cultural intimacy alongside
English’s modern image. Code-switching can be a powerful tool: one marketing
analysis notes that it “aims to connect with each segment of its audience on a personal
level,” acknowledging their bilingual identity [54. Seeing one’s native language or
dialect appear, even briefly, in an ad can “trigger a sense of belonging and personal
identity” [54]. In fact, psychological research confirms that hearing one’s mother

tongue activates specific associations and warmth that can make the message more
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memorable [54]. For example, a luxury car ad might have a tagline in English but
include a familiar local proverb in Chinese within the body text — a strategy that both

surprises and delights bilingual readers by bridging cultures.

The impact of such multilingual approaches on brand perception is significant. When
done well, adapting to multiple languages shows that a brand respects and values
different cultural groups, enhancing its reputation as inclusive and globally aware. A
striking instance was Coca-Cola’s “It’s Beautiful ” Super Bowl commercial in 2014,
which featured the song “America the Beautiful” [figure 3.2] sung in nine different

languages [55].

Figure 3.2 - America the Beautiful

The ad showcased voices singing lines of the patriotic song in English, Spanish,
Tagalog, Hindi, Hebrew, Keres (a Native American language), Arabic, and others, set
against scenes of diverse American families. Linguistically, this was a bold statement:
Coca-Cola used multilingual singing (and accompanying on-screen text for each
language) to celebrate the idea that American beauty lies in diversity. The brand thus
aligned itself with a message of cultural inclusivity through a multilingual discourse
strategy. The public reaction was telling — many viewers praised the ad’s inclusivity
and felt more warmly toward Coca-Cola for representing their language or community
on a national stage. On social media, people used hashtags like #AmericalsBeautiful
to discuss seeing their heritage language featured in a mainstream advertisement.
However, the campaign also revealed how language choices can be politically charged.
A vocal minority reacted negatively, arguing that an American anthem should not be

sung in languages other than English [54]. This backlash ironically underscored the
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importance of what Coke had done: by inserting multiple languages into a single
narrative, the ad sparked a nationwide conversation about multilingualism and identity.
From a branding perspective, Coca-Cola’s willingness to weather controversy in order
to connect with multilingual audiences ultimately reinforced its image as an
emotionally resonant, culturally savvy brand (especially among younger, diverse
demographics). The global impact of multilingual campaigns, therefore, can be twofold
— they can strongly boost a brand’s appeal to target communities by validating their
language and culture, but they also require careful navigation of social sensitivities.
Beyond such high-profile examples, multilingual advertising often involves quieter
forms of linguistic adaptation. Brands commonly adjust idioms, humor, and tone to
suit local cultures. A joke that works in one language might fall flat or even offend in
another if translated directly, so copywriters produce culturally equivalent humor or
messaging. Similarly, references to holidays, traditions, or values are localized — a
skincare brand might highlight “healthy, fair skin” in one country but emphasize
“natural, glowing skin” in another, depending on local beauty ideals and connotations
of words. Even visual semiotic elements may change with language: the same slogan
might be written in a different font style to match script norms (for instance, a playful
cursive script for Latin letters might be switched to an elegant calligraphic style for
Arabic or Chinese text to evoke a similar feeling). These nuanced shifts are all part of
multilingual discourse strategy. They show that language in advertising is not merely
translated but transformed, carefully maintaining the brand’s core message while

resonating with local linguistic sensibilities.

From a consumer’s perspective, advertisements that speak their language —
literally and figuratively — are far more engaging. There is evidence that bilingual
individuals respond more positively to ads in their native language or in a well-
balanced code-switch format. One study on bilingual advertising found that slogans
which switch from a minority language to the majority language (e.g. a Spanish tagline
ending in an English word) can actually increase persuasiveness among bilingual
consumers [55]. The likely reason is that switching to the majority or globally dominant

language at a key moment (such as the call-to-action or product name) may invoke the
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broader appeal and prestige of that language, while the use of the minority language
elsewhere in the ad builds trust and relatability [54]. This kind of strategic code-
switching leverages the strengths of each language. Many advertisers targeting
multicultural markets in the US, for example, will run bilingual Spanish-English
commercials where most of the dialogue i1s in Spanish (to establish cultural intimacy)
but the tagline or hashtag is in English (to connect to the brand’s global identity and

ensure comprehension across groups).

In summary, multilingual campaigns require a delicate linguistic balancing act.
Brands must decide when to localize and when to globalize their language, how to
handle translation creatively, and whether to incorporate multiple languages in the
same message. The global impact of these decisions is profound: a well-executed
multilingual campaign can elevate a brand’s image worldwide, presenting it as
culturally fluent and respectful, which in turn builds consumer trust and loyalty across
markets. Conversely, missteps in language use — mistranslations, tone-deaf word
choices, or ignoring a local language in favor of a foreign one — can lead to public
criticism or alienation of key audiences. The most successful global brands, such as
Coca-Cola, Nike, and Apple, invest heavily in linguistic research and local copy
adaptation to avoid such pitfalls. They understand that language is more than a medium
for an ad; it is a symbolic statement of how the brand views its customers. By “speaking
the customer’s language,” both literally and metaphorically, advertisers harness the
power of linguistic connection on a global scale. The next section will shift focus from
language itself to how language interacts with non-verbal elements. In an online ad,
words rarely appear alone — they are intertwined with images, graphics, and design.
Section 3.3 examines how semiotic elements like symbols, color, and typography
contribute to online brand communication, and how these elements reinforce or alter

the meanings conveyed by text.
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3.3. The Role of Semiotics in Online Brand Communication

Digital advertisements are inherently multimodal, combining text with visuals,
audio, and interactive components. Semiotics — the study of signs and symbols — offers
a lens to understand how non-linguistic elements in ads carry meaning and interplay
with language. In online brand communication, semiotic devices such as logos, icons,
color schemes, layouts, and typography are deliberately orchestrated alongside
copywriting to create a cohesive message. This section analyzes how these semiotic
elements reinforce or modify the linguistic meaning in advertisements, often speaking
as loudly as the words themselves in shaping audience perceptions. Every brand
maintains a repertoire of visual symbols that become part of its identity and messaging.
Logos are prime examples: a simple graphic like Nike’s Swoosh or Apple’s bitten apple
icon instantly communicates the brand without any text needed. These symbols
encapsulate brand values — Nike’s swoosh, a curved checkmark shape, evokes speed,
motion, and achievement [55], while Apple’s logo signifies creativity and ingenuity
(with cultural allusions to knowledge and temptation). In many online ads, the logo
appears alongside a slogan or at the end of a video, and its presence can amplify the
slogan’s meaning. For instance, the phrase “Just Do It” gains extra resonance when the
Nike swoosh is visible: the swoosh itself has come to stand for the spirit of
determination, so pairing it with the imperative tagline reinforces the call to action. In
some cases, a logo can even substitute for words; a classic print ad strategy is to use a
well-known logo in place of the brand name in a sentence, relying on the audience to
decode the symbol. This shows how text and symbol can be interchangeable in
conveying message once a brand has established strong semiotic recognition. Color is
another critical semiotic code in advertising that interacts intimately with language.
Colors carry culturally and emotionally coded meanings — red can signify passion,
excitement, or urgency; blue can convey trust, calm, or technology; green suggests

nature or growth, and so on [figure 3.3].
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Figure 3.3. Colors meanings

Advertisers leverage these associations to reinforce the tone of their copy.
Online, where vivid color displays are the norm, brands adhere to signature color
palettes to trigger instant recognition (e.g., Coca-Cola’s ads are dominated by its iconic
red, Spotify uses a distinctive green in visuals and text highlights). The choice of color
often complements the written message: a sale announcement might use bold red text
to signal urgency, aligning with phrases like “Limited time offer!” which inherently
carry urgency. In contrast, an eco-friendly product ad might feature earthy greens and
browns, supporting language about “natural ingredients” or “sustainability.” Research
in marketing semiotics notes that color is a powerful semiotic tool in advertising,
capable of conveying specific emotions and cultural messages [56]. For example, the
warm, vibrant red of Coca-Cola’s branding is not arbitrary — it connotes energy,
happiness, and togetherness (think of Coke’s holiday ads with cheerful red
decorations), which bolsters the emotional words often used in Coca-Cola copy such
as “joy,” “refreshment,” or “sharing.” On the other hand, Pepsi’s main color is blue,
which the brand in the past linked to a sense of youthful coolness and modernity,
differentiating its tone from Coke’s nostalgia. In semiotic terms, colors serve as an
anchoring mechanism: they set a baseline mood that the text then builds upon. If the
textual message diverges from the color’s connotation, it can create dissonance.
Advertisers are careful to avoid such clashes — you would not typically see a funeral
insurance ad bathed in bright neon colors, for instance, because the somber tone of the
topic must align with a restrained, respectful color scheme (blacks, grays, dark blues).

In digital media, where background and interface colors surround ads, brands also
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consider context — ensuring their ad’s colors don’t clash with the platform’s design and

thereby distract or confuse the viewer’s interpretation of the message.

Typography — the style and appearance of text — is a subtler but equally potent
semiotic element [figure 3.4]. The font and formatting of words in an online ad
contribute meaning beyond the literal semantics of the words. A phrase set in a heavy,
bold typeface conveys strength or urgency, whereas the same phrase in a light, cursive
script might appear gentle or elegant. As one design analysis put it, typography ‘“has
long been used as a way to set the theme or mood of promotional content,” effectively

amplifying the meaning of the words through visual form [57].
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Figure 3.4 - the style and appearance of text

Advertisers meticulously choose typefaces that match their brand personality and the
tone of the message. For example, luxury brands often use serif fonts with high contrast
(think of the sleek, sophisticated typeface in Chanel or Dior ads) to signal tradition and
elegance, aligning with language that emphasizes heritage, quality, and exclusivity. In
contrast, tech companies and start-ups lean toward clean sans-serif fonts (like the
minimalist typography in Google or Airbnb ads) to give a modern, approachable
impression, complementing straightforward, friendly copy. A concrete illustration of
typography reinforcing meaning can be seen in campaign logos or wordmarks —
consider Coca-Cola’s own Spencerian script logo font. When Coca-Cola occasionally
incorporates its flowing logo script into ad headlines or hashtags (for instance, writing
the word “Coke” in that script within a sentence), it injects a sense of nostalgia and

brand familiarity that colors how the surrounding words are read. On social media,
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brands also play with typography and symbols: a tweet from a fast-food chain might
use all-caps or extra bold letters to imitate shouting for a playful effect (“FREE FRIES
Alert!”) [figure 3.5], whereas a luxury watch brand on Instagram might use

capitalization and spacing Like This to impart a refined rhythm and pace to the reading.
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Figure 3.5 - FREE FRIES Alert!

In each case, the visual styling of text is not merely decorative — it guides the reader’s
emotional response. Effective ad creators know that “the expressiveness of the lettering
itself can be a huge indicator of how your messaging is going to come across,”
essentially packaging the linguistic message in a wrapper that accentuates its intended

tone [56].

Furthermore, semiotic elements can sometimes modify or complicate a linguistic
message, creating layers of interpretation. Roland Barthes, in his seminal analysis of
advertising images, discussed how text and visuals can have a relationship of
“anchorage” (text fixing the meaning of an image) or “relay” (text and image together
producing a meaning neither could alone). In online ads, we see this dynamic often. A
single tagline can be understood in slightly different ways depending on the imagery
paired with it. For example, a simple slogan like “Open Happiness,” used by Coca-
Cola, is abstract on its own — but when placed over an image of smiling friends clinking
Coke bottles, the text’s meaning is anchored to social joy and sharing a Coke [57]. The
image guides the interpretation of “happiness” toward communal, celebratory

moments. If the same words “Open Happiness” [figure 3.6], were instead overlaid on
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a picture of a solitary person on a mountain summit, the viewer might interpret it as
referring to personal achievement or the bliss of nature, which is a very different take.
So, the semiotic context directs the linguistic signification. Advertisers take great care
that their visuals do not send a contradictory or ambiguous signal relative to the text.
Ideally, there is synergy: the symbols enhance the text’s clarity or emotional impact.
For instance, many online video ads end with a company logo animation and a brief
slogan on screen.
@ .
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Figure 3.6 - Open Happiness

The way that logo moves (e.g., a swift glide vs. a gentle fade-in) can subtly influence
how we feel about the slogan’s call-to-action. A fast, sharp logo entrance might add
urgency or excitement to the command “Shop Now,” whereas a smooth, slow reveal
might make “Shop Now” feel more inviting or casual. In interactive digital ads,
semiotic cues guide user behavior as well — a bouncing arrow icon or a finger-clicking
symbol can reinforce phrases like “Swipe up to learn more,” making the instruction

more salient and visually intuitive.

One burgeoning semiotic element in online brand communication is the use of
emoji and reaction icons. These are essentially a new form of symbolic language that
brands have adopted to appear in touch with digital vernacular. A well-placed emoji in
a social media ad caption can convey tone (e.g., a winking face to signal humor or a
heart to reinforce a message of love/liking) that modulates how the textual message is
read. Some campaigns even center around an emoji — for example, a food delivery
service might run an ad with the copy “Pizza on the way” [figure 3.7], using the pizza

slice emoji in place of the word, thereby creating a memorable visual hook. Emojis
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function as semiotic enhancers: they carry connotations (the pizza emoji instantly
triggers hunger and craving associations) that enrich the ad’s message without
additional words. However, brands must use such elements judiciously to maintain
professionalism and clarity. The informality of emoji can undercut a serious message
if misapplied. When aligned well, though, they exemplify the creative melding of
language and symbol in modern advertising discourse, especially appealing to younger

audiences fluent in the iconography of the internet.

Figure 3.7 - Pizza on the way

So, effective online advertising text is never just text in isolation — it lives in a designed
communicative space where fonts, colors, images, and symbols all contribute to
meaning-making. Semiotic elements can reinforce linguistic messages by setting the
emotional tone (color, typography), by symbolizing key ideas (logos, icons), and by
guiding interpretation (visual context for slogans). They can also add new layers of
meaning that the text alone might not convey, making an advertisement richer and often
more universally understandable (as visual signs can sometimes bridge language
barriers). Importantly, the interaction between words and visuals can either strengthen
the clarity of the message or, if misaligned, confuse it. Therefore, advertisers treat
semiotic design not as decoration but as an integral part of the discourse. A successful
digital campaign speaks in a unified voice where every element — from the choice of a
single word to the hue of the background — is in harmony to tell the brand’s story. For
example, if a brand’s message is about innovation and bold change, it might use stark,

high-contrast colors (blacks, whites, bright accent) and a modern sans-serif font, along
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with a forward-pointing arrow icon as a motif, all reinforcing in visual language what
the text explicitly states about “cutting-edge solutions” or “embracing the future.” The
receiver, often unconsciously, absorbs these cues and feels the intended impression

even before fully processing the words.

As online media continues to advance, the role of semiotics in advertising grows
— think of interactive ads where user clicks trigger visual effects, or augmented reality
ads where the consumer’s own environment becomes part of the ad’s sign system. In
these, the principles remain the same: effective communication arises from the synergy
of text and symbols. The best online ads today exemplify this synergy, leaving a strong
imprint not just through catchy slogans, but through the holistic experience they create

via sights, sounds, and words combined.

Conclusions to Chapter 3

Chapter 3 examined how linguistic trends and strategies shape the discourse of
online advertising. Focusing on three main areas—personalization and contextual
relevance, multilingual communication, and semiotic integration—the analysis
demonstrated that successful digital advertisements are highly responsive to the
subtleties of language and meaning. Several overarching conclusions emerged from

this exploration.

Initially, the movement toward personalization highlights a broader
transformation in advertising—from generalized mass messaging to highly
individualized, micro-level communication. Linguistically, this means the tone has
become more intimate and user-centric, with prevalent use of direct address,
personalized content, and context-aware references. This strategy has proven effective
in heightening consumer engagement and loyalty, confirming that people respond to

advertising messages that echo their personal world. Personalization in discourse goes
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beyond strategy—it reshapes the relationship between advertiser and consumer into
one that resembles a genuine dialogue. The language of ads increasingly mirrors the

language of interpersonal interaction — a significant evolution in advertising register.

Second, in a globalized digital marketplace, multilingual campaigns underscore
the importance of linguistic and cultural adaptability. Advertisers have developed
sophisticated ways to bridge languages — whether by translating and localizing content
or by code-switching between languages — to maximize relevance across diverse
audiences. The linguistic features of multilingual advertising, such as hybrid phrases
and culturally tailored slogans, show how flexible and creative brand language can be
when crossing borders. The global impact of these practices is noteworthy: brands that
adeptly navigate multiple languages tend to enjoy broader acceptance and a stronger
global brand identity. Conversely, campaigns that ignore linguistic differences or
attempt a one-language-fits-all approach risk miscommunication or cultural
dissonance. The chapter’s analysis suggests that embracing linguistic diversity in
advertising — both in the languages used and in how messages are adapted — has become
a hallmark of effective global branding. In other words, Zow a brand speaks in Cairo
may differ from how it speaks in London or Beijing, but all these voices must still
harmonize with the brand’s core narrative. Achieving that balance is a linguistic craft,
one that many top brands invest in heavily and which pays dividends in positive brand

perception worldwide.

Third, the role of semiotics in online brand communication demonstrates that
advertising meaning is created through the interplay of multiple sign systems. The
combination of verbal and visual cues produces a more layered and impactful message
than words alone. Semiotic features—such as logos, icons, or even emoji—serve to
amplify the intended message, enhance recognition, and evoke emotional associations.
The analysis revealed that contemporary advertisers act as multimedia communicators,
crafting meaning through visual design and symbolic language as deliberately as they
do through text. This multimodality is especially pronounced online, where consumers

encounter ads in immersive formats with animated graphics, sound, and interactivity.
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In such an environment, consistency and clarity of the message depend on aligning all
these semiotic channels. When the alignment is achieved, the result is a powerful,
unified message: the viewer not only reads the words but also sees and feels them
through the accompanying signs. The chapter’s examples, such as color usage
reinforcing emotional keywords or typography setting the tone of voice, illustrate that
the meaning of an advertisement is never solely in the explicit text. Instead, it arises
from the confluence of sign systems. This is a crucial insight for understanding digital
advertising discourse: literacy in this context means interpreting a coordinated set of
cues, where linguistic and non-linguistic elements jointly influence the audience’s

interpretation and response.

Taken together, these findings portray contemporary online advertising
discourse as highly adaptive, audience-aware, and multimodal. Unlike the relatively
monolithic ad language of the mid-20th century (when a single slogan might be
broadcast unchanged to millions), today’s ad language is fragmented into personalized
snippets, translated iterations, and multimedia expressions. Yet, all these are
orchestrated to serve cohesive branding goals. The broader trends driving these
linguistic strategies — the rise of big data and Al (enabling personalization), the
expansion of global markets (necessitating multilingual content), and the dominance
of visual social media (rewarding striking semiotic design) — are likely to continue.
Therefore, we can expect advertising language to become even more personalized
(perhaps via real-time Al-generated copy addressing individual situations), more
multilingual (with instantaneous translation and localization), and more richly semiotic

(potentially with immersive AR/VR brand narratives).

For linguists and discourse analysts, the evolution of advertising presents a
compelling field of study—one that reveals how persuasion operates through the
interplay of language and symbolic meaning. As this chapter has demonstrated,
effective advertising goes beyond catchy slogans or appealing visuals; it depends on
the strategic integration of language with context, culture, and semiotic design. Each

section has illustrated a distinct dimension of this integration: from personalized
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messages that appear at just the right moment, to multilingual communication that
bridges cultural gaps, to words whose impact 1s amplified through their visual

presentation.
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CONCLUSION

In this work, we're set out to investigate how leading global brands—Apple,
Coca-Cola, and Nike—strategically employ linguistic means in online advertising to
build meaningful communication with audiences. The aim and all research objectives
were successfully achieved through the integration of theoretical, comparative, and
case-specific analyses. The findings confirm that these brands create powerful
advertising discourse by combining personalization, emotional appeal, multimodality,
semiotic consistency, and multilingual adaptation. These elements are not used in
isolation, but together they form a complex communicative system that enables each
brand to build and maintain global recognition and loyalty. The analysis revealed that
personalized communication has become a cornerstone of effective advertising.
Whether through direct address, the use of individual names, or targeted messaging,
personalization makes the consumer feel seen and valued. Campaigns like Coca-Cola’s
“Share a Coke” and Nike’s motivational slogans demonstrate that tailored messages
can create a sense of individual connection with a mass audience. Apple’s minimalist
yet user-centric language strategy further supports the notion that simplicity combined
with personal relevance strengthens consumer engagement. These techniques align
with recent research showing that personalized content significantly increases purchase

intent and brand loyalty.

Equally important is the role of emotional appeal. Coca-Cola’s narratives of joy
and tradition, Nike’s stories of overcoming obstacles, and Apple’s focus on human
creativity illustrate that emotional storytelling builds deep brand resonance. Rather
than simply promoting products, these brands sell feelings, experiences, and values,
which audiences internalize and associate with the brand identity. This emotional bond
not only influences consumer behavior but also enhances message memorability and
positive brand perception. Multimodal integration was identified as another critical
element. The combination of language with visuals, sound, and interactivity intensifies
the emotional and cognitive effect of advertising. Apple’s clean design and precise

wording, Nike’s dynamic audiovisual storytelling, and Coca-Cola’s iconic symbols
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and jingles all demonstrate how multimodal strategies reinforce meaning and brand
identity. This cohesive use of multiple semiotic channels makes messages more
immersive and persuasive, leading to stronger consumer responses. Furthermore, the
thesis highlighted how all three brands maintain consistent semiotic and visual codes—
such as logos, color schemes, and typography—that complement verbal content. These
elements act as visual shorthand for brand values, contributing to long-term recognition
and loyalty. The semiotic alignment across platforms and campaigns ensures that the

intended message is conveyed clearly and memorably to diverse audiences.

Finally, the research established the importance of multilingual and culturally
adaptive advertising discourse. Coca-Cola’s multilingual campaigns, Nike’s culturally
localized messages, and Apple’s transcreated slogans illustrate how language is
strategically adapted to maintain relevance while preserving brand consistency across
global markets. The ability to address consumers in their native language and reflect
cultural nuances was shown to strengthen authenticity, trust, and connection with
audiences worldwide. At the last, the thesis has demonstrated that the most successful
online advertising campaigns of world-leading brands are those that use language not
merely to inform, but to connect, inspire, and resonate. Apple, Coca-Cola, and Nike
exemplify how strategic linguistic choices, when integrated with multimodal and
cultural awareness, can transform advertising into a dialogic, emotional, and globally
effective form of communication. These conclusions offer not only academic insights
into discourse practices but also practical models for effective brand communication

in the digital era.
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Pe3rome

VY po6oTi po3riasiHyTo, sik MpoBijiHi cBiTOB1 Opennu — Apple, Nike 1 Coca-Cola —
BUKOPHUCTOBYIOTh MOBY, Bi3yajbHI €JIEMEHTH Ta 1HIII 3aCO0U y CBOil OHJIAWH-peKIIaMi
JUIs BCTAHOBJIEHHs €(QEeKTHBHOT KOMYHIKalii 3 ayaurtopiero. I[lomroBxom 10
JOCIIIKEHHS cTajia moTpeda Kpaiie 3po3yMiTH, SK IudpoBa pexiiaMma 3MiHIOE He JTUIIIe
MapKETHHI'OB1 MIAXOAM, a i (PyHKIII Ta poib MOBH y Cy4acHOMY 1H(OpMaLiiHOMY
npoctopi. MeTta poboTu mosisirana B aHa i3 MOBHUX 1 MyJIbTUMOIAILHUX CTPATETIH,
KOTpl JI03BOJISIIOTH OpeHAaM CTPYKTYpPHO Ta NpaBWIbHO OyayBaTh Jiajior 3i
criokuBaueM. st TOCATHEHHs 1€l MeTH OyJu 3aJlydeHl METOJIU KOHTECHT-aHai3y,
JUCKYPCHUBHOTO 1 MParMaTHYHOrO aHaji3y, a TaKOX CEMIOTHMYHHMM 1 MOPIBHSUIbHUMN
nigxoau. Ile MO3BONMIIO MOMMBUTUCA HA PEKIAMHUNA JUCKYpPC 3 PI3HUX OOKIB 1
no0ayuTH, SIK caMe IMPaIfoe MOBA B MOEIHAHHI 3 THIIMMH CKJIaJHUKAMU PEKIIaMHU.

CTpyKTypHO po0OTa CKIATAETHCSA 3 TPbOX po3auIiB. [lepmmii po3ail 0XOIuIroe
OCHOBHI MiIXO¥ 1O BUBYCHHS PEKJIAMH SIK MOBHOTO SIBUINA, a TAKOXK BUCBITIIOE, SIK
BOHA TPaHCHOPMYETHCS Mij BIUIMBOM HUGPOBUX TEXHOJOTIH. Y Apyromy po3aimi
IIPOBEJICHO aHaji3 iICHYIOUMX MPUKIAIiB pekiaMuux kammnanid Apple, Nike 1 Coca-
Cola, 3o0cepemkyrounch Ha MOBI, CTWJIICTHUIN, PUTOPHUII, BI3yaldbHIA TMoOJa4l Ta
B3a€EMO/IIi OpEHIIIB 3 ayAuToOpi€lo. Y TPEThOMY — JOCHIIKEHO TaKi TEHJEHITIi:
nepcoHanizaiis, 0araTOMOBHICTb, BIUIMB KYyJIbTYpPHOTO KOHTEKCTY, @ TaKOX pOJIb
CUMBOJIIKY Ta AU3aliHy Y (OpMYBaHHI LIJIICHOTO PEKJIaMHOT0 noBigomieHHs. [1ig yac
BUKOHAHHS POOOTH BIAIOCS BUSIBUTH KiJIbKa 3aKOHOMIPHOCTEH yCIillIHA peKyiama —
IIe HE JIMIIE BIyYHUH TEKCT, a TApMOHIiiTHEe TIOE€HAHHS ClIOBa, 00pa3y, 3ByKy i HaBiTh
pyXy; MOBa peKJIaMH CTa€ Jefani 1HAMBIAYyali30BaHilIow (OpeHaAu TOBOPATH 13
KIIIEHTOM O€3MOoCepeIHbO, YacTo Ha "TH'", BUKOPHCTOBYIOUM MPOCTI W 3po3ymimi
KOHCTPYKIIil); JIOKami3aIliss Ta KyJbTypHa UYYTJIHMBICTh € HEBIT €EMHOI YaCTUHOIO
pekiaMHUX KammaHid (OpeHau, SKi aganTyioTh CBOi TMOBIJOMJICHHS 10 PI3HUX
ayJIUTOPiil, OTPUMYIOTh 3HAYHO Kpallll BIATYKH); pEKjIama CbOroJIHI — II€ HE MPOCTO
iH(dopManis npo ToBap, a MOBHOLIHHA KOMYHIKAIis, MO0 OyAyeTbCcsd Ha CHUIBHUX
I[IHHOCTSIX, EMOLIISIX 1 BI3yaJIbHUX acoliallisx.

3aBASKA JOCIIKEHHIO MU 3MOTJIH ITO0QYNTH, SIK MOBA B OHJIAH-peKJIaMi Ha0yBae
HOBUX (PYHKITIHf — BiJl IHCTPYMEHTA MEPEKOHAHHS 710 3aco0y hopMyBaHHS OpEHIOBOT
inenTuaHOCTI. AHam3 npukianis Apple, Nike ta Coca-Cola noBoauts, 1o egexTuBHa
pekiiaMa TPYHTYEThCS HE JIMIIE Ha KPEaTUBHOCTI, a MepeayciM Ha TIHOOKOMY
pPO3yMiHHI MOBHUX MEXaHI3MIB BIUIMBY, KYJbTYPHHX KOJIB 1 JIOTIKHM CHOPUUHSTTS
aynuropii. [IpoBenena pobota Ta aHali3 3 NOPIBHAHHSAMU MIATBEPIKYE: peKiama y
IM(PpoBy €moxy — 1€ He MPOCTO MAPKETUHTOBHM 1HCTPYMEHT, a CKiaaHa dopma
JTUCKYPCY, B SIKii TIEpPETUHAIOTHCS MOBA, 00pa3, 3BYK 1 €MOIIisl.
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Po3BuTok nudpoBUX TEXHOJOTIH paaWKaIbHO 3MIHHUB CIIOCOOM KOMYHIKaIlli MiX
OpeHjaMu Ta CHOXHBadyamu. [HTEpHET-pekiamMa, 10 KOJUCh Oyjia TOMOMIKHUM
MapKETUHIOBUM 1HCTPYMEHTOM, HHHI IEPETBOPUIIACS Ha IPOBIAHUI KaHa B3a€MO/III,
NOEJIHYIOUM BepOasbHi, BI3yalibHI, ayAlaibHl Ta 1HTEpakTUBHI enemeHTH. CydacHe
peKJIaMHe TOBIOMJICHHS — 1€ OararopiBHEBa KOMYHIKATHBHA KOHCTPYKIIiS, sKa
XapaKTepU3y€EThCsl BUCOKUM PIBHEM MEpCOHAI3allli Ta IHTEPAKTUBHOCTI 1 3JJaTHICTIO
I1/TaIITOBYBATHUCS IT1]1 TOBEIIHKY ayIUTOPii. B €moxy CTpiMKOTO pO3BUTKY IITYYHOTO
1HTEJIEKTY Ta MAITMHHOTO HABYAHHS MPUHIIUIA CTBOPEHHS PEKJIIAMHHX TTOBIJJOMJICHb 1
COPUMHATTS 1X ayauTOpI€l0 3a3HAIOTh CYTTEBUX 3MiH: aJITOPUTMH MOXYTh
aBTOMATUYHO JOOMpATH MOBHI Ta Bi3yaJbH1 CTPATETii il KOHKPETHOI'O KOPUCTYyBaya.
Takum ymHOM, pekjama cTala He JMIIe CIocoOOM MPOCyBaHHS MPOAYKTY, a
¢beHOMeHOM, 110 BIUIMBAaE Ha MOBHI NPaKTHKH, (opMye coIllaJbHI HOPMH Ta
BiloOpakae KyJbTYypHI TeHJEHIIi. Y IIbOMy KOHTEKCTI Marictepchbka poloTa
pUCBSYEHA JOCIIHKEHHIO TOTO, SIK MPOB1JIHI CBITOBI OPEH/IU BUKOPUCTOBYIOTH MOBY
Ta MYyJbTUMOJAJIbHI 3aCO00M B OHJIAMH-KOMYHIKaIli 31 criokuBaueM. ['oj0oBHa meTa
poOOTH — mpoaHami3yBaTH JIHTBICTUYHI NPUAOMH Ta KOMIIO3MINIO BepOaThbHUX 1
HEBEpOATBHUX EJIEMEHTIB PEKIAMHOTO TUCKYPCY Ha TPUKIAMll TPhOX TI00aThHUX
xomnaniii: Apple, Nike ta Coca-Cola. Takuil BUOip 3yMOBIE€HUN TUM, IO KOXEH 13
UX OpeHJIB Mae SCKpaBO BHPAXXEHY CTpaTerilo MOBHOI KOMYHIKalii, ska
BIJIPI3HSETHCS BiJ IHIIMX 1 BOJHOYAC JAEMOHCTPYE YHIBEpCAJIbHI PUCH YCHINTHOT
pexiiaM. 30CepeUBINNCh HAa IXHIX OHJIAMH-PEKIaAMHUX KaMIaHIsIX, JOCIIIKCHHS
nparHe 3’gCyBaTH, SKUMU MOBHUMH 3acO00aMU Ta BI3yaJbHO-3BYKOBUMH PIIICHHSMU
OpeHI BCTAaHOBJIIOIOTH EMOIIMHUA 3B’S30K 13 ayJUTOPIEI0 Ta TMIICUIIOIOTH
CIPHUIHATTS CBOTO 00pa3y. AHaJi3 KOHKPETHUX MPHUKIIA/IiB BUSBUB, III0 KOKEH OpeH]I
dopMye BIacHMII MOBHMH CTHIb 1 TOH CHUIKyBaHHs. Tak, Apple BuUpi3HsA€TbCA
JAKOHIYHICTIO Ta €eMOLIMHO0 IITMOMHOI0 peKIaMHUX NoBigoMieHb. MoBieHHs Apple
MaKCUMaJIbHO CTHCIIE, ajie BOJHOYAC MICTKE: KOPOTKI cloraHu i ¢pa3u mepenarThb
KJIFOYOB1 I[IHHOCTI OpeHAy — 1HHOBAIIWHICTh Ta €KCKJIFO3MBHICTh. Bimomuii ciorad
Apple “Think Different”, Hanpukinaz, y 1BOX cjIoBaxX BTUIIOE 3aKJIHMK O TBOPUYOCTI Ta
1HUBITyIBHOCTI, IO MPSMO 3BEPHEHWH 10 CMOXuBada. Takuii MiHIMaTICTUIHHMA
X1, TAKPITUICHUH BUITYKAaHUM BI3yallbHUM PSIIOM, HE TIEPEBAHTAXKYE ayTUTOPIO
3aiiBor0  1H(oOpMalli€ro, a HaToMiCTh (opMye HaBKOJIO OpeHay arMochepy
1HHOBAIIHHOCTI, BUTOHYEHOCTI Ta €MOIIHHOrO0 3B’S3KYy 31 chibHOTOI0. Nike Oymye
peKiiaMy Ha OCHOBI 1HKJIIO3UBHOT Ta MOTUBYIO0UOi MOBHU. KoMyHikallis 1iboro OpeHmy
CIOHYKA€ JI0 JIii 1 CTBOPIOE BIAYYTTS CIUIBHOCTI MIXK CIOKMBayaMH. 3HAKOBE racjo
“Just Do It” € HakazoBow (opmoro, 10 MPSMO 3aKJIMKa€e ajapecaTa 0 aKTHBHOCTI,
BOJHOYAC IMILTIKYIOUH, IO KOKEH 37aTeH JOCATTH IocTaBiieHoi MeTtH. Nike gacTo
BUKOPUCTOBYE OCOOOBI 3aliMEHHUKH JIPYroi Ta MEpIIoi 0coOM MHOXHHH — “‘you”,
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we”, “us” — y cBoix noBimomieHHsX (“You Can’t Stop Us”, “Together We Can

Change Everything”), abu crepTu MeXy MDK OpEeHIOM Ta ayJUTOPIEI0 1 CTBOPUTH
atmocdepy eanocti. Pexnamui croxeTt Nike, ik paBuiio, aneatoTh J0 €MOIIii uepes
icTOpii PO MOAOTIAHHS MEPEIIKO/] Ta JOCITHEHHS BEJINY1; TaKa HapaTUBHA CTPATETis 3
CWIBHUM €MOIIIMHUM 3apsioM TO3WINI0E OpeHJ HE TMPOCTO SK BUPOOHUKA
CIIOPTUBHOTO OJISITY, a SIK HATXHEHHWKA, MapTHEpa Ta MPOBITHUKA B OCOOUCTICHOMY
po3BHUTKY croxuBada. Pexmamuuii guckypc Coca-Cola BUPI3HSETBCS TEILIUM,
JPY>KHIM TOHOM 1 KpEaTHBHOIO TMEPCOHAITI3AIIE€0 TTOBIIOMIIEHb. MOBa 1IbOTO OpeHTy
HalllJIeHa Ha MPOOY/KEHHS TMO3UTHUBHHUX €MOIH Ta HOCTAIBIii: y LIEHTPl yBaru —
pamicTb, npyx0a, ciMelHl miHHOCTI ¥ Tpaauiii. Cioranu Ha kmrtaidTt “Taste the
Feeling” 1 “Open Happiness” 06e3nocepeqHb0 3alpoIIyIOTh CHOXKKMBada PO3IUTUTH
NpUEMHY MUTh, a kammanig “Share a Coke” migHOCHTH TIEPCOHATI3AIII0 HA HOBHMA
piBeHb, 3BepTarounch a0 el moiMeHHo. Coca-Cola MOCHTIIOBHO BHUKOPHCTOBYE
oOpa3u W CHMBOJIM, IIO0 BHKJIMKAIOTh Yy CIIOKMBada BITIYTTS MPUHAICIKHOCTI 0
CHUIBHOI KYyJBTYpU Ta TpaauLii: (IpMOBUN YEPBOHUMN KOJIIp, BMI3HABAHUI IPUPT,
KJIACUYHI CBSATKOBI MOTHUBHM CTBOPIOIOTH aTMocdepy 3aTHIIHOI €AHOCTI. Takuii
E€MOIIIMHO HAaCHYCHHMH Ta TMEePCOHANI30BaHUM IMMAXIJ J0 KOMYHIKAIli 3MIIHIOE
JOSUTHHICTD CITOXKMBAdiB, ACOIIOIOYM OpEHJ 13 TEIUIMMH CIIOTaJlaMH, PajiCHUMHU
NePEeKUBAHHSIMU Ta MOMEHTaMH €THaHHs. OKpiM 0COOIMBOCTEN OKpEMUX OPEHIIIB, Y
poOOTI pO3MISTHYTO 1 3araibHi TEHACHIN, M0 BU3HAYAIOTh CYYaCHHH JUCKYPC
iHTepHeT-pexsiami. OfHa 3 TakuxX TEHACHIIA — 3pocTaroua MepcoHaIi3alis
NOBIJJOMJIEHb, KOJM OpeHau Jenajl AakKTHUBHIIIE MPUCTOCOBYIOTh KOHTEHT Mij
KOHKPETHOTO KOPHUCTYyBaya, BHUKOPHUCTOBYIOUM JaHI MpO HOro BIHOJOOAHHS Ta
noBeiHKy. Ille omHi€l0 Ba)XIMBOIO PUCOIO € 0araTOMOBHICTh KOMYHIKAIIii, apkKe
rJI00aJIbHI KOMMAaHI1 aJanTyloTh peKiiaMy J0 PI3HUX KYyJIbTYPHUX KOHTEKCTIB, 11100
TOBOPHUTH 3 ayAUTOPIEIO 11 piHOIO MOBOIO 1 BpaxOBYBaTH JOKaIbHI 0cOOIMBOCTI. Kpim
TOTO, 3HaYHY YBary mpHUIUICHO POJIi CEMIOTUYHHUX €JIEMEHTIB — CHMBOJIIB, KOJIHOPIB,
BI3yaJIbHUX KOJIIB — Y MIJICUJIEHH] CMUCITY PEKJIaMHOT0 MOBIJOMIICHHS. Y U(DPOBOMY
IpPOCTOP1, /I ayJAUTOpis 3aHypeHa B MOTIK MYJbTUMEIIWHOI 1H(OpMaIlii, yCHiliHi
OpeHIM CBIJIOMO TIOETHYIOTH CJIOBO 3 TIOTY)KHUMH oOpa3amMH Ta 3BYKOBHUMH
CUTHAJIaMH, 100 3pOOMTH KOMYHIKAIil0 OUIbII MPOHUKIUBOIO Ta CHIB3BYYHOIO
KyJIbTYPHOMY KOHTEKCTY.

OT:xe, mpoBeneHEe AOCTIIKEHHS MIITBEPKY€ BU3HAYAIbHY POJIb MOBH B IHTEPHET-
pexiiami. Came udepe3 MOBHI 3acobu OpeH; 0(OpPMITIOE CBOIO 1HMBIAYAJIBHICTD 1
BCTAHOBJIFOE KOHTaKT 31 CIOXuBaueM. Bpamo pgiOpaHuii TOH MMOBIAOMIICHHS,
CTWJIICTHYHI MPUAOMHU Ta 3BEPTaHHS JO ayJIUTOPii 3PEIITOI0 BU3HAYAIOTh, YA CTAHE
peKiiaMa TIEPEKOHJIMBUM [1aJIOTOM, IO BIATYKHETHCS B CBIJOMOCTI JIHOJICH.
KomyHikariiss OpermiB y mudpoBy €mMoXy BHUXOAUTh 33 MEXI OJHOCTOPOHHBOTO
iHhopMyBaHHS: BOHAa HaOyBae XapaKTepy PO3MOBH, JI¢ CIIOKHBa4d BigdyBae cebe
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Y4aCHUKOM 1CTOPii, sIKy posnoBigae OpeHa. MoBa B Takii B3aeMOJii BUKOHYE POJIb
KJIFOYOBOT'O 1HCTPYMEHTY, IO TOB’SI3y€ BCI 1HII €JIeMEHTH (Bi3yasbHi, ayaiayibHi,
IHTEpPAKTUBHI) B €IMHE CMUCIIOBE TI0JIE 1 cripusie (POPMYBAHHIO JOBIPH Ta €MOIIIMHOTO
BIITYKY ayaUTOPIi.

Takum  9YuMHOM,  pe3yJbTaTH  MAariCTEPChKOTO  JOCTIIKCHHS  MOXKHA
BUKOPHCTOBYBaTH $IK OCHOBY ISl TMOAAJBIIOIO aHali3y JaHOi TeMHU 3 METOI0
MOKpaIeHHs PeKJIaMu Ta 3allydeHHs SKOMOTa OUIbIIOI ayAauTopii 10 MOTPiOHOTrO
OpeHny. Ane mepemyciM Tpeba mam’siTaTH — pekiiaMa 1€ HaWmepmui KpoK 0
B3a€EMOJIIT MK ayJIUTOPIEI0 KIIIEHTIB Ta MIPOJIABIIEM.



