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SUMMARY 

The purpose of my master thesis is to analyse the language of online advertisements of higher 

education institutions in Slovenia. The paper attempts to describe and analyse some linguistic 

aspects and structures of online and traditional advertisements. The thesis is composed of 

seven chapters, each of them dealing with different aspects of advertising language. At the 

beginning of the work the terminology of advertising on the Internet in general is explained, 

followed by advantages and disadvantages of online advertising. The third chapter 

concentrates on the different linguistic structures such as, for example, phonetics, phonology, 

and morphology, followed by language use on the Internet and traditional printed 

advertisements, with a focus on current types of Internet advertising. The last part of the paper 

analyses five chosen advertisements online and in print of higher education institutions and 

points out the most commonly used strategies. The main aim of the thesis is to prove how 

higher education institutions in Slovenia can attract future students with the help of the right 

choice of stylistic features of language in online advertisements.  

Keywords: language of advertisements, linguistic aspects, linguistic structures, terminology of 

advertising, advantages and disadvantages of online advertising, online advertising, higher 

education institutions in Slovenia  

POVZETEK 

Namen magistrske naloge je analizirati jezik spletnih oglasov visokošolskih zavodov v 

Sloveniji. V nalogi opisujemo in analiziramo nekatere lingvistične vidike in strukture spletnih 

in tradicionalnih oglasov. Razdeljena je v sedem poglavij, vsako od njih opisuje različne 

aspekte oglaševalnega jezika. Na začetku dela smo na splošno opisali literaturo oglaševanja 

na Internetu in opisali prednosti in slabosti oglaševanja na spletu. Tretje poglavje je 

namenjeno različnim lingvističnim strukturam kot so npr. fonetika, fonologija, morfologija. V 

nadaljevanju je prikazana uporaba jezika za spletno in tradicionalno oglaševanje z 

osredotočenjem na sodobne tipe oglaševanja na spletu. Zadnji del naloge analizira pet 

izbranih oglasov visokošolskih zavodov na spletu in v tiskani obliki ter poudarja najpogosteje 

uporabljene strategije. Glavni namen magistrske naloge je prikazati, kako lahko slovenski 

visokošolski zavodi pritegnejo pozornost bodočih študentov s pomočjo pravilnega izbora 

jezika v spletnih oglasih.  

Ključne besede: jezik oglaševanja, jezikovni vidiki, jezikovne strukture, prednosti in slabosti 

online oglaševanja, spletno oglaševanje, visokošolski zavodi v Sloveniji  

UDK: 378(043.2)
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1 INTRODUCTION  

Nowadays we are confronted with advertisements on the television, radio, and Internet on a 

daily basis. Advertisements in different media are a part of our everyday life and as the author 

Korošec says, we are used to aggressive ads and we are not upset by them any more, because 

we live with them as we do with storms and ticks (Korošec 2005, 12).  

With the rapid growth of Internet use worldwide, advertising has become a universal source 

for millions of people and made it possible to be globalized. Since 1995, when there were 16 

million Internet users, this number has grown in 2015 to up to 3.366 billion, which is 46.6% 

of the world’s population. As the Internet has become the most democratic of all mass media, 

companies have started creating websites and found a new way to communicate with a larger 

market directly, without local restrictions (Internet World Stats 2015).  

With the increased use of Internet as a channel it creates new languages, which have to be 

short and concise in comparison with papers and magazines. In the future advertisement 

world, language will be an important factor in adjusting new target groups and new media 

channels (Sirel et al. 2010).  

1.1 Definition of the problem and theoretical issues  

The language of advertising creates interest, provides information and, therefore, it is 

persuasive, with the intention to influence potential customers’ attitudes and purchasing 

behaviour (Janoschka 2004, 129). 

Crystal (2001) focused on English language use on the Internet, and explored the effects of 

the global usage of language in general on the Internet and on individual languages (Crystal 

2001, 5). The conclusion of the analysis is that on the Internet, a distinctive variety of 

language and new linguistic means have been established. The language used on the Internet 

is written, but Internet users often comment that the written language used is more similar to 

speech (Baron 1998; Crystal 2001).  

A research by Internet World Stats (2016) shows the top ten languages used on the Internet, 

among which English is in first place with 67.8%, the second is Chinese with 53.1%, the third 

is Spanish with 61.6%, and the fourth is Arabic with 43.4%.  

Stern (1988) argued that advertising research has the purpose of ascertaining the meaning of 

messages, and thus enables advertisers and marketers to communicate effectively with their 

targeted consumers.  

According to Geis (1982), advertising language often uses some structures that do not very 

often occur in other types of text.  
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Janoschka (2004) pointed out that the written language used in Web ads is based on a face-to-

face communication as it means to involve the user. New words and linguistic symbols are 

used in ads to address users directly in various ways by using emotional stimuli as a means of 

persuasion.  

In comparison, printed and Web advertising have a lot in common, because the text and 

graphic display of the Web resembles print, and the self-placed, self-selective nature of Web 

usage is also similar to print media. Many different authors compare the effectiveness of print 

advertising and online advertising on the Internet (e. g. Sundar and Kim 2001).  

Evans (2008, 361) defines advertising as a tool that is used to promote the sale of a product or 

service and has existed in some form since ancient times and occurs in many different 

cultures. In the twentieth century, the business of presenting advertisements to people became 

huge with the development of diverse methods of mass communication and of the advertiser-

supported model for delivering content. 

The Web has experienced a higher initial and continuing growth than any other medium in 

history (Zeff and Aronson 1997). 

Online advertising is expected to increase significantly over time due to the different Web-

based content and services that people can now access with more devices than just mobile 

telephones and televisions. The online advertising industry is often divided by observers into 

‘search advertising’, which appears on search results pages, ‘display advertising’, which 

appears on non-search Web pages, classified listings, which appear on websites, and e-mail-

based advertisements (Evans 2008, 360).  

Although Slovenia is a small country with a population of 2 million, it has a relatively rich 

academic tradition: the University of Ljubljana ranks between the top 551–600 academic 

institutions worldwide (EUI 2016).  

There are several types of higher education institutions in Slovenia, namely universities, 

faculties, art academies, and independent higher education institutions established by the 

State, Parliament, or by native or foreign organisations and individuals (Pajnič, Vilfan and 

Širok 2011).  

Slovenia offers 150 English-language programmes and is one of only seven countries in 

Europe where college is free, only charging a registration fee but no tuition fees (Jilani 2014).   

Besides the traditional media, such as television, print and radio, online advertising is a 

relevant marketing tool today and will be in the future. In 2014, 84% of Slovenian companies 

(with at least 10 employees) had their own website, 37% of companies had a profile on social 

media, and 22% of all companies paid for advertisements on the Internet (SURS 2014).  
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Copper (2007) explained that information on the Internet is available 24/7 and therefore 

people can get information about products anytime and anywhere.  

Vestergaard and Schrøder (1985) argued that five strategic goals should be achieved by 

advertisers: to attract prospective customers’ attention; arousing interest; stimulating desire; 

creating conviction; and getting a positive action.  

1.2 Goals and objectives of this master’s thesis  

We live in the Internet era, where we cannot imagine a life without daily use of the Internet. 

Online advertising offers Slovenian higher education institutions the possibility of presenting 

themselves on the Internet, which has led to a drop in the use of traditional advertisements. 

We want to research the use of Internet advertising and its linguistic aspects, what advantages 

and disadvantages it brings, and how companies succeed in reaching their goals with the help 

of the right language used in Internet advertisements. 

The goals of this master’s thesis in foreign literature are to define advertising on the Internet 

in comparison with traditional advertising, advertising language and different linguistic 

aspects, and to present the usefulness of the language based on the analysis of selected 

advertisements of higher education institutions in Slovenia.  

Goals of this master’s thesis:  

 Based on the analysis of literature, articles and other secondary sources, to define the 

development and history of language used in advertisements.  

 To present the most used types of advertisements on the Internet. 

 To get to know which language Slovenian business schools use for online advertisements. 

 To discover the main advantages of the use of online advertising.   

 To find the main differences between online language and printed media.   

 With the help of the presented theory, to analyse the language of the selected online 

advertisements of the Slovenian business schools.   

 To understand how the analysed advertisements can be improved with the help of the use 

of the right language.  

With the research within my master’s thesis we will try to answer the following research 

question:  
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 How can higher education institutions in Slovenia integrate new linguistic structures into 

their advertisements to attract more potential students?  

1.3 Research methods  

In the first part of the research, in the theoretical part, we used a descriptive research method. 

Based on foreign and Slovenian literature read, we have presented different types of Internet 

advertisements and their language on the Internet and compared them with traditional 

methods. Based on the theoretical part, we formed the analyses.  

In the empirical part, we used the methods of analysis and syntheses, and found the most 

significant linguistic structures and trends in advertising. We gathered information on which 

types of advertising language are used on the Internet and how they attract their target group. 

We found out which languages are the most widely used on the Internet and what these will 

be in the future. With the method of analysis, we searched for advertisements of Slovenian 

higher education institutions on the Internet and in print. First, we formed a list of all higher 

education institutions in Slovenia, which are found on the website of MVZT,
1
 and selected 

five of them for our analyses. After selecting the higher institutions, we searched for their 

websites and tried to gather as much information as possible about them through their online 

and printed advertisements.  

With the help of the analysed data, we tried to confirm or reject the previously set hypotheses 

regarding advertisements and the language they use on the Internet. Based on the theoretical 

part in comparison with the practical, we tried to confirm or reject the assumption that 

Internet advertisements use a more informal language than other advertising text in other 

media. We searched for current linguistic trends used for Internet advertisements and found 

out how advertisers manage to stand out from the mass of advertisements. We have presented 

our findings on how Slovenian higher education institutions represent themselves on the 

Internet and in other media. We wanted to find out which languages are the most widely used 

on the Internet and which will gain more importance, and to understand how and to explain 

why every advertisement has its own style of writing and how the language is adjusted to each 

medium separately.  

1.4 Assumptions and limitations of this master’s thesis  

In this master’s thesis, we assume that advertising on the Internet uses different types of 

advertisements and new specific languages to advertise and reach specific target groups. We 

assume that with the right choice of language for Internet advertising, Slovenian higher 

                                                 

1
 Https://www.arhiv.mvzt.gov.si/en/ 
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education institutions can more easily and effectively attract future students. We assume that 

the use of online advertising will grow even more in the future and could surpass other 

traditional media.  

In the study of Internet advertising, we will limit our research only to advertisements from 

higher education institutions in Slovenia, and assume that they use different types of 

advertisements and linguistic tools on the Internet. Due to the relatively small sample of the 

results obtained from the ads, they cannot be generalized to all ads. 

Restrictions during the study due to the inadequate Slovenian literature in the field of Internet 

advertising and language use in advertising, we will seek help from foreign articles, which 

proceed from reliable sources. In particular, we will employ different statistics, analyses and 

interviews in the field of language used for advertising, which will give us a broad overview 

of online advertising language and also search for different types of advertising on the 

Internet and their trends, with the help of literature found on websites.  
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2 ADVERTISING ON THE INTERNET  

Marlow (1997, 13) argues that advertising on the World Wide Web is different from 

traditional print and online advertising in that it presents the opportunity for advertisers to 

interact with potential customers, generate feedback in the process and create a more 

meaningful communication experience. Online advertising requires different layout and 

design techniques to those of printed advertisements.  

The Internet changed both civilization and communication within only a matter of years and 

is known as the greatest and most significant achievement in history of humankind. (Gates 

1995; Hahn and Scout 1994; Otte1994).  

The use of the Internet has changed our everyday life radically. People no longer seek 

information about current events through newspapers and radio; instead this is done through 

using blogs and weather sites. The Internet provides an ideal platform for firms to advertise, 

because people pay attention to this medium and may be actively searching for purchase 

opportunities. The technology on the Internet provides better ways of targeting advertising 

and monitoring potential consumers’ behaviour (Anderson 2012, 355–356).  

Gackenbach (2011) explains that the Internet is the basic structure of nearly all media as they 

increasingly change. We can access the Internet from our desktop home computer, our 

cellphones, pagers, PDAs, televisions, video game consoles, MP3 players and any number of 

portable laptop computers.  

Nowadays, the Internet has a huge impact on almost all industries throughout the world and 

advertising is no exception (Hanekom and Scriven 2002).  

Statistics show that Internet advertising revenues worldwide are constantly growing, with 

nearly 170 billion U.S. dollars spent on digital advertising in 2015 and by 2021 it is projected 

that this figure will reach to up to more than 330 billion U.S. dollars. (eMarketer 2014) 

2.1 The Internet as an advertising medium  

Due to the penetration of the Internet and increasing popularity of digital platforms, digital 

advertising has grown to become one of the most important forms of advertising. As reported 

in Digital Advertising Revenue worldwide, more than 143 billion U.S. dollars were spent on 

digital advertising in 2014 and by 2020 this is projected to rise to nearly 268 billion U.S. 

dollars (The Statistics Portal, 2014). 

The Internet allows an easy and inexpensive communication between individuals on opposite 

sides of a country and has the potential to affect each component of the marketing mix. It is 
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not only a new medium, but also a form of media that differs essentially from those preceding 

it (Gordon and De Lima-Turner 1997, 362).    

New technologies such as the World Wide Web (WWW) of the Internet have been gaining 

importance in recent years and allowed organizations to advertise their products and services 

to a global target market at a much lower cost than traditional advertising (Hanekom and 

Scriven 2002, 49).   

According to Chapman (1998), when a consumer responds to an online advertisement, they 

are interested in the product and 98% of the time didn’t accidentally click on the 

advertisement.  

Gates (1995, 89) indicates that some theorists have the opinion that the Internet has stagnated 

and will eventually fade away, but others believe that this new medium will continue to grow 

in the future as more advanced application technologies and infrastructure become available.  

2.2 Advantages and disadvantages of Internet advertising 

We all know that being online is comfortable, because you can access the Internet whenever 

you want at any time without restrictions. Accessing the Internet from any device you want 

has changed the use of Internet advertising a lot recently. On a daily basis we see diverse 

advertisements of products and services from all over the world. In a way, we might even feel 

connected to the world through all these advertisements. Here, in this thesis, we want to list 

the advantages and disadvantages Internet advertising is bringing with it.  

According to Janoschka (2004, 61) the Web allows faster access to different sources than 

traditional media can do. Any information in which a user is interested can be received, which 

is different from printed newspapers where limited space is directed to particular readerships 

or target groups.  

Armstrong (2001, 28) indicates that Web advertising in general follows the same principles as 

traditional advertising. It can be a paid or unpaid form of promotional communication through 

a medium, used in order to ‘increase the number of sales of the advertised product’ and an 

awareness of the product.  

2.2.1 Advantages 

In comparison with traditional advertising, advertising on the Internet has many advantages 

for both customers and those firms that advertise. First of all, the ability to access the Internet 

365 days 24 hours makes it possible for advertisers to reach people all over the world at any 

time. The whole world is now a potential target market and everyone with Internet access is a 

potential future customer.  
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Some authors argue that the Internet provides a couple of advantages to marketers and 

advertisers. Thanks to the Internet’s unique characteristics it provides exceptional 

opportunities for the effective transmission of advertising messages to target audiences and 

markets. Others argue that there are certain disadvantages (Belch and Belch 2001; Goldsmith 

and Lafferty 2002; James 2001; Kiani 1998; Rao 1997).  

The Internet allows advertisers to reach a significantly wider target group than traditional 

advertising media at a fraction of the cost. The Internet is an ideal advertising medium for 

national or international target markets and large-scale distribution capabilities. It is more 

specific than some traditional media, ensuring that the advertising message is seen by the 

most relevant audiences (Ingram 2016).  

Organizations can advertise to a global target audience through the Internet and at a much 

lower cost than using traditional advertising methods (Hanekom and Scriven 2002).  
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In the following table, the advantages and disadvantages of online advertising are briefly 

described: 

Table 1 Advantages and disadvantages of online advertising 

Source: Rachel and George 2005  

As we can see in the table above, online advertising is more specific than traditional 

advertising and can target groups of individuals, because only consumers interested in 

particular products or services will visit the website of a company. Furthermore Internet 

advertising has the ability to target any group individually matched to their needs and wants. 

Consumers can react to Internet advertising messages, providing their feedback to the 

marketer or advertiser. As a result of the interactive possibilities of the Internet, advertisers 

can increase consumer involvement and satisfaction (Rachel and George 2005).  

Advantages  Disadvantages 

 Target marketing  

The online environment allows advertisers to 

target specific groups of individuals, since 

only those consumers who are interested in a 

specific product, service or idea visit the 

website 

 Message tailoring 

As a result of the Internet’s ability to target 

specific individuals, messages can also be 

designed to appeal to the specific needs and 

wants of the target audience. One-to-one 

marketing messages are possible owing to the 

interactive nature of this medium.  

 Interactive capabilities 

Advertisers can increase consumer 

involvement and satisfaction, aided by the 

interactive capabilities of the Internet. The 

consumer’s involvement with the advertising 

message provides almost immediate feedback 

to the marketer or advertiser.  

 Measurement problems 

Research conducted on forecasts, 

audience profiles and other statistics 

from the Internet demonstrate a great 

deal of variance. The research statistics 

lack validity and reliability.  

 Audience characteristics 

Numbers and characteristics of Internet 

audiences may go out of date quickly and 

details of Internet audiences often vary from 

one Internet service provider to the next. 

Because of the accelerating growth of the 

Internet as a communication medium, more 

and more people have access to this 

medium. 

 Websnarl 

The process of downloading information 

from the Internet can take some time (for 

example when a number of users access a 

site simultaneously, and when dial-up users 

access sites that contain detailed graphics). 

Certain consumers use the Internet precisely 

because of the speed of the medium, and an 

obstruction to this speed leads to frustration.  
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2.2.2 Disadvantages 

On the other hand, Internet advertising also has its disadvantages and one of them is that all 

marketing materials on the Internet are automatically available for anyone in the world to 

copy, regardless of legal requirements. For example, logos, images and trademarks can be 

easily copied by others for commercial purposes to slander or mock your company (Ingram 

2016).  

One of the disadvantages of Internet advertising is that we cannot rely on the validity of 

research statistics. The number of Internet users changes quickly and may vary from the 

Internet service provider, because it is a communication medium that more and more people 

access every day. Another problem of the Internet is that the time of downloading information 

is often too long and this leads to the frustration of the consumer (Rachel and George 2005).  

Due to the enormous amount of advertising on the Internet, it is really difficult to attract 

customers and the presence of small businesses become meaningless, which may affect their 

sales. Another issue is that there is no alternative to direct communication; although both 

parties can talk over VoIP (Voice over Internet Protocol) this may not replace direct contact 

(Copper, 2007) 

2.3 Historical evolution of Internet advertising 

On October 27, 1994 the world of advertising was forever transformed by a small graphic and 

written text in rainbow colours introduced by HotWire, a Web magazine: ‘Have you ever 

clicked your mouse right here? You will’. This was officially the beginning of banner ads 

(Cook, 2016).  

 

Figure 1 HotWired banner ad. 

Source: Single 2010 

1994 the era of banner ads began when HotWire sold the first banner ad to the American 

Telephone and Telegraphy Company (AT&T) and displayed the ad on its webpage. Brand 

advertising on the Internet later followed different pricing approaches, many web ads were 

sold based on the number of ‘impressions’ by individuals who received the ad. Many web ads 

were subsequently sold based on ‘cost per mille’, which is advertising terminology for cost 

per 1,000 viewers of the advertisement and often referred to as ‘CPM’. (Kaye and Medoff, 

2001).  

https://www.wired.com/2010/10/1027hotwired-banner-ads/
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The first advertising revenue in the United States grew to an estimated 7.1 billion US dollars 

in 2001 or about 3.1 % of overall advertising spending. The dot-com
2
 destroyed or weakened 

many of the early online advertising industry players and reduced the demand for online 

advertising and related services (Kaye and Medoff 2001). 

In 2016 the IAB – Interactive Advertising Bureau media company reported that in the U.S. 

Internet advertising revenues totalled 32.7 billion US dollars in the first six months and that 

was an increase of 19.1% from the previous first six months of 2015 (IAB 2016). 

In a study from the year 2000, Mary Meeker, Managing Director of Morgan Stanley, and her 

team of researchers examined the adoption rate of the Internet, contrasted to the three other 

major ‘new media’ invented in the twentieth century radio, network television and cable TV. 

The results showed that the Internet captured 50 million users in just five years; it took TV 13 

years and radio 38 years to reach this milestone. These results show that the Internet is the 

fastest growing medium in history (Hyland 2000). 

 

 

 

                                                 

2
 From the pronunciation of .com, suffix of domain name in most commercial Internet addresses. 
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3 ADVERTISING LANGUAGE  

Advertising communication is a complex process and the use of language can have a powerful 

influence over people and their behaviour. In the past, ads were meant in general to give 

information and this stimulating media had the purpose of catching the reader’s attention with 

shorter print text, innovative slogans and headlines (Sirel et al. 2010).   

The major components of advertisements’ language are words, phrases and sentences that are 

used in advertising to inform, influence and affect customer behaviour. Words and syntax are 

utilized to achieve specific marketing goals within a particular target audience. In advertising, 

rules of grammar may sometimes also be broken as an attention-seeker device – for example, 

in the Sprite advertisement the phrase ‘the uppest taste’ was used. Nevertheless, it is not 

known whether advertising messages that use incorrect grammar and language are more 

powerful as a communication tool (Wyckham et al. 1984, 47).  

According to a survey conducted by author Wyckham (1986), of 264 elementary school 

teachers, 80% could remember catchy phrases, slogans, jingles and coined words from 

advertising. Fifty per cent of them claimed that their students’ written work sometimes 

contained words from advertising, 40% remembered students using catchy phrases and 

slogans, while 30% remembered using advertising jingles. A total of 46% of the teachers 

believed that there is a cause–effect relationship between the language of advertising and 

grammar errors, while 30% believed that spelling errors were related to the spelling used in 

advertising.  

These results show that language plays a vital role in advertisements and the audience 

subconsciously remembers words and even slogans or jingles from different advertisements. 

Language allows advertisers to attract their audience with diverse language structures, which 

we will explain briefly in the next paragraphs.  

It has also been found that colour plays a key role in the success of ads and seems to be the 

first thing users will notice. Advertisers want to reflect a specific brand and communicate a 

certain mood with the choice of colour. Using the proper colour in an ad is the quickest way 

to create a mood without even saying a word (Najafian and Dabaghi 2011). 

3.1 Linguistic structures used in advertising language 

According to Crystal (1985, 265), language is ‘a French term introduced by Ferdinand de 

Saussure to refer to the human biological faculty of speech. It is distinguished in his approach 

from langue, the language system of a speech community’. The advertising languages use 

different language structures to explain and demonstrate products or services in 

advertisements to convince their audience to buy. A combination of structures can be used in 

one advertisement depending also on the media in which it is placed.  
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Crystal’s (1985) results indicate that the most widely recognized levels of analysis are 

phonology, grammar and semantics, but phonetics is distinguished from phonology, lexis 

from semantics and morphology and syntax are seen as separate levels within grammar (p. 

274).  

Jakobson (1976, 230) explains that language is the only system that is composed of elements 

that are signifiers and yet at the same time signify nothing. The creative economy of language 

is composed of double articulation. For instance the English language has only about 40 of 50 

elements of second articulation, but these can generate hundreds of thousands of words.  

Linguistic, psychological, philosophical and sociological characteristics of communicative 

systems are studied together. Philosophers Charles Peirce (1834–1914), Charles Morris 

(1901–1979) and later Rudolf Carnap (1891–1970) divided the field into three areas:  

1. Semantics: The study of relations between linguistic expression and the objects in the 

world which they refer to or describe. 

2. Syntactics: The study of the relation of these expressions to each other 

3. Pragmatics: The study of the dependence of the meaning of these expressions on their 

users (including the social situation in which they are used). Crystal David (2008, p.431) 

3.1.1 Phonetics 

As explained by Crystal (2008), phonetics is the science that studies human speech sounds, 

and provides methods for their description, classification and transcription.  

Among these methods there are three generally recognized branches:  

(a) articulatory phonetics is the study of the way speech sounds are made (‘articulated’) by 

the vocal organs;  

(b) acoustic phonetics is the study of the physical properties of speech sound, as transmitted 

between the mouth and ear;  

(c) auditory phonetics studies the perceptual response to speech sounds, as mediated by the 

ear, auditory nerve and brain. (Crystal 2008).  

Instrumental phonetics is a term that is used for the study of any of these aspects of the 

subject using physical apparatus, such as devices for measuring airflow, or for analysing 

sound waves. People who are engaged in the study of phonetics are called phoneticians 

(Crystal, 363).  

Furthermore, Crystal (2008, 365) says that phonetic categories are generally defined using 

terms that have their origins in other subjects, such as anatomy, physiology and acoustics. The 

subject is often referred to as general phonetics, because these methods of analysis are equally 

valid for all human speech sounds.  
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Jongman (2013) explains that acoustic phonetics is the study of the acoustic characteristics of 

speech, including an analysis and description of speech in terms of its physical properties, 

such as frequency, intensity and duration.  

3.1.2 Phonology 

The literature on phonology defines it as the study of how sounds are organized and used in 

natural languages. As a system of a language it includes an inventory of sounds and their 

features and rules, which specify how sounds interact with each other. Phonology is one of 

several aspects of language and is related to other aspects, such as phonetics, morphology, 

syntax and pragmatics (Loos et al., 2003).  

The following illustration demonstrates the place of phonology in an interacting hierarchy of 

levels in linguistics:   

 

Figure 2 Linguistic structures. 

Source: Loos et al., 2003 

Meyer and Niels (2003) point out that phonological structure is the most fundamental 

property of speech communication; it enables an inventory of primitive units to combine in 

different ways to form the vast array of words that constitute the vocabularies of human 

languages.  

According to Goddard (2002) phonology – or the sound system of a language – also plays its 

part in the creation of meaning in, for example, sound symbolism, where sounds are 

associated with particular ideas. That is why short expressions such as a brand name or 

individual sounds are thrown into relief and must therefore be chosen wisely.  

3.1.3 Morphology 

The origin of morphology is Greek: morph means ‘shape, form’ and morphology is the study 

of form or forms. In linguistics, morphology refers to the mental system involved in word 

formation or to the branch of linguistics that is dealing with words, their internal structure and 

how they are formed (Aronoff and Fudeman, 2010).  

Hamawand (2011) explains that morphology is an essential subfield of linguistics. The aim of 

morphology is to describe the structures of words and patterns of word formation in language. 
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It aims to 1) pin down the principles for relating the form and meaning of morphological 

expressions, 2) explain how the morphological units are integrated and the resulting 

formations interpreted, and 3) show how morphological units are organized in a lexicon in 

terms of affinity and contrast. Morphology uncovers the lexical recourse of language and 

helps speakers to acquire the skills of using words creatively and therefore express their 

thoughts and emotions with eloquence.   

Crystal (2003) divides morphology into two domains: lexical or derivational morphology 

studies the way in which new items of vocabulary can be built up out of combinations of 

elements; inflectional morphology studies the ways words vary in their form in order to 

express a grammatical contrast.  

3.1.4 Syntax 

According to the Farlex Grammar book (2016), syntax is defined as a way in which we order 

specific words to create logical, meaningful sentences. Syntax is a set of rules, patterns or 

processes by which we can put words together. Although the English language is flexible, it is 

difficult to understand the specific nuances that govern these rules and patterns. Syntax 

basically begins with the subject and the predicate to form a complete and logical statement. 

Grammatically correct the subject is the person or thing that performs or controls an action in 

a sentence, while the predicate describes the action. The subject is at least a noun or pronoun, 

while the predicate is at least a verb. The determiner or other modifiers (adjectives, adverbs, 

or phrases acting like them) can also include any words that add meaning to the noun or 

pronoun.  

As shown in the following two sentences, for example: 

‘My father drives a car to work each day.’ 

In this sentence the subject is not just father (the noun), but also the determiner my, which 

specifies which father is controlling the action of the verb drives.  

‘My father drives a car to work each day.’ 

The predicate in this sentence is the whole phrase drives a car to work each day. The verb 

drives contains the phrases a car, which is the direct object of the verb, to work – a 

prepositional phrase that modifies the verb, and each day, which is an adverbial phrase that 

also modifies the verb (The Farlex Grammar Book 2016). 
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3.1.5 Semantics 

The literature on semantics (Crystal 2008) shows that earlier studies in the twentieth century 

reach back to the writing of Plato and Aristotle and include the work of such philosophers and 

logicians as Charles Peirce (1839–1914), Rudolf Carnap (1891–1970) and Alfred Tarski 

(1902–83), particularly under the heading of semiotics and the ‘philosophy of language’. 

Semantics is a term also used in philosophy and logic, but does not have the same range of 

meaning or emphasis as in linguistics. Philosophical semantics prove the relations between 

linguistic expressions and the phenomena in the world to which they refer and consider the 

conditions under which such expressions can be said to be true or false, and the factors that 

affect the interpretation of language as used (Crystal 428, 2008).  

In a paper by Thomason (2012), semantics is defined as the study of the meaning of linguistic 

expressions and can be a natural language or an artificial language like a computer 

programming language. The meaning in natural languages is primarily studied by linguists.   

3.1.6 Pragmatics  

Pragmatics are defined by Professor Leech (1983) as the study of how utterances have 

meanings in situations, and he attempts in a systematic way to find out and set down the 

principles behind certain choices in language that govern situational meaning. It is proved that 

both semantics and pragmatics as contributors to general linguistics can claim to have 

something to say about the meanings of utterances. The origin of semantics is in the study of 

word meaning, whereas pragmatics is a situational account of the meaning of utterances (p. 

123).  

As Leech (1983) and Leech and Short (1981) say, the pragmatic analysis of language can be 

broadly understood to be the research into that aspect of meaning that branches from the way 

in which utterances are used to describe how they relate to the context in which they are 

uttered.  

3.1.7 Discourse analysis 

According to Hatch: ‘discourse analysis is the study of the language of communication – 

spoken or written. The system that emerges out of the data shows that communication is an 

interlocking social, cognitive and linguistic enterprise.’ (1992, 1).  

Jaworski and Coupland (1999, 1–3) divide discourse analysis into three main categories: (1) 

anything beyond the sentence; (2) language use; and (3) a broader range of social practice that 

includes non-linguistic and non-specific instances of language.  
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Discourse analysis is defined by Stubbs (1983, 1) attempts to study the organization of 

language above the sentence or above the clause and therefore to study larger linguistic units, 

such as conversational exchanges or written text. It is concerned with the interrelationships 

between language and society and with the interactive or dialogical properties of everyday 

communication.  

To better understand the meaning of discourse analysis (Schiffrin, Tannen and Hamilton 

2003) author Charles Fillmore captured the essence of discourse in their book The Handbook 

of Discourse Analysis by presenting the following two sentences, which appeared as signs at a 

swimming pool.  

1. Please use the toilets, not the pool. 

2. Pool for members only. 

If we just read each sentence separately, each sign has a reasonable enough meaning. But if 

we read the two sentences together as a single discourse, the second sentence forces a 

reinterpretation of the first that provokes in us laughter. As we can see in the example, more 

than one meaning can be created in the discourse and we have to decide which meaning is 

intended (Schiffrin et. 2003).  

3.1.8 Stylistics   

Crystal (2008) has also found that in stylistics and sociolinguistics ‘level’ is often used to 

refer to a mode of expression felt to be appropriate to a type of social situation, e.g. ‘formal 

level’and ‘intimate level’. Stylistic levels are distinguished within the range of formality (e.g. 

‘frozen’, ‘casual’, ‘deliberative’) (p. 275).  

According to Leech (1981) style means the language which is used ‘in a given context, by a 

given person, for a given purpose’. It is applied to the writer’s individual characteristic 

manner of expression. It’s applicable to the written and spoken, and literary and non-literary 

codes.  

Previous studies (Leech and Short 1981) indicate that the term ‘style’ in linguistics is used to 

describe the choices that language makes available to a user, above and beyond the choices 

necessary for the simple expression of meaning. Stylistics is explained as the study of 

linguistic style, whereas (theoretical) linguistics is the study of linguistic form, which contains 

components of language such as sounds, parts of words, and words and consists of the 

representations – phonetic, phonological, morphological, syntactic, semantic etc. – that 

together form a code by which we say or write something that has a specific meaning.  

Leech and Short (1981) studied the purpose of stylistics and showed that they have effects on 

the reader and listener, which are generally understood: 

(a) communicating meanings that go beyond the linguistically determined meanings; 
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(b) communicating attitude (as in persuasive effects of style); and  

(c) expressing or communicating emotion.According to Crystal (2008, 8) the stylistics 

approach recognizes five main types and organization of the written language, defined 

in terms of such factors as:  

1. Graphic features: the general presentation and organization of the written language, 

defined in terms of such factors as distinctive typography, page design, spacing, use of 

illustrations, and colour; for example, the variety of English newspapers would be chiefly 

identified at this level through the use of such notions as headlines, columns and captions. 

2. Orthographic (or graphological features): the writing system of an individual 

language, defined in terms of such factors as distinctive use of alphabet, capital letters, 

spelling, punctuation, and ways of expressing emphasis (italics, boldface, etc.); for 

example, American and British English are distinguished by many spelling differences 

(e.g. colour vs. color). 

3. Grammatical features: the many possibilities of syntax and morphology, defined in 

terms of such factors and distinctive use of sentence structure, word order, and word 

inflections; for example, religious English makes use of an unusual vocative construction 

(O God, who knows…) and allows a second-person singular set of pronouns (thou, thee, 

thine). 

4. Lexical features: the vocabulary of a language, defined in terms of the set of words and 

idioms given distinctive use within a variety; for example, legal English employs such 

expressions as ‘alleged’, ‘easement’, ‘heretofore’, as well as such phrases as ‘signed, 

sealed and delivered’ and Latin expressions such as ‘ex post facto’.  

5. Discourse features: the structural organization of a text, defined in terms of such factors 

as coherence, relevance, paragraph structure, and the logical profession of ideas; for 

example, a journal paper within scientific English typically has a fixed sequence of 

sections including the abstract, introduction, methodology, results, discussion and 

conclusion.  

Referring to Crystal (2008), he explains that stylistics is a branch of linguistics that studies the 

feature of situationally distinctive uses of language particularly chosen by individuals and 

social groups in their use of language. In general, stylistics deal with the whole range of non-

dialectal varieties encountered within a language; literary stylistics deals with the variations 

characteristic of literature as a genre and of the ‘style’ of individual authors.  

3.1.9 Semiotics and semiology  

In the dictionary of linguistics and phonetics, Crystal (2008, p. 431) explains that semiotics is 

the study of the properties of signalling systems, whether natural or artificial, and it refers to 

the study within philosophy of sign and symbol systems in general (also known as semiotic, 

semeiotics, semiology, semasiology, significs).  
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Cook (1996, p.61) explains that semiotics and semiology are both the studies of signs, 

however they are based on different approaches. Semiology is the study of the relationship 

between the signs and their meaning. Each sign is composed of a signifier, which is a word 

form, and the signified, which is the meaning.  

Semiotics is concerned with everything that can be taken as a sign (Eco 1976, 7). Semiotics is 

anything that stands for something else – in a semiotic sense that means signs take the form of 

words, images, sounds, gestures and objects.  

‘Semiology’, according to the linguist Saussure, was a science that studies the role of signs as 

part of social life, while to the philosopher Charles Peirce the field of study that he called 

‘semeiotic’ was the ‘formal doctrine of signs’, which was closely related to logic (Peirce 

1931, 58)  

Jakobson (1963, 289) has defined semiotics as the general science of signs that has as its basic 

discipline linguistics, the science of verbal signs. In literature, semioticians commonly refer to 

films, television and radio programmes, advertising posters and so on as texts, and to reading 

television (Fiske and Hartley 1978). Television and film as media are regarded by some 

semioticians as being in some respects like languages.  

3.2 Lexical features of advertisements 

Advertising messages have to use various linguistic devices to catch readers’ attention, arouse 

their desire and induce their action in order to compete with many other similar advertising 

messages (Fan 2013, 341). 

3.2.1 Coinage  

According to the dictionary, ‘coinage’ is the act of creating a new word or phrase that other 

people begin to use. For example, a recent coinage is the word ‘blog’. (Merriam–Webster 

2016)  

It is defined as the word formation process in which a new word is created deliberately or 

accidentally without using the other word formation processes and often from seemingly 

nothing. Many coinages start out as brand names for everyday items such as, for example, 

‘Kleenex’ for a facial tissue (Goss 2012).  

Coinage is an important feature used in advertising. New words or phrases are created by 

means of imitation and often seen in advertisements. New terms are created, which give the 

word a new meaning and attract readers’ attention. Creativity is the key to successful 

advertisement campaigns with new strange words, which make the ad fresh (Fan, 2013).  
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To better understand what sort of new words can be created, we will try to explain with an 

example: 

‘We know Eggsactly How to Sell Eggs’. In this ad ‘eggsactly’ is the homophonic spelling of 

‘exactly’. The goal of the ad is to make the product magic, so advertisers cheat by using the 

morphologically corresponding word ‘eggs’ instead of ‘ex’ to make the word readable in a 

funny and memorable way (Fan, 2013).  

3.2.2 Comparative and superlative adjectives  

An article published by the Atlantic Press (Fan 2013) describes the lexical features of English 

advertisements. According to Fan (2013, 341) advertisers tend to use comparatives and 

superlatives in ads to point out the superior quality of their product or service. Adjective 

vocabulary is used to promote and persuade the potential consumers and help readers to 

establish an affirmative attitude towards the products, using adjectives such as new, good, 

best, free, full, fine, easy, bright, delicious, crisp,  tall, big, rich, wonderful etc. The adjectives 

used in ads can be divided into two groups: descriptive adjectives in object description and 

evaluative adjectives giving the advertiser’s subjective comments. 

3.2.3 Compound words  

Quirk et al. (1985) define a compound word as ‘a lexical unit consisting of more than one 

base and functioning both grammatically and semantically as a single word’. 

The online dictionary Vocabulary (2016) defines a compound word as the connection of two 

or more words to form a new word and subsequently, a new meaning. For example, there is 

one blackbird but there are many different black birds.  

3.3 Syntactic aspects of advertisements  

3.3.1 Sentence types  

Quirk and Greenbaum (1990, 231) propose that sentences may be divided into four major 

syntactic types. Their use mostly corresponds with four different discourse functions (Quirk 

and Greenbaum 1990):  

Declaratives are sentences in which a subject is present and precedes the verb  

Interrogatives have a discourse funtion in which, typically, questions are used to seek 

information  
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Imperatives are sentences that normally have no grammatical subject and whose verb has the 

base form. They function primarily as a directive and are mostly used to instruct somebody to 

do something 

Exclamatives are sentences that use an initial phrase that is introduced by ‘what’ and ‘how’. 

Exclamations show the extent to which the speaker is impressed by something  

To understand the differences between these types of sentences we will give you some 

examples: (Quirk and Greenbaum 1990) 

 Imperative, directive sentence: ‘Give me a glass of water’  

 Interrogative sentence: ‘Could you give me a glass of water?’ 

 Exclamation sentence: ‘What a fresh glass of cold water!’  

3.3.2 Sentence structure  

In the following part we want to explain the structure of sentences in advertising language, 

mentioning the most important structural tendencies used by copywriters.  

Schematic patterning  

Leech (1972) says that schematic patterning means the parallel presentation of two or more 

than two similar or relevant ideas in similar structural forms.  

To better understand that, we will give an example of a parallel clause with the same 

structural pattern:  

‘Tips for a good night’s sleep: – Drink less caffeine. – Take warm baths. – Arrange your 

insurance with NFU Mutual.’  

The example shows that each clause has the same idea and structure, beginning with the verb 

in the imperative followed by a direct object. As described, the last clause makes up a 

semantic and formal parallel to the first two clauses. Parallelism is often accompanied by 

anahphora
3
 (Sattar and Annapurna 2016). 

 

 

                                                 

3
Anaphore is the repetition of the same word or group of words at the beginning of several consecutive 

sentences or verses to emphasize an image or a concept.  
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Ellipsis  

Goddard (1998) says that ellipsis belongs to cohesive devices and defined it as the omission 

part of a structure; it is mainly used for economical reasons, to save space and money.  

As the author Cook (1996) explains, the ellipsis creates a sense of informality and is normally 

used in spoken language, in face-to-face casual communication and is used in advertising to 

create an effect of closeness with the reader and conversational tone.  

Incomplete sentences  

Myers’ (1997, 55) definition of an incomplete sentence says that one can read whole ads 

without coming across a main verb, but turn to the pictures to interpret the relevance of the 

phrase. 

The picture used in an advertisement helps the reader to interpret the ad, so the structure of 

the sentence is less important.    

Disjunctive clause 

The literature says (UK Essays 2013) that a disjunctive clause is the exclusive syntactic 

feature of advertisements in English newspapers and magazines. It usually chops the 

sentences into several parts, which makes the advertisement more condensed and thus saves 

money by avoiding taking up too much space in the newspapers or magazines.  
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4 LANGUAGE USED FOR INTERNET ADVERTISING 

Leech (1972, 27) sets the following principles for advertising texts: attention value, 

readability (simple and personal), memorability (to remember the name of the product) and 

selling power, which is crucial.  

Commonly said, the language used on the Internet is more casual than traditional written 

language. As reported by Crystal (2001), the discourse on the Internet (e.g. found in email, 

chat) has more similarities with writing than with speech. Netspeak is a new language variety, 

complete with its own lexicon, graphology, grammar and conditions.  

Baron (2003, 10) explains computer-mediated communication (CMC) is defined as any 

natural language messaging that is transmitted or received via a computer connection. In 

general, the term CMC refers to a written language message sent via the Internet. In the book 

Language on the Internet the author Baron (2003) points out that over the past 20 years, the 

Internet has radically transformed the way people communicate, both locally and globally. 

The language used on the Internet is anything but conventional or constrained, no grammar 

teacher or subject classifier proofreads the billions of emails, instant messages, chats or Web 

pages across the Internet. On the Internet we can find language that is fragmentary, full of 

typographical error, bereft of punctuation and sometimes downright incoherent.  

Baron (2003, 2) explains that the word ‘language’ on the Internet can be interpreted in four 

different senses: 

1. Natural language usage carried via the Internet (e.g. in email, listservs, Web pages)   

2. special coding systems, which are carried via the Internet (e.g.markup languages, 

programming languages, application programs)  

3. natural language, coding system, or translation interfaces used for gathering information 

from the WWW (e.g. search engines, intelligent agents, machine translation programs) 

4. special terminology, which is used in talking about the Internet (e.g. networking, 

servers, browsers, Hypertext Transfer Protocol (HTTP)) 

Graddol (1997, 27) came to the conclusion that although the Internet developed as an English-

based network, other languages and their use have rapidly been expanding. There were 

projections back in 2007 that the dominant language on the Internet would be Chinese, 

because by the year 2050 there will be nearly 1.4 billion native speakers of Chinese in 

comparison to just slightly over 500 million native speakers of English.  
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5 LANGUAGE USED FOR TRADITIONAL ADVERTISING 

One of the purposes of advertising research, according to author Stern (1988, 3) is to ascertain 

the meaning of messages, and thus enable advertisers and marketers to communicate 

effectively with their targeted consumers.  

The literature on language (Goodenough 1975; Nist 1966) says that language is a living 

entity; it changes over time as a result of a host of social, economic, technological and 

educational forces. The change in a language may be good or bad, but there must be some set 

of commonly accepted standards with respect to terminology and syntax. 

Depending on the medium, the form of advertising varies: a press advertisement may consist 

of text and pictures, for radio text and music are used and for television a combination of text, 

music and pictures, but the text (copy) is essential to all of them. (Abruzzini 1967) 

Previous studies indicate that the Flesch formula has had considerable usage in the evaluation 

of advertising copy and in the classification of newspapers and magazines, according to 

average difficulty. The results of experiments using the ‘split-run’ technique have shown that, 

with equivalent content, simply written copy (with a high Reading-Ease (RE)) has more 

readers than more difficult copy (with a low RE). This technique called the Reading-Ease 

score is suitable for the study of fairly long texts, which can be analysed as a whole or by 

samples, but is not as suitable for the study of short advertising sentences such as slogans. 

(Hepner 1964, 51)  

Table 2 Traditional & digital advertising 

Traditional Digital 

Includes… 

 Print media  

(newspaper and magazine ads, 

newsletters, brochures and other printed 

material) 

 Broadcast media (such as TV and radio 

ads) 

 Direct mail 

 (including fliers, post cards, catalogs) 

 Telemarketing 

Includes marketing efforts anchored on 

electronic devices such as  

 Websites 

 Social networking sites 

 Content marketing 

 Banner ads 

 Google ads 

 Video marketing 

 Proven techniques with high success rate 

 Long-standing initiatives that the public 

already understands 

 Metrics for measuring success 

 Cost-efficient methods of marketing 

 Unprecedented audience reach 

 Allows direct response from intended 

audience  

Source: Seriously Simple Marketing, 2016 
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As seen in the table above, into traditional media is counted print media, broadcast media, 

direct mail and telemarketing. All of those advertising techniques have a high success rate, 

they are well known among the public and their effectivness can be successfully measured. 

Digital or online advertising is done through websites, social networking sites, content 

marketing, banner ads, Google ads and video marketing. Those advertising techniques are 

relative new, but more cost-efficient than traditional advertising. The disadvantage is that the 

audience reach is unprecedented, but on the other side it allows direct response from the 

audience (Seriously Simple Marketing 2016). 

According to White (1988, 79-81) the main rules for print advertising are: 

 put keywords in headlines 

 put the promise in the headline 

 keep the headline short 

 lay the ad out logically 

 reversed-out copy looks good 

 double-page spreads are best 

 only a full page will do 

 photographs are better than illustrations: pictures are better than words 

Marlow (1997, 13) argues that advertising on the WWW is different from traditional print and 

online advertising in that it presents the opportunity for advertisers to interact with potential 

customers, generates feedback in the process and creates a more meaningful communication 

experience. Online advertising requires different layout and design techniques than printed 

advertisements.  
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6 TYPES OF INTERNET ADVERTISING 

The World Wide Web offers a variety of communication possibilities with customers on the 

Internet and every business can find a type that is suitable for them. Successful advertising 

campaigns spread around the world with their products or services; they attract customers 

worldwide and increase sales.  

Statistics published by he Statistical Office of Slovenia (SURS 2015) show that in the first 

quarter of 2015, 78% of households in Slovenia had access to the Internet. In comparison with 

2014, the share of households that accessed the Internet through mobile broadband Internet 

connections via mobile phones in 2015 had increased to 52% in comparison with the previous 

year’s result, which was 34%.  

Back in 2015 Coca-Cola, the global leader in the beverage industry, had a huge success with 

their advertising campaign named ‘Share a Coke’ and it was one of the most noteworthy 

digital campaigns. The global campaign gave customers the chance to order personalized 

Coca-Cola bottles through a Facebook application, while in some other countries the labels 

were changed altogether. Results show a 7% increase of sales, 18 million media impressions, 

and traffic on the official Cola Facebook site increased by 870% with their ‘like’ page 

growing by 39%. Customers worldwide shared images of their Coke bottles with their name 

on social networks, which proved hugely popular and led to increased sales. These results 

show that a successful campaign can increase brand awareness and sales worldwide, just 

because of one simple idea that customers love (Moth 2013). 

 

Figure 3 Share a Coke campaign. 

Source: Dayle 2015 

6.1 Display advertising  

We all know what display advertisements look like, because somehow there is always some 

box suddenly appearing on the Internet site you are searching on. Display ads are boxes on 

websites and can be along the top of web pages, such as the traditional banner ad, or the larger 

text billboards, as well as videos. The aim of these paid types of ads is to generate a quick 
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conversion with customers and to appear on a distinct section of the website you are using. 

Each ad has its own reserved place on the website and can also appear in different dimensions 

and shapes. According to Google, the most effective display ads are 336x280 or 300x250 

pixel rectangles, 300x600 pixels half-page ads and 728x90 or 320x110 pixel banners 

(O’Brien, 2015).    

The following picture shows how display ads are placed on a website. On the top part in the 

middle there is an 336x280 pixel banner ad, followed by another ad in the middle part on the 

right-hand side of 300x250 pixels, and at the bottom as closure another ad of 336x280 pixels.  

So while you are reading a text on a website, display banners appear on this site from the top 

to the bottom of the site (Bragdon 2012). 

 

Figure 4 Display advertisement. 

Source: Google Ads on my Page 2012 

Display ads can be charged by cost per click (CPC) or they can also be charged at cost per 

thousand impressions (CPM). The CPC often decreases the higher an ad’s CTR (click-

through rate) is. CPM is charged at a flat rate per 1000 ‘impressions’, which is a measure of 

the number of times an ad is displayed or has left an impression on a user, regardless of 

whether the user has actually clicked the ad or not (Burke 2017). 
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Figure 5 US digital display ad revenue growth in 2013. 

Source: Market Realist 2015 

The chart shows the net US digital displays ad revenue in 2013. In first place with 90% is 

Twitter,
4
 followed by Facebook

5
 with 51%, Amazon

6
 39%, LinkedIn

7
 37% and the last 

Google
8
 with 33%. Display ads, often referred to as Web banners, come in standardized ad 

sizes, and can include text, audio, video, logos, pictures or interactive media (Garner 2015). 

6.1.1 Web banner advertising 

Web banner advertising is a form of advertising through banner ads, also called display 

advertising. The goal of banner advertising is to promote a brand; the banner ad takes the Web 

user visitor from the host website to the advertiser’s website of a specific landing page.
9
 

Banner ads or Web banners are advertisements displayed on a web page and the 

advertisements consist of an image or of a multimedia object. There are two ways a banner 

can appear on a web page: either it is static or animated, depending on the technology used to 

make them. 

The static and animated banners have one thing in common and that is that their purpose is to 

get noticed on the website and get clicks by users. As a user you can recognize a static banner 

ad by  its simple image of a visual that is acting like an ad and by clicking on it the ad leads 

you to the website or to the landing page of the advertisement. The animated banner is a 

                                                 
4
 Https://twitter.com/ 

5
 Https://web.facebook.com/ 

6
 Https://www.amazon.com/ 

7
 Https://www.linkedin.com/ 

8
 Https://www.google.com  

9
 A landing page is any web page that a visitor can arrive at or ‘land’ on.  

https://www.amazon.com/
https://www.google.com/
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programmatically generated display or sequential visual that creates the illusion that the 

objects in the image are moving (Katai 2017).  

6.2 Search advertising 

Search advertising is defined as a technique used to connect searchers with search products 

and services through online advertisements. This type of advertising requires advertising 

through search engines, each with their own specific advertising management platforms; for 

example Yahoo search advertising requires using Yahoo!Advertising!
10

 and Google requires 

Adwords
11

 (WordStream 2017). 

The difference between display and search advertising is that display ads use a push approach, 

while search ads use a pull approach. This means that Internet users who come across a search 

ad are already looking for a product, rather than those seeing a display ad because they were 

targeted after watching a video or browsing the Web. The right advertising strategy is used, 

based on the product or service the advertiser is offering (Brown 2017). 

 

Figure 6 Google search advertising. 

Source: Google 2016 

                                                 

10
 Https://advertising.yahoo.com/ 

 

11
 Https://adwords.google.com/ 

 

https://advertising.yahoo.com/
https://adwords.google.com/
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As seen in the picture above, which shows an example of search advertising. The first four 

search results on the top left-hand side are search advertisements where the advertisers have 

paid for the keywords ‘studying in Germany’. Future students who are searching which 

university to go to might click the first search results they get through the search engine, so 

the probability that they contact or even apply for one of these universities is higher than 

choosing a university at the bottom of the search results.  

6.2.1 Search engine optimization 

In the book Search Engine Optimization, the author (Jones 2013) explains search engine 

optimization (SEO) as the process of setting up a website so that it ranks well for particular 

keywords within the organic search result of major search engines, including Google, Yahoo 

and Bing. The results and traffic sent to a website from a search engine’s organic result is 

free, unlike paid search results, which require payment for every click that leads to the 

website. In the beginning it was easier to optimize a website for search engines, because 

search engine algorithms were easy to crack. To be ranked within the top ten results on search 

engines it was necessary to include the keyword in the title tag of a web page and write the 

keyword in through the text on the page. Over the years, search engine algorithms have 

become really complex and website owners either have to outsource SEO to professionals or 

get educated themselves.  

6.2.2 Sponsored search 

The literature says that sponsored search is when consumers search for a particular term using 

a search engine and the advertiser’s webpage appears as a sponsored link next to the organic 

search results. This way companies advertise themselves, their products and services 

submitting product information in the form of specific keywords for search engines. 

Advertisers only pay an assigned price for the users who actually click on their listing to visit 

their websites, with the payment mechanism known as CPC (cost per click) (Financial Times 

Lexicon 2017).  

The sponsored search model impacts on three interrelated components, namely search 

engines, consumers and organizations. To preserve the massive and expensive infrastructure, 

search engines need to crawl into billions of web pages to index documents (including text, 

images, videos, newspapers, blogs and audio files), accept millions of Web queries per day 

and present billions of links per week. Consumers on the Internet search through search 

engines to collect different information and evaluate alternative products and services. A vital 

part for many organizations is the sponsored search, which attracts the interest of searchers 

and reaches potential customers through online advertising (Jansen et al. 2009, 98-99). 
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6.3 Social media 

Social media advertising is a form of Internet advertising that uses social networking websites 

such as Facebook, Instagram, Twitter and many others as a marketing tool to increase brand 

exposure and thereby to reach potential customers. It is a more personal way of advertising, 

because customers have the opportunity to ask questions directly and feel they are being 

heard. This aspect of direct feedback from customers is called social customer relationship 

management (social CRM). (Rouse 2017) 

 

Figure 7 Most famous social network sites worldwide as of April 2017, ranked by 

number of active users. 

Source: Statista 2017 

As shown in the statistics chart of the most popular networks worldwide presented in April 

2017 the market leader Facebook was the first social network to surpass 1 billion registered 

accounts and currently has 1.97 billion monthly active users. Ranked in seventh place is 

Instagram, a photo-sharing app with over 600 million monthly active users. Social networks 

are usually available in multiple languages and make it possible to connect with friends or 

people across geographical, political or economic borders (Statista 2017).  

 

 

 

https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/
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6.4 Mobile advertising  

Mobile advertising is defined as a method of advertising that appears on mobile devices such 

as smartphones, tablets or PDAs (personal digital assistants) that have wireless connections. It 

can be placed as an advertising text via SMS, banner advertisement on mobile websites, in 

downloaded apps or in mobile games. Based on the individual’s website browsing history on 

Google and Facebook, geographic location and data collected through shopping habits, 

mobile advertisements appear on users’ screens. Mobile advertising has to be optimized for 

smaller displays, because mobile devices typically have smaller screens than computers or 

laptops (Investopedia 2017).  

 

Figure 8 Mobile Internet ad spending worldwide, by country 2013–2018. 

Source: eMarketer 2015 

Statistics show that the leading global markets US and China will drive mobile ad spending 

growth. As shown in the chart above, ‘Mobile Internet ad spending worldwide’, US 

advertisers will spend $ 40.24 billion to reach consumers on tablets and mobile phones, while 

those in China will invest $ 22.14 billion – nearly triple the amount they spent in 2014. (e 

Marketer 2015) 

In the three markets of the UK, Japan and Germany, a majority of digital ad spending will be 

on mobile devices in 2017 for the first time. As seen in the chart, the top five countries will 

maintain their positions, while Canada and Australia will surpass South Korea to become the 

sixth-and seventh-largest mobile ad markets globally (eMarketer 2015). 
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7 RESEARCH  

For our research we will use the method of analysis and will search for advertisements of 

Slovenian higher education institutions on the Internet and in print. First, we want to list the 

higher education institutions in Slovenia and explain how higher education institutions 

operate. This chapter is dedicated to describing and presenting the research. The empirical 

part of the thesis is based on case studies, in particular on studies of marketing advertisements 

of higher education institutions in Slovenia.  

With the method of analysis, we will search for advertisements of Slovenian higher education 

institutions on the Internet and in print. First, we will form a list of all higher education 

institutions in Slovenia, which can be found on the website of the Ministry of Higher 

Education, Science and Technology (MVZT),
12

 and select five of them for online 

advertisements and five for printed advertisements for our analyses.  

As guidance for the research we set the following research question:  

 How can higher education institutions in Slovenia integrate linguistic structures into their 

advertisements to attract more potential students?  

 

Figure 9 Register of higher education institutions in the Republic of Slovenia. 

Source: MVZT 2016 

The register of higher education institutions in the Republic of Slovenia shows that there are 

several types of higher education institutions, namely universities, faculties, art, academies 

and independent higher education institutions. Slovenia offers higher education study 

                                                 

12
 Https://www.arhiv.mvzt.gov.si/en/ 

 

https://www.arhiv.mvzt.gov.si/en/
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programmes at public or private universities and single higher education institutions (MVZT 

2016). 

Public universities in Slovenia:  

1. University of Ljubljana 

2. University of Maribor 

3. University of Primorska 

Independent universities in Slovenia: 

4. University of Nova Gorica 

Independent international universities in Slovenia:  

5. EMUNI (Euro-Mediterranean University) 

6. AMEU (Alma Mater Europaea)  

In addition, there are: one public independent institution of higher education (Faculty of 

Information Studies Novo Mesto); one International Association of Universities (EMUNI – 

Euro-Mediterranean University) and 44 private higher education institutions in Slovenia. In 

2009, Slovenia established an independent National Agency for the Assurance of Quality of 

Higher Education (NAKVIS), which is responsible for quality assurance in higher education 

and for the development and advisory work in this field. Through the NAKVIS and the 

relevant authorities the state shall ensure that all the newly established institutions of higher 

education comply with statutory requirements before they commence operation to supply 

students with high-quality and uninterrupted study. In 1999, Slovenia joined the Bologna 

Reform, as a result of which a three-cycle study structure was introduced in 2004. Higher 

education attainment and the students’ performance are measured in ECTS (the European 

Credit Transfer and Accumulation System) credits.  

The renewed ‘Bologna’ study programmes offer the following enrolment opportunities at all 

three levels (undergraduate Bachelor’s and postgraduate Master’s and Doctorate study 

programmes): 

 First cycle qualification(Bachelor): 

o Bachelor programmes generally require three to four years of study. 

o The credit requirement is 180 to 240 ECTS credits. 

 Second cycle qualification (Master): 

o Master programmes generally require one to two years of study. 

o The credit requirement for Master programmes is 60 to 120 ECTS credits. 

o Unless the EU directives state otherwise, integrated Master programmes require five 

years of study. 

o The credit requirement for integrated Master programmes is 300 ECTS credits or 360 

ECTS credits, if so required by EU directives. 

 Doctorate: 
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o An additional 180 ECTS credits or 240 ECTS credits are required to receive the 

official scientific title Doctor of Science (doktor znanosti) and a Doctorate requires 

about three to four years of study. (MVZT 2016)  

In Slovenia, full-time studies at the first and second levels of the Bologna structure are funded 

by the government, which is a really big advantage for students. Slovenian citizens have the 

same rights as the nationals of other EU member states to education at higher education 

institutions in the Republic of Slovenia. Higher education institutions may only charge fees 

for part-time studies and study programmes not funded from public sources and for 

supplementary study programmes (MVZT 2016). Private institutions charge for both part-

time and full-time studies. 

7.1 The use of Internet advertisements in Slovenian higher education institutions 

Slovenian higher education institutions advertise themselves through their own websites, 

where users can find all the information they need before their application. While we searched 

for universities in Slovenia, we came across a website called ‘Study in Europe 
13

– Begin your 

journey of studying in Europe’. The website provides users with a database of information 

about the institution, their study programmes, study languages and tuition fees. It helps future 

students to compare universities in Europe across several important areas.  

 

Figure 10 Study in Europe – database of higher education institutions in Europe. 

Source: Study in Europe 2017  

                                                 

13
 Https://www.studyineurope.eu/study-in-slovenia 

 

https://www.studyineurope.eu/study-in-slovenia
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As you can see in the picture above, the database website ‘Study in Europe’ offers users the 

possibility to search for the field of study and location ‘Hello! What would you like to Study 

in Europe?’ Users can also get information about tuition fees, study locations and countries, 

resources and information about studying programmes.  

During our research, we found another website called ‘Study in Slovenia’, with lots of 

information about universities and higher education institutions in Slovenia, their study 

programmes in English and tuition fees. 

Higher education tuition fees may vary from one to another; typically they range, per year, 

between:  

 2000 EUR to 5000 EUR for Bachelor’s degree 

 2500 EUR to 7500 EUR for Master’s degree 

 3000 EUR to 12000 EUR Doctorate/PhD. 

Full-time students who are citizens of the Republic of Slovenia or European Union Member 

States and citizens of Bosnia and Herzegovina, Montenegro, Kosovo, the Republics of 

Macedonia and Serbia pay no tuition fees.  

 

Figure 11 Study in Slovenia. 

Source: Study in Slovenia 2017  

The picture above shows the website ‘Study in Slovenia’ and the words ‘Call for enrolments 

2017/2018 – summer and autumn deadlines’.  

These two websites help users to get all the information necessary before making the decision 

as to where and what they want to study in their future. Everything is briefly described, so the 

universities and other higher education institutions are really well represented on the Internet 

through the above-mentioned websites.  
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7.2 Analysis of the selected advertisements on the Internet and print  

In the following section we analyse selected advertisements appearing on the Internet and in 

print from public as well as independent higher education institutions. With the help of the list 

of all higher education institutions, we decided which we wanted to include in our analysis. In 

order to be able to compare the differences between online and printed advertisements, we 

included two online advertisements from public universities and three from independent 

higher education institutions.  

First we analyse the online advertisements of the following higher education institutions in 

Slovenia:  

1. Public University of Ljubljana – Faculty of Economics in Ljubljana 

2. Independent higher education institution – Gea College in Portorož 

3. Public University of Primorska – Faculty of Management in Koper 

4. Independent higher education institution – College of Hospitality and Tourism 

Management in Bled 

5. Independent higher education institution – School of Advanced Social Studies in Nova 

Gorica. 

The first online advertisement in our analysis, figure 12, is from the Faculty of Economics 

and a part of the University of Ljubljana. The advertisement is placed on the website, 

appearing as a well-known Web banner advertisement and uses bright, eye-catching colours 

to attract potential economics students. They use the slogan ‘You just landed in the world of 

knowledge’ and below are written the words ‘The school of choice’. On the right-hand side 

stands the name of the university and in the right corner of the picture the website link. The 

picture shows three happy people and in the background two professors, so it matches with 

their slogan about knowledge. Light grey and red colours are used for the advertisement, 

which are the colours used on their website. As explained in the literature (Najafian and 

Dabaghi 2011), colours and their underlying sociological and historical connotation certainly 

do produce specific reactions, such as emotions, associations and even physical effects, that 

can help advertisers to attract the appropriate users.  
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Figure 12 Faculty of Economics – University of Ljubljana. 

Source: University of Ljubljana 2017b 

The second advertisement, figure 13, is from the independent higher education institution Gea 

College, which is situated on the coast of Slovenia in Portorož. The advertisement, in the form 

of a banner ad, was placed on their website. On the left-hand side is written ‘Apply for a 

Master’s Degree’, also listing both study programmes and the enrolment date, which is an 

imperative sentence suggesting students apply to their university. In the middle part is a 

picture of a smiling student, behind him a professor and under that, the logo‘geacollege’. On 

the right-hand side is written ‘See you at Introduction days’ offering two dates and time. 

White and orange colours are used for the advertisement, which are the colours used on their 

websites. We can observe that in this advertisement too, colour plays an important role to 

attract and catch users’ attention.  

 

Figure 13 Gea College – independent higher education institution.  

Source: Gea College 2016 

The third advertisement, figure 14, is from the Faculty of Management, which is situated on 

the coast of Slovenia, in Koper. The advertisement for master studies appeared on the website 

of the faculty and it uses blue as the main colour, as is usually used on their website. In the 

middle part you can see which study programmes they offer and by taking the middle part of 

the words it builds a new word – ‘management – which is a nice and catchy wordplay. In the 

left corner you can see their logo and on the right-hand side the study programmes are each in 

another colour. The colour blue is mainly used for the advertisement with a picture of a hand 
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writing with a pen. Their slogan is ‘Povezujemo znanje za uspeh’, which means in English 

‘Knowledge for success’.  

 

 

 

 

 

 

 

 

Source: Fakulteta za Management 2017 

The fourth advertisement, figure 15, is of the higher education institution ‘Visoka šola za 

hotelirstvo in turizem Bled’, in English ‘College of Hospitality and Tourism Management, 

Bled’, which is located in Bled. The advertisement is placed on their website, using green and 

light-blue colours. In the background you can see a picture of the beautiful Lake Bled, on the 

left-hand the name of the college and on the right-hand their slogan ‘Študij z razgledom. Ali 

sedem razlogov za študij na visoki šoli za hotelirstvo in turizem Bled’ – in English ‘Study 

with a view, or seven reasons to study at the College of Hospitality and Tourism in Bled’. So 

they are first pointing out the good location of the college, and then immediately giving future 

students seven reasons why they should study at their college. On the left-hand side in the 

corner is written ‘Vljudno Vas vabimo, da nas obiščete na sedežu šole na Informativnih 

dnevih, ki bodo:’, which in English means ‘We kindly invite you to visit us at the school 

headquarters on our open days, which are:’ and listing below the possible dates to attend 

them. The ad contains a picture of happy students who have already graduated. Below in the 

green bar in the banner ad are the contact information from the college and their website link. 

Light-blue and green colours are used for the advertisement, which are the colours used on 

their website. 

Figure 14 Faculty of Management – University of Primorska. 

Koper 
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Figure 15 College of Hospitality and Tourism Management, Bled. 

Source: College of Hospitality and Tourism Management 2017 

The fifth advertisement, figure 16, is from FUDŠ ‘Fakulteta za uporabne družbene študije’ – 

in English, SASS ‘School of Advanced Social Studies’ – which is located in Nova Gorica and 

Ljubljana. The advertisement is placed on their website to attract students to apply for their 

programmes and to attend the introduction day. A shortcut of the faculty name is placed on a 

dark-purple background colour. On the left-hand side is written ‘Pohitite s prijavo’ –  in 

English ‘Hurry up with your application’, because it is the third application deadline. Below 

reads ‘Več informacij’ – in English, ‘More information’ – offering an information day in 

Nova Gorica and Ljubljana. On the right are listed study programmes the faculty is offering, 

with the slogan ‘Rok uporabe neomejen’ – in English, ‘The shelf life is unlimited’. In the 

middle part there is a picture of food and the slogan ‘hrana za življenje’ (‘food for life’). In 

the last slogan, ‘food’ stands for ‘knowledge’ and should attract students to apply, because 

their study programme is knowledge for life. Dark-purple and light-lavender colours are used 

for the advertisement, which are the colours used on their website. 
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Source: School of Advanced Social Studies 2017 

In the following section we analyse selected advertisements appearing in print from public as 

well independent higher education institutions. We added to our analysis the following higher 

education institutions for the selection of printed advertisements.  

In the second part we want to analyse the printed advertisements of the: 

 Public University of Ljubljana – Faculty of Chemistry and Chemical Technology  

 Public University of Ljubljana – Faculty of Medicine  

 Public University of Ljubljana – Faculty of Maritime Studies and Transport  

 Independent higher education institution in Velenje – Environmental Protection College  

 Public University of Maribor – Faculty of Health Sciences 

 

 

Figure 16 SASS School of Advanced Social Studies. 
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Figure 17 University of Ljubljana, Faculty of Chemistry and Chemical Technology – 

printed advertisement 

Source: Študent 2013 

The first printed advertisement, figure 17, is of the University of Ljubljana and appeared in 

the magazine Študent. As you can see, this type of advertisement differs from an online one. It 

has a typical form with a headline, a short introduction written in orange, content, and as a 

conclusion you can see a picture with the slogan ‘Kemija je vsepovsod’ – in English, 

‘Chemistry is everywhere’ and the name of the university ‘University of Ljubljana –Faculty 

of Chemistry and Chemical Technology’. In Figure 17 the content is a description of the study 

programmes. On the right-hand you can see all the study programmes available, which are 

printed in different colours.  
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Figure 18 University of Ljubljana, Faculty of Medicine – printed advertisement. 

Source: Študent 2013 

The second printed advertisement, figure 18, is from the University of Ljubljana, Faculty of 

Medicine. The advertisement has a headline, an introduction written in red and the content is a 

description of the study programmes. On the left-hand side you can see a picture of the 

university building, their logo and the year 1919, which shows that the Faculty of Medicine is 

a traditional old university.  
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Figure 19 Faculty of Maritime Studies and Transport – printed advertisement. 

Source: Študent 2013 

The third printed advertisement, figure 19 is from the Faculty of Maritime Studies and 

Transport carries a blue headline and introduction, followed by the content and a brief 

description of the study programmes offered. In the left corner you can see a picture of a 

sailboat, the logo of the university and their contact information and website. The ad does not 

contain a slogan, just a simple headline with the name of the university.   
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Figure 20 Environmental Protection College - printed advertisement. 

Source: Študent 2013 

The fourth advertisement, figure 20, is from the Environmental Protection College in Velenje. 

First, you can see a picture with the headline ‘Poklici prihodnosti’ – in English ‘Professions of 

the future’ written in a green colour. A short introduction, followed by content and the study 

programmes offered are shown below the text. On the left-hand side you can see the contact 

information and the website link, and below, the slogan ‘Narava ima vedno prav’ – in 

English, ‘Nature is always right’.  
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Figure 21 University of Maribor, Faculty of Health Sciences – printed advertisement. 

Source: Študent 2013  

The fifth printed advertisement, figure 21, is from the University of Maribor, Faculty of 

Health Sciences. The headline says ‘Zakaj študirati Zdrastveno nego na Fakulteti za 

zdrastvene vede Univerze v Mariboru’ – in English, ‘Why study Medical Care at the Faculty 

of Health Sciences, University of Maribor?’ followed by a short introduction and content 

about the study programme. Below there is a picture with the slogan ‘Z znanjem do razvoja in 

zdravja’ – in English, ‘With knowledge comes development and health’ written in red, and 

the logo in the top right-hand corner. Below, the ad contains a picture and on the right-hand 

side an invitation to the faculty’s open days, with two possible dates offered.  
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7.3 Comparison between selected Internet and printed advertisements 

From the research that has been carried out, it is possible to conclude that printed 

advertisements contain more text and useful information for the reader in comparison with 

advertisements placed on the Internet, which contain basic information and lead the reader to 

their websites. It has been shown in the chosen advertisements from the higher education 

institutions that there are evident differences between the structure of the advertisements and 

the language used.   

In the printed advertisements it is clearly shown that they have the traditional structure of 

written ads with a headline, introduction, text, conclusion and graphic. We found that the 

colours used are the same as they use on their websites, and in addition there is always the 

logo on the advertisements. The selected printed ads appeared in the most read Slovenian 

magazine for students, called Študent. The magazine has a certain target group i.e. students. 

The advertisements of the higher education institutions are interesting to read and give the 

reader the brief information they need before deciding where to study. If the reader wants 

more specific information about the introduction days or enrolment dates, they need to make a 

further search about this on the institution’s website or attend the open days.   

In the online advertisements it can be seen that they have the structure of a Web banner in 

different dimensions. The online ads contain a slogan, contact information, a call-to action – 

like enrolment dates and open days – and graphics. All of the advertisements use the same 

colour as that used on their websites and they all use their logo. The online ads have less 

information than printed advertisements, because the ads lead users to their institution’s 

website, where they can get all the information they need.  

In the tables below, we provide an overview of the chosen online and printed advertisements 

to better analyse their structure.  

We created a table, which gives an overview of the selected advertisements, containing the 

following parts:  

 Graphic  

 Slogan  

 Provided information  

 Colour 

 Logo   

 URL 

 Contact information  
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7.3.1 Analysis from the perspective of the structure of advertisements  

This section is dedicated to the analysis of the selected online and printed advertisements. In 

the first part, the advertisements are analysed through the structure of the ads and in the 

second through the language features. The analysis is shown in the tables 3 and 4.  

Analysis of the structure of online advertisements  

Table 3 Selected online advertisements – structure of ads 

Structure 

of ads  

Faculty of 

Economics 

Gea College Faculty of 

Management 

 CHTMB SASS 

Graphic Three students in 

front of the 

university  

Student with 

professor  

Writing 

hand  

Graduated 

students  

Food  

Slogan  You just landed in 

the world of 

knowledge. The 

school of choice.  

Apply for a 

Master’s 

Degree: 

Entrepreneurial 

Management, 

Corporate 

Security 

Management – 

See you at 

Introduction 

days – 

Enrollment 

runs until 

29.10. Start at 

16.30, GEA 

College 

Knowledge 

for success  

Study with a 

view, or seven 

reasons to 

study at the 

College of 

Hospitality 

and Tourism 

in Bled  

Hurry up 

with the 

application.  

More 

information. 

The shelf 

life is 

unlimited. 

Food for 

life  

Provided 

information 

No See you on 

open days and 

two possible 

dates. 

No  Open days and 

seven reasons 

why to study 

there.  

Open days 

and study 

programmes  

Colour Light grey and red Orange and 

white 

Blue  Light blue and 

green  

Dark purple  

Logo Yes Yes Yes  Yes  Yes  

URL  http://www.ef.uni-

lj.si/ 

No No http://www.vs-

bled.si/en/ 

No  

Contact 

information 

No No No Address 

Phone number 

E-mail 

No 

Both online and printed advertisements all have a graphic in their ad and logo.The major 

difference between them is the structure and length of text in the advertisements: online ads 

use only slogans and just some general information. As shown in the table above, not all of 

the higher institutions have a website link on their advertisement banner. Only the Faculty of 

Economics and College of Hospitality and Tourism Management in Bled added their website 

http://www.ef.uni-/
http://www.ef.uni-/
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link, which leads the reader to their homepage
14

. While analysing the advertisements and 

searching for the higher education institutions on the Internet, we noticed that they all use the 

same colour for advertising as the colours used on their website. The logo which is in all the 

ads, helps the reader to recognize and remember them. In addition, all the ads have graphics 

both online and printed, because the visuals are memorable and attractive to the reader. Only 

the College of Hospitality and Tourism Management has contact information in their 

advertisement.  

Analysis of the structure of printed advertisements  

Table 4 Selected printed advertisements – structure of ads 

From the printed advertisements it can be seen that all of them follow the traditional structure 

of written texts and compared to online ads are longer and provide the reader with more 

information in the form of an article. The Faculty of Medicine, in their printed advertisement, 

had a text about the university, their study programmes and subjects. The Environmental 

Protection College had an article about professions of the future and their study programmes 

with their website link, where the reader can search for further content. This kind of 

                                                 

14
  

Structure of 

ads  

Faculty of 

Chemistry 

and 

Chemical 

Technology 

Faculty of 

Medicine  

Faculty of 

Maritime Studies 

and Transport  

Environmental 

Protection College 

Faculty of 

Health 

Sciences  

Graphic 

features 

Thinking 

student   

University 

building 

and students   

Sailing boat in the 

sea   

Man with a 

chainsaw   

Nurses in a 

hospital   

Headline  Study. 

programmes. 

Chemistry is 

everywhere  

Enriched 

with 

tradition   

Faculty of 

Maritime Studies 

and Transport  

Professions of the 

future. Nature is 

always right.  

With 

knowledge 

comes 

development 

and health’ 

Provided 

Information 

An article 

about where 

to get 

information 

before 

deciding 

where to 

study  

Description 

about the 

University 

of 

Medicine, 

their study 

programmes 

and subjects 

Description about 

the university and 

their study 

programmes  

Text about future 

successful 

professions and 

study programmes  

Text about 

studying 

health 

sciences 

Colour Orange  Red  Blue  Green   Red & blue  

Logo Yes  Yes  Yes  Yes  Yes  

URL  No No http://www.fpp.uni-

lj.si/ 

http://www.vsvo.si/  No  
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advertising text informs the reader about what the university offers. All of the ads use the 

colour that is usually used on the higher education institutions’ websites. Another aspect of 

the analysed ads is that they all have the logo added. Although printed advertisements do not 

lead the reader to the website, two out of five higher education institutions added the website 

link to their printed advertisement.  

7.3.2 Analysis from the perspective of language  

Analysis of slogans from online advertisements 

Data on slogans were collected from five online advertisements and five printed 

advertisements of Slovenian public and independent higher education institutions. The 

slogans from the online advertisements of the five institutions (nos 1–5) are presented in the 

table below:’ 

Table 5 Selected online advertisements – slogans 

For the analysis of slogans we used the data from the table above. First we listed the slogans 

and then tried to explain their explicit meaning. Advertising of higher education institutions 

plays an important role in their communication with future students. Higher education 

institutions in Slovenia advertise through their slogans. Ten slogans from selected public as 

well independent higher education institutions in online and printed advertisements were 

collected for analysis. This is a qualitative research and describes each slogan of the chosen 

higher education institutions through language features, from the phonological, lexical and 

morphological aspect as well from the syntactic and semantic level. The most effective way to 

advertise and express any proposition to sway an audience is to use short sentences with 

inspiring and motivational words. 

No. The name of higher 

education institution  

Slogan  

 

1 Faculty of Economics You just landed in the world of knowledge. The 

school of choice. 

2 Gea College Apply for a Master’s Degree: Entrepreneurial 

Management, Corporate Security Management – 

See you at Introduction days – Enrollment runs until 

29.10. Start at 16.30, GEA College. 

3 Faculty of Management Knowledge for success. 

4 CHTMB Study with a view, or seven reasons to study at the 

College of Hospitality and Tourism in Bled. 

5 SASS Hurry up with the application. More information. 

The shelf life is unlimited. Food for life.  
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In the following part, we provide an analysis of the chosen online and printed advertisements 

to better analyse their language structures. We want to explain the use of language in the 

advertisements by examining the above-mentioned linguistic features. 

1. Faculty of Economics: ‘You just landed in the world of knowledge. The school of 

CHOICE’ 

The meaning in this slogan is that the faculty wants to prove the quality of their education. 

This kind of higher education advertisement is attempting to show their prospective students 

that by choosing their school they will be able to acquire all the knowledge they need. The 

student can see their promise that their education is the best in the field of economics. So the 

Faculty of Economics wants to show the quality of their educational system in their slogan. 

There are certain slogans used by the higher education institutions that convey the meaning of 

knowledge. They make such claims to gain the attention of the audience.  

From the phonological aspect, in this slogan the attention is drawn to the word ‘CHOICE’, 

because it is written in capital letters to emphasize the importance of the word in this slogan. 

Lexical and morphological aspects are seen in the slogan, which contains four nouns: ‘world’, 

‘knowledge’, ‘school’ and ‘choice’. Only one verb, ‘landed’, is used in the first sentence of 

the slogan. The personal pronoun ‘You’ is used at the beginning of the slogan to suggest a 

personal relationship between the reader and the advertisement. The syntactic level is shown 

in the second part of the slogan ‘The school of CHOICE’, which is a noun phrase without any 

verbs, adjectives or pronouns. The verb ‘landed’ in the first part of the slogan is in the verb 

form past tense. From the semantic level, the slogan uses the words ‘knowledge’ and ‘choice’ 

to create a particular mental image. This slogan gives the collective semantic of wisdom, 

positivity and strong implication of the importance of knowledge. 

2. Gea College ‘Apply for a Master’s Degree: Entrepreneurial Management, Corporate 

Security Management – See you at Introduction days – Enrollment runs until 29.10. 

Start at 16.30, GEA College. 

Meaning: In this slogan the higher education institution uses an imperative sentence as a 

slogan, which invites the reader to apply for their master’s degree in the initial suggestion of 

two study programmes in the field of Entrepreneurial Management and Corporate Security 

Management. There are certain slogans that give the suggestion of application. They use this 

slogan to invite students to suggested introduction days and to encourage them to enrol for 

their study programmes. Based on the lexical and morphological aspects, the slogan contains 

six nouns, which are: Master’s Degree, Entrepreneurial Management, Corporate Security 

Management, Introduction days and enrollment. The verbs ‘apply’, ‘see’ and ‘start’ are used 

in the slogan. The personal pronoun ‘You’ is used at the beginning of the second part of the 

slogan ‘See you at Introduction days’ to suggest a personal relationship between the reader 

and the advertisement. The syntactic level of the slogan is seen in the first and second parts of 
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the slogan. ‘Apply for a Master’s Degree’ and ‘See you at Introduction days’ consist of nouns 

and verbs, without any adjective. The imperative ‘Apply for’ and the verb ‘see’ are used in 

the present simple tense. The slogan gives the collective semantic meaning of confidence with 

the words ‘apply for’, and strongly encourages students to apply through the use of the word 

‘Enrollment’ along with the date for application.  

3. Faculty of Management: ‘Knowledge for success’ 

The meaning in this slogan is that the Faculty of Management wants to prove the quality of 

their education and wants to convince their prospective students that knowledge is necessary 

for success. Additionally the advertisement also contains all four study programmes, so the 

reader immediately knows what the faculty is offering. They use the slogan to inspire and 

motivate students to apply to their courses.  

Phonologically, the reader’s attention is drawn to the word ‘success’, because it is written in a 

different colour to the other words included in the slogan ‘knowledge’. From the lexical and 

morphological aspect the slogan contains two nouns: ‘knowledge’ and ‘success’ without any 

verb. No personal pronoun is the slogan to suggest a personal relationship between the reader 

and the advertisement. From the syntactic level the slogan consists of two nouns and one 

pronoun, without any adjectives. From the semantic level the slogan uses the words 

‘knowledge’ and ‘success’ to create a particular mental image. This slogan gives the 

collective semantic of positivity and a strong suggestion of the connection between 

knowledge and success.  

4. CHTMB “Study with a view, OR SEVEN REASONS TO STUDY AT THE 

COLLEGE OF HOSPITALITY AND TOURISM IN BLED  

In this slogan, the higher education institution points out and lists seven reasons for studying 

Hospitality and Tourism in Bled. This kind of slogan gives reasons for why the student should 

enrol for their study programme as well mentioning their open days and the idea of studying 

in Bled with ‘Study with a view’. They use this slogan to encourage future students to apply 

and invite them to their open days.  

Phonologically, in this slogan the attention is drawn to the second part of the slogan ‘OR 

SEVEN REASONS TO STUDY AT THE COLLEGE OF HOSPITALITY IN BLED’, 

because it is written in capital letters to emphasize its message. From the lexical and 

morphological aspects the slogan contains six nouns: ‘view’, ‘reasons’, ‘college’, 

‘hospitality’, ‘tourism’ and ‘Bled’. The one verb, ‘study’, is used twice in the slogan. No 

personal pronoun is used. Based on the syntactic level, the last part of the slogan consists of 

noun phrases with one verb, ‘study’, but there are no adjectives or pronouns. The verb ‘study’ 

is used in the present simple tense form. To create a particular meaning from the semantic 
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level, the slogan uses the words ‘study’ and ‘seven reasons to study’. This slogan gives the 

collective semantic of excitement, confidence and strongly encourages students to apply. 

5. SASS “HURRY UP WITH THE APPLICATION. MORE INFORMATION: Food for 

life. THE SHELF LIFE IS UNLIMITED  

In this slogan the higher education institution uses an imperative sentence as a slogan, which 

invites the reader to hurry up with the application for their master’s degree in suggested study 

fields of social management, social studies, multicultural management, psychosocial help and 

sociology. With the sentence ‘the shelf life is unlimited’ and ‘food for life’, the reader should 

understand that knowlegde is not limited and you can use it for life. They use this kind of 

slogan to convince students that knowledge is ‘food for life’, which is neccessary to live. 

They also invite them to their open days and to apply for their study programmes. The 

meaning in this slogan is that the faculty wants to prove the quality of their education. This 

kind of higher education advertisement wants to show their prospective students that by 

choosing their school, the students will acquire all the knowledge they need. The student can 

see from their promise that the instituion believes that their education is the best in the field of 

economics.  

Phonologically, in this slogan the attention is drawn to the words ‘HURRY UP WITH THE 

APPLICATION’, ’MORE INFORMATION’ and ‘THE SHELF LIFE IS UNLIMITED’, 

because these three phrases appearing in the slogan are written in capital letters to be more 

noticable to the reader.From the lexical and morphological aspect, the slogan contains five 

nouns: ‘application’, ‘information’, ‘food’, ‘life’ and ‘shelf life’. The verbs ‘hurry’ and ‘is’ 

are used in the slogan. No personal pronoun is used in the slogan to suggest a personal 

relationship between the reader and the advertisement. Based on the syntactic level, the 

middle part of the slogan ‘More information’ and ‘Food for life’ are noun phrases without any 

verbs, adjectives or pronouns. The imperative sentence ‘Hurry up’, includes the verb form in 

the present simple tense and in the part ‘The shelf life is unlimited’ the third person is used. 

Semantically, the slogan uses the words ‘application’ and ‘information’. This slogan gives the 

collective semantic of the motivation, importance of knowledge and strongly encourages 

students to apply.  

Analysis of slogans from printed advertisements  

The data of slogans are collected from the five selected printed advertisements of Slovenian 

public and independent higher education institutions. The slogans come from the printed 

advertisements that serve the higher education institutions (nos. 6-10) and their data are 

presented in the table below:  
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Table 6 Selected printed advertisements –slogans 

6. Faculty of Chemistry and Chemical Technology: ‘Study programmes. Chemistry is 

everywhere’  

In this slogan the Faculty of Chemistry uses a short sentence, which is to the point and 

noticeable, so the reader immediately knows the field of study and recognizes it. The reader 

should understand that ‘chemistry is everywhere’ and their study programme provides useful 

knowledge about chemistry. They use this kind of slogan to gain the students interest in the 

fact that ‘chemistry is everywhre’ in all aspects of life.  

From the phonological aspect in this slogan the attention is drawn to the word ‘Chemistry’, 

because it is written with a capital letter at the beginning of the slogan, to emphasize its 

importance. The lexical and morphological aspect can be seen in the slogan, which contains 

two nouns: ‘study programmes’ and ‘chemistry’. Only one verb, ‘is’, and one adverb, 

‘everywhere’. are included. There is no personal pronoun used in this slogan. The syntactic 

level of the slogan shows that adjectives or pronouns are not included. The verb in the slogan 

– ‘is’ – is in the third person singular and present simple tense form. From the semantic level, 

the slogan uses the noun ‘chemistry’ and adverb ‘everywhere’. This slogan gives the 

collective semantic of inspiration, motivation and a strong emphasis on the importance of 

studying chemistry. 

7. Faculty of Medicine: ‘Enriched with tradition’ 

The meaning of this slogan is that the faculty wants to prove their quality of education by 

emphasizing their enriched academic tradition. The reader should understand that the Faculty 

of Medicine is enriched with tradition, which means it is a prestigious and qualitative study 

programme.  

No. The name of higher 

education institution 

Slogan 

6 Faculty of Chemistry Study programmes. Chemistry is everywhere 

7 Faculty of Medicine Enriched with tradition 

8 Faculty of Maritime 

Studies and Transport 

Faculty of Maritime Studies and Transport 

9 Environmental Protection 

College 

Professions of the future. Nature is always right. 

10 Faculty of Health 

Sciences 

With knowledge comes development and health at 

the Faculty of Health and Sciences at the University 

of Maribor. Invited to the open days. 
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From the phonological aspect, the attention is drawn to the word ‘tradition’, because it is the 

only noun used at the end of the slogan. In terms of lexical and morphological features the 

slogan contains one noun, which is ‘tradition’, only one verb, ‘enriched’ and no personal 

pronoun. The syntactic level in the slogan shows that adjectives or pronouns are not included. 

The verb ‘enriched’ is in the past tense form at the beginning of the slogan. From the semantic 

level, the slogan uses the noun‘tradition’ and the verb ‘enriched’. This slogan gives the 

collective semantic of a wisdom, knowledge and strong sense of the importance of studying 

medicine.  

8. Faculty of Maritime Studies and Transport: ‘Faculty of Maritime Studies and 

Transport’ 

The Faculty of Maritime Studies and Transport uses the name of the faculty as a slogan, 

which is not really innovative, but the reader knows exactly the field of study. It does not give 

any other suggestions or meanings to the reader, it is just simply their name. This slogan gives 

the collective semantic of confidence to study at their faculty.  

The phonological aspect of the slogan is shown with the words ‘maritime studies’, so the 

attention is drawn to the name of the faculty, because they use it as a slogan. From the lexical 

and morphological aspect, the slogan contains three nouns – ‘faculty’, ‘studies’ and 

‘transport’ – without any verbs or adjectives. Syntactically, the slogan consists only a noun 

phrase in combination with one adjective, ‘maritime’. No verbs or personal pronouns are used 

in the slogan. This slogan gives the collective semantic of confidence in studying at their 

faculty, because they only use the name of the faculty as a slogan.  

9. Environmental Protection College 'Professions of the future. Nature is always right' 

In this slogan, the Environmental Protection College uses two sentences, which indicate that 

these are the professions of the future and as a motive for studying they use the second 

sentence 'Nature is always right'. The reader should understand the importance of studying in 

the field of environmental protection, because its related professions will be important in the 

future.  

From the phonological aspect, in this slogan the attention is drawn to the word ‘future’, 

because the noun appears at the end of the first sentence. In terms of the lexical and 

morphological aspect, the slogan contains three nouns: ‘professions’, ‘future’ and ‘nature’. 

Only one verb – ‘is’ – is used in the first sentence of the slogan. The slogan does not include 

any personal pronouns. From the syntactic level the first part of the slogan ‘Professions of the 

future’ consists of only a noun phrase without any verb forms, adjectives or pronouns. The 

second part uses the verb ‘is’, which is in the third person singular and present simple tense 

along with one adverb ‘always’ and one adjective, ‘right’. To create a particular mental image 

the slogan uses the words ‘professions’ and ‘future’. This slogan gives the collective semantic 
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of future professions and strong sense of the importance of studying environmental 

protection. 

10. Faculty of Health and Sciences: 'With knowledge comes development and health at the 

Faculty of Health and Sciences at the University of Maribor. Invited to the open days.'  

The meaning of this slogan is that the faculty wants to prove that students with knowledge 

about health and sciences are successful in the field of development and health. The reader 

should understand the importance of studying in the field of health and sciences and the 

faculty invites students to their open days at the University of Maribor.  

Phonologically, in this slogan the attention is drawn to the words ‘health’ and ‘sciences’, 

because they are written with initial capital letters to emphasize the importance of the words 

in this slogan. From the lexical and morphological aspect the slogan contains nine nouns: 

‘knowledge’, ‘development’, ‘health’ used twice, ‘faculty’,‘science’, ‘university’, ‘Maribor’ 

and ‘open days’. Two verbs, ‘comes’ and ‘invited’are used in the slogan. No personal 

pronouns are used in the slogan. In terms of the syntactic level, the first part of the slogan 

‘Knowledge brings development and health at the Faculty of Health and Sciences at the 

University of Maribor’ consists noun phrases with one verb, without adjectives or pronouns. 

In the second part the verb, ‘invited’ is used in the past tense form. To create a particular 

mental image the slogan uses the words ‘health’ and ‘science’. This slogan gives the 

collective semantic of knowledge about health and sciences, positivity and strong incentive to 

visit the faculty on their open days. 

The results from the analysed slogans from online and printed advertisements show that 

different language features are used to gain the attention from the reader. Slogans from the 

online advertisements use imperative sentences, noun phrases, capital letters as well as 

personal pronouns. In the printed advertisements, imperative sentences and personal pronouns 

did not appear in our analysis. Personal pronouns like ‘you’ are often used in advertisement 

slogans to create a personal relationship between the reader and advertisement while reading. 

Every slogan wants to give the reader a meaning and wants them to imagine studying at their 

higher education institution. Advertisement slogans are usually written in simple present tense 

form but can also appear in the past tense.  

Analysis of the length of slogans  

We examined the length of the slogans from the selected online and printed advertisements. 

They were divided into categories based on the number of words they comprised. The 

findings are presented in the following table, where 1–5 are slogans appearing online and 6–

10 are slogans appearing in print. The table presents the number of words per slogan.  
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Table 7 The length of slogans 

The length of the chosen slogans varied from 3 up to 24 words, the average number of words 

per slogan being 11.7 and the slogan collection consisted of 117 words. If we compare 

slogans from online and printed advertisements, in our analysis the average length of online 

slogans is 14.4 words and the average length of printed slogans is 9 words. The slogans used 

should be typically short, especially if they are used in online advertisements. The reader of 

the advertisements should quickly be able to know what the advertising message is. Usually 

slogans online appear with fewer words than printed advertisements.  

This section is dedicated to the analysis of the selected online and printed advertisements 

through language features. The analysis is shown in tables 8 and 9.  

Table 8 Selected online advertisements – language of ads 

 Faculty of 

Economics 

Gea College Faculty of 

Management 

CHTMB SASS 

Positive 

adjectives 

No  No No  New, 

modern 

Free, 

unlimited   

Imperative, 

directive 

sentence  

No  See you at 

open days  

No Study with a 

view.  

Hurry up 

with the 

application!  

The analysis from the perspective of language includes the use of positive adjectives as well 

as imperative and directive sentences in the selected online and printed advertisements. In the 

table above we provide an overview showing which of the selected higher education 

institutions integrated the most common advertising language features in their advertisements. 

The results show that two out of five online advertisements use positive adjectives – such as 

‘new’, ‘modern’, ‘free’, ‘unlimited’ – and also imperative sentences, such as ‘Hurry up with 

the application’.  

Slogans 1 2 3 4 5 6 7 8 9 10 

Words 12 24 3 18 15 5 3 6 8 23 
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Table 9 Selected printed advertisements – language of ads 

 Faculty of 

Chemistry 

and 

Chemical 

Technology 

Faculty of 

Medicine  

Faculty of 

Maritime 

Studies and 

Transport  

Environmental 

Protection 

College 

Faculty of 

Health 

Sciences  

Positive 

adjectives  

No  Enriched  No No No   

Imperative, 

directive 

sentence  

No  No No No  Come to the 

open days.  

The results from the analysed printed advertisements show that one out of five use positive 

adjectives, such as enriched, and one also uses an imperative sentence. The Faculty of 

Medicine uses the adjective ‘enriched’ in their slogan ‘Enriched with tradition’, which has a 

positive meaning for the reader. Only the Faculty of Health Sciences uses an imperative, 

directive sentence in their ad – ‘Come to the open days’, which should awake interest in the 

reader to attend those open days.  

An advertising message that employs imperatives clearly gives instructions to the addressed 

audience. Imperatives belong to the field of direct-user addressing (Jucker 2000, 638).  

The literature on imperatives in advertising (Swan 1997, 254) says that imperatives have an 

urgent formality and they are applied in order to tell people what to do or what not to do. 

7.4 Results of research 

The main aim of the research was to analyse the selected advertisements of Slovenian higher 

education institutions and to explore how they can improve advertising with the right 

structure and use of linguistic features. In our thesis we have tried to answer the research 

question ‘How can higher education institutions integrate linguistic structures into their 

advertisements to attract more potential students?   

We observed the advertisements of ten Slovenian higher education institutions, which 

appeared online and in print. The online ads were on the websites of each selected higher 

education institution in the form of a Web banner and the print as articles in a specialized 

magazine for students. First we wrote out the elements of the structure of the ads, such as 

graphic, slogan, information provided, colour, logo, URL and contact information in the 

analysed online and printed advertisement. We made an overall observation and produced a 

table of each online and printed advertisement. This table was the basis for the analysis from 

the perspective of the structure of the ads. From the table we were able to make a comparison 

between them. After this, we constructed a table giving an overall observation of the language 

used in the online and printed ads, including lexical features and syntactic aspects. This table 
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included positive adjectives and imperative, directive sentences used in the analysed online 

and printed ads. This table served as the basis for the analyis from the perspective of 

language.  

The results show that from the perspective of the structure of advertisements, online 

advertisements appear differently to printed ones. Online ads are mostly Web banners, which 

appear on a website and always have the same structure: slogan, logo contact information and 

a graphic. Printed ads on, the other hand, have the structure of written texts: headline, 

introduction, copy (text), conclusion and graphic and may also contain contact information at 

the end of the ad. Online ads are basically shorter than printed ads because the users on the 

Internet do not have time to read ads. Online ads have to be attractive for the reader and 

contain a good advertising slogan and an attractive graphic. 

From the research that has been carried out, it is possible to conclude that the average length 

of the slogans from the analysed advertisements is 11.7 words per slogan. In our case, online 

slogans in comparison with printed slogans carried more words. The printed advertisements 

used slogans with an average of 9 words and online the average was 14.4 words.  

From the phonological perspective, the slogans use full capitalization of words or initial 

capital letters to emphasize the meaning of the words used. The use of capital letters appeared 

in six out of the ten slogans. In the other four slogans, words were emphasized in a different 

way. Capitalization in slogans is used to highlight the importance of a word, like in the slogan 

from the University of Ljubljana –‘The school of CHOICE’. Sometimes full use of 

capitalization can also be found in advertisements to emphasize every letter it uses, as seen in 

the slogan of SASS – ‘HURRY UP WITH THE APPLICATION!’. From the lexical and 

morphological perspective, in two slogans the personal pronoun ‘you’ appeared. Pronouns 

used in advertisements are the most powerful, because they suggest a personal relationship: 

‘You just landed in the world of knowledge’ (Faculty of Economics).  

From the lexical and morphological perspective, slogans advertising higher education in 

Slovenia have specific qualities at the lexical level. In the advertisements, commonly used 

words are applied to direct the future students towards public and independent higher 

education institutions. The selection of nouns and adjectives used in the slogans reveals the 

values that are advertised as being essential in higher education. According to a number of the 

analysed slogans, studying at a higher education institution means acquiring knowledge: ‘You 

just landed in the world of knowledge’ (Faculty of Economics), ‘Knowledge for success’ 

(Faculty of Management). Studying at a higher education institution means acquiring 

knowledge, which leads to success. The choice of verbs in advertisements is carefully selected 

to attract the reader. The verbs and phrasal verbs used in the analysed online advertisements 

include ‘apply for’, ‘study with’ and ‘hurry up’. 
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From the perspective of the syntactic level in general, noun phrases in advertisements are far 

more frequently used than verb phrases. Frequently the advertising slogans do not contain any 

verbs, they consist only of noun phrases, as in ‘Faculty of Maritime Studies and 

Transport‘(Faculty of Maritime Studies and Transport). Adjectives are combined with nouns: 

‘The shelf life is unlimited’ (SASS). The most frequently used imperatives in the 

advertisements were: ‘See you at open days’ (Gea College), ‘Study with a view’ (CHTMB), 

‘Hurry up with the application!’ (SASS). Along with imperative, the prevailing verb forms in 

the analysed advertisements include the present simple tense, usually in the third person 

singular ‘is’: ‘The shelf life is unlimited’ (SASS), ‘Chemistry is everywhere’ (Faculty of 

Chemistry), ‘Nature is always right’ (Environmental Protection College). In the analysed 

slogans, the verb form appeared once in the past tense, six times in the present simple tense 

while three of the slogans did not use any verbs. Parallelism is rarely used, but when an 

advertisement does use it, the aim is to contribute to building the rhythm that has already been 

developed at the phonological or lexical level: ‘The shelf life is unlimited. Food for life.’ 

(SASS).  

From the perspective of the semantic level, the slogans of the higher education institutions, 

which appear online and in print, use different word phrases in a way to create a particular 

mental image or effect. This can be seen in the slogan from the Faculty of Economy ‘You just 

landed in the world of knowledge’. 

From the perspective of the language features, we came to the conclusion that in the printed 

ads in comparison with online ads, lexical features and syntactic aspects are less used. We 

noticed that in the printed ads positive adjectives – such as new, modern, and unlimited – are 

missing. We found that some of the analysed ads do not pay enough attention while making 

online ads, because the online ads are missing contact information such as the website link. In 

our opinion, some of the higher education institutions are not aware enough of the importance 

of advertising and what can be improved in this field. By using the correct advertising 

language and structure in their ads, higher education institutions could attract more interest 

from future students.  

This research is only a step along the way, because the research sample size is based on five 

online and five printed ads. Clearly, further research will be needed to prove the findings, so 

we suggest observing advertising activities of the analysed ads over a longer period.  
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8 CONCLUSION  

In the theoretical part of this master’s thesis, we approached advertising on the Internet, the 

advantages and disadvantages of online advertising and the evolution of the Internet as an 

advertising medium as well the different types of Internet advertising.We analysed and 

described the basic linguistic structure of advertising language using the lexical features and 

the syntactic aspects of advertisements as the basis of the research element of this study. The 

aim of this master’s thesis was to present the literature on the studied areas and the usage of 

advertising language for creating successful advertisements. 

To be able to form the analysis from the perspective of the structure and language features, we 

had to include the structural aspects of the ads and the language used in them – lexical 

features and syntactic aspects. We found that online advertisements use an informal style of 

advertising language in comparison to printed advertisements, which have a formal style of 

writing.  

By using the appropriate language feature and structure, Slovenian higher education 

institutions can better communicate with their future students and make their study 

programmes more popular among them in order to achieve the goal of enough student 

enrolments every year and ever-lasting quality and popularity. We found that due to many 

similar advertising messages, advertisers have to use various linguistic structures and features 

to catch the readers’ attention and induce their action. Nowadays, technology has made our 

lives very fast and convenient and we do not have time to waste.  

In my opinion, Slovenian higher education institutions should highlight their favourable 

geographical position, their 150 English study programmes and tuition-free studying. As 

studying is tuition-free for full-time students who are citizens of the Republic of Slovenia or 

European Union Member States and citizens of Bosnia and Herzegovina, Montenegro, 

Kosovo, the Republics of Macedonia and Serbia, the target group of potential future students 

is relatively large.  

Summing up the results, it can be concluded that Slovenian higher education institutions have 

the great potential to also increase their study enrolments from other citizens, if they use the 

right persuasive advertising languange, advertise themselves on the Internet in the right way 

and refer to their rich academic tradition. The author Burnett (1961), a famous advertising 

excutive once said, ‘Make it simple. Make it memorable. Make it inviting to look at. Make it 

fun to read’. This is a good advice, which advertisers should follow in order to attract readers 

through advertising.  

The results of the research carried out in this thesis may serve as a basis for further studies 

that aim to investigate the use of advertising language or its effectiveness. Further research is 

desirable to extend our knowledge of advertising language used on the Internet and print. 
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First, future studies should concentrate on a larger sample size of online and printed 

advertisements of public and independent higher education institutions in Slovenia to analyse 

the language features used in their advertisements over a longer period of time. Second, 

further research could also include advertising effectiveness measured with the number of 

newly enrolled students per semester. We believe that advertising language will change and 

adapt itself in the future due to new types of advertising appearing on the Internet.  

We hope that this study will contribute to the present knowledge about the use of advertising 

language on the Internet and we believe that it will be useful for and contribute to the work 

for all who are interested in online advertising and its use of language.  
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