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ABSTRACT

Emotions are gaining ever more traction in marketing research and researchers now
broadly recognize the benefits of emotional persuasion. Marketing scholars have
become interested in emotions as an aspect of consumer behavior because they are
important components of consumers’ responses in pre- and post-purchase buying
behavior, in consumer satisfaction, and in shaping attitudes to products, services, and
brands. The appeal to emotion is also a central topic of advertising research because
the practice targets the consumers’ psychological, social, or symbolic needs to evoke
an emotional response. This study investigates emotional persuasion in television
commercials and provides insights into consumer persuasion from the respondent’s
perspective. Advertising seeking to arouse emotions and interest is intended to make
the audience process the message more thoroughly, create a vivid and enticing
memory of the brand, and ultimately persuade the consumer to purchase the
company’s products or services. The purpose of this study is to investigate emotional
persuasion in advertising, more specifically how appeals to emotion are mediated in
TV commercials.

Television advertising is an important part of modern economies and paid media.
Multimodal commercials can simultaneously transmit visual and audio stimuli,
which makes them especially persuasive in shaping viewer’ emotions. However,
there is a dearth of knowledge of how appeals to emotion are mediated through the
interplay of language and moving visual components. This dissertation aims to fill
this gap by exploring the emotional persuasion of the joint interplay of language in
the Swiss-German dialect and moving images in television commercials. By
analyzing such language and images this study provides three interconnected
perspectives on emotional persuasion: dialectal language, visual moving images, and
their interplay. Accordingly, this cross-disciplinary study touches on the theoretical
fields of marketing, linguistics, and psychology.

To date, research results have shown positive outcomes of the use of local
dialects in the process of persuasion in advertising. However, this study is among the
first to investigate how dialectal language can be used in advertising to appeal
emotionally to a fragmented target audience. In addition, this thesis is among the
first studies to focus on the filmic mediation of appeals to emotion, that is, the joint
interplay of language in the Swiss-German dialect and moving images. The data for
the empirical study consist of 32 television commercials in the spoken Swiss-



German dialect placed by the Swiss cooperative Migros operating in the retail
segment and specializing in fast-moving consumer goods.

The research is based on a mixed-methods approach and the empirical aspect is
conducted in two phases by analyzing commercials quantitatively and qualitatively.
In the first phase, content analysis is used as a quantitative method to organize the
stream of images and language. In the second phase, the qualitative analysis, the
appeals to emotion of the language, images, and their interplay are investigated. The
qualitative analysis of the data is divided into two stages: linguistic analysis and
semiotic analysis. The linguistic analysis is conducted to study the emotional appeal
of the language in the Swiss-German dialect. The semiotic analysis is conducted to
uncover the emotional meanings of the images at the connotative level and the
emotional meanings of the images in the interplay with the language.

The outcome of the study is a framework of emotionally persuasive advertising
in emotionally appealing dialectal language, emotionally appealing images, and the
interplay of language in dialect and images. The framework can open new
perspectives on understanding emotionally appealing advertising. From the
managerial point of view, being able to appeal to customers on an emotional level
can cut through the noise inherent in advertising, something that is becoming more
difficult in today’s media environment filled with messages. Since consumers are
exposed to numerous commercials, those that carry an emotional appeal can stand
out from the crowd. As a practical implication, the framework is applicable to
multimodal advertising in several media channels, including online advertising. The
framework can help those designing advertising for fragmented target audiences and
help marketers respond to the challenges of localization.

KEYWORDS: Emotional appeals; emotions; television commercials;
multimodality; interplay between language and moving images; fragmented target
audience; dialectal language; Swiss-German dialect
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TIVISTELMA

Tunteisiin vetoava markkinointi on keskeinen aihe niin akateemisessa tutkimuksessa
kuin ké@ytinnoén markkinoinnissakin. Kuluttajien tunteiden on osoitettu olevan
keskeisid tekijoitd tuotteista, palveluista ja bridndeisti muodostuvissa asenteissa.
Tunteita on pyritty ymmartdimidin my0s osana ostokdyttdytymistd ja koettua
asiakastyytyvaisyyttd. Tutkimustulokset osoittavat, ettd tunteisiin vetoava mainonta
on tehokas tapa puhutella katsojia. Vetoamalla kohdeyleison psykologisiin,
sosiaalisiin tai symbolisiin tarpeisiin katsojissa pyritddn herdttdmiin tunteita ja
saamaan heiddt ostamaan mainostettuja tuotteita. Tutkimusten mukaan tunteisiin
vetoava mainonta herdttdd hyvin huomiota ja saa vastaanottajat kisittelemain
mainosviestejd syvallisemmin. Niin brindeistd pystytddn luomaan eldvid ja
mieleenpainuvia muistikuvia. Liséksi on todettu, ettd kohdeyleison puhutteleminen
heidén omalla murteellaan vetoaa vahvemmin tunteisiin. Késilla olevan viitdskirjan
tarkoitus on tutkia tunteisiin vetoavaa televisiomainontaa vastaanottajan
nikokulmasta.

Televisiomainonta on tidrked osa taloutta ja maksettua mediaa.
Televisiomainokset valittavit viesteja sekd nako- ettd kuuloaistia hyddyntden, mika
tehostaa  mainosten  vetoavuutta ja  vaikuttavuutta. Vaikka monesta
merkkijarjestelméstd  koostuvaa multimodaalista mainontaa on tutkittu
aikaisemminkin, aiempi tutkimus ei ole osoittanut, kuinka tunteisiin vetoavien
mainosviestien kokonaismerkitys muodostuu sekd kielen ettd liikkuvien kuvien
vuorovaikutuksessa. Késilld oleva viitdskirja pyrkii tiyttimdidn tdmén
tutkimusaukon tutkimalla tunteisiin vetoavan mainonnan kolmea toisiinsa
kytkoksissd olevaa ndkokulmaa eli puhuttua kieltd, liikkuvia kuvia ja niiden
vuorovaikutusta sveitsinsaksan murteella tuotetuissa televisiomainoksissa. Tadma
poikkitieteellinen tutkimus onkin yksi ensimmaisistd, joissa selvitetddn sekd puhutun
kielen ettd liikkuvien kuvien yhteistoimintaa mainonnassa. TyOn teoreettinen
viitekehys kytkeytyy markkinointiin, kielitieteeseen ja psykologiaan.

Paikallismurteiden ja mainonnan vaikuttavuuden vilisestd yhteydestd on
olemassa jonkin verran aiempaa tutkimusndyttod. Kaisilld oleva viitdskirja on
kuitenkin yksi ensimmaisistd tutkimuksista, joissa selvitetddn, miten mainosten
murteellisella kielelld pyritddn puhuttelemaan fragmentoitunutta kohdeyleisdd
tunnetasolla. Tutkielman empiirisen osan tutkimusaineisto koostuu 32
televisiomainoksesta, joissa puhutaan sveitsinsaksan murretta. Mainosten julkaisija



on sveitsildinen vahittdiskaupan alaan kuuluva osuuskunta Migros, joka on
erikoistunut péivittiis- ja kiyttétavaroihin.

Tutkimusmetodologisesti tyd edustaa monimenetelmétutkimusta, jossa
yhdistetddn sekd méaérillisid ettd laadullisia tutkimusmenetelmid. Ensimmaéisessé
vaiheessa mainosten puhuttua murteellista kieltd ja liikkuvia kuvia tutkitaan
madréllisen sisdllonanalyysin avulla. Sisdllonanalyysi selvittdd kielen ja kuvien
madrdd mainoksissa. Toisessa vaiheessa tunteisiin vetoavaa murteellista kieltd,
lilkkkuvia kuvia ja ndiden vuorovaikutusta analysoidaan laadullisin menetelmin.
Tutkimuksessa hyOdynnettyjd laadullisia menetelmid ovat lingvistinen ja
semioottinen analyysi. Lingvistisen analyysin avulla selvitetddn, miten
murteellisella  mainoskielelld  pyritddn  vetoamaan katsojien  tunteisiin.
Semioottisessa analyysissé tutkitaan kuvien tunteisiin vetoavia konnotaatioita seké
tunteisiin vetoavan kielen etté liikkuvien kuvien vilistd vuorovaikutusta.

Viitoskirjatutkimuksen tieteellinen kontribuutio esitetdén tunteisiin vetoavan
mainonnan mallina, johon tiivistyy murteellisen kielen, liikkuvien kuvien ja ndiden
vuorovaikutuksen keinot vedota kuluttajiin tunnetasolla. Néin ollen tuotetaan uutta
tietoa markkinoinnin ja kielitieteen tutkimukseen. Mallista voi olla hyotyd
kéytdnnon markkinointityossd, silld tunteisiin vetoava mainonta erottautuu
paremmin kilpailevien mainosten tayttimastd mediaympéristostd. Mallia voidaan
soveltaa kéytettdviksi eri viestintdkanavissa, esimerkiksi verkkomainonnassa.
Lisédksi tutkimustulokset voivat auttaa markkinoijia kohdentamaan mainontaa
paikallisille kohdeyleiséille ja vastaamaan lokalisoinnin tuomiin haasteisiin.

ASIASANAT: Tunteisiin vetoava mainonta; tunteet; televisiomainonta; multi-
modaalisuus; kielen ja liikkuvien kuvien vilinen vuorovaikutus; fragmentoitunut
kohdeyleis6; murrekieli; sveitsinsaksa
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1 Introduction

1.1 Background to the study

Advertising is a ubiquitous force that permeates daily life. It aims to seduce
individuals into buying products and services, donating to charitable causes, voting
for political candidates, and changing lifestyles. (Fennis & Stroebe 2016, 7, 33.)
Advertising communicates with specific audiences and builds awareness of a
product or an organization. Advertising communication has three key functions: to
inform, remind, and persuade established or prospective customers of the existence
of a product or an organization. (Fill 1995, 286.) Informing involves creating or
influencing non-evaluative consumer responses, such as knowledge or beliefs. In
reminding, the main purpose is to remind consumers that they may need the product
or service. When advertising serves as a reminder, the aim is for the advertised
products or services remain at the forefront of the target audience’s minds.
Meanwhile, persuading focuses on generating or changing an evaluative (valenced)
response, in which the advertised brand is viewed more favorably than previously or
in comparison to competitors. Advertisers endeavor to compel potential customers
to act on the information they have learned and the emotional connection they have
formed with a brand by completing a purchase. (Fill 1995, 297-299; Chowdhury et
al. 2008, 7-8; Saad 2011, 89; Fennis & Stroebe 2016, 7, 33.)

Advertisers have recognized the value of emotional appeal to attract customers’
attention, to effectively persuade, and to make the audience process messages more
thoroughly (Krdber-Riel & Esch 1990, 48—49; Krober-Riel 1993, 14; Leonidou &
Leonidou 2009, 524-525). Emotional responses are strongly connected to long-term
memory and are more easily recalled later on (Krober-Riel 1980, 157-158; Friestad
& Thorson 1986, 114-115; Ambler & Burne 1999, 29-30; Leonidou & Leonidou
2009, 527; Young et al. 2019, 330). Appeals to emotion target consumers’
psychological, social, or symbolic needs, aiming to stir emotions and ultimately
motivate the consumer to purchase the company’s products and services (Rossiter et
al. 1991a, 100; Leonidou & Leonidou 2009, 523). Accordingly, appealing to
consumers emotions is important, that is, stirring emotions when people process
advertising messages. This study investigates such emotional persuasion in
advertising.
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Information presented in verbal and/or visual form is a fundamental feature of
the consumer information environment, and especially of advertising (Childers &
Houston 1984, 643). Multimodal commercials simultaneously transmit visual and
audio stimuli and deploy their persuasive power to shape viewers’ behavior in a
particularly effective manner. That effectiveness is based on the complexity of
meanings being delivered not only through verbal language but also visual images
and possibly other sounds and music. Multimodal commercials are a central topic in
marketing, as they represent an important part of the contemporary mass media
surrounding everyday lives. In the flood of advertising messages, it is becoming
increasingly difficult to make commercials stand out from the clutter. Therefore,
marketers must constantly design new ways to attract consumer attention and to
persuade effectively. (Martin-Santana et al. 2015, 86—87; Fennis & Stroebe 2016, 7,
33)

With the combination of sight, sound, and movement, TV commercials can take
advantage of many emotionally persuasive techniques to transmit their messages.
People’s emotions can be evoked by telling stories and demonstrating the benefits or
results of the advertised products that impart life and energy to the advertising
messages. (Fill 1995, 314-315; Jamhouri et al. 2009, 231; Sabban 2012, 99; Martin-
Santana et al. 2015, 161.) However, versatile emotionally appealing techniques have
not been comprehensively researched. There is a dearth of knowledge on how
appeals to emotion are mediated in the joint interplay of the language and the visual
components (Childers & Houston 1984, 643). The motivation for this study arises
from the desire to address this gap by exploring the emotional persuasion of the joint
interplay of dialectal language and moving images in TV commercials. The focus of
this cross-disciplinary study is on how appeals to emotion are mediated.

The consumers’ affective reactions elicited by television advertisements have
been explored alongside their impact on attitudes to advertisements and brands
(Derbaix 1995). Many studies have sought to differentiate emotional appeals from
rational ones in advertising, acknowledging the importance of appeals to emotion in
the language of advertising (Krober-Riel & Esch 1990; Krober-Riel 1993; Leonidou
& Leonidou 2009; Nielsen et al. 2010; Mogaji 2018). To date, some persuasive
linguistic tactics have been identified in advertising, such as, rhetorical questions,
dialogic speech, puns, rhyming sentence structure, and the use of positive and active
sentences (Petty et al. 1981; Schmidt & Kess 1986; Leonidou & Leonidou 2009;
Percy & Elliott 2009, 285-287; Eagle 2015; Weinberger & Gulas 2019, 916-917).
Nevertheless, previous research has not delivered a systematic analysis of how
appeals to emotion are formulated through the means of language, and the full range
of execution of language that comprises advertising appeals has not been
investigated (Leonidou & Leonidou 2009, 523). This study approaches the
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knowledge gap by exploring the language and images appealing to emotions in TV
commercials and their interplay.

Marketing scholars have become interested in emotions as part of different
domains of consumer behavior. Consumers’ emotions related to products, product
attitudes, services, and brands have been studied alongside the role of emotions in
consumer satisfaction. (Laros & Steenkamp 2005, 1437; Soscia 2013, 1-3.)
Research also demonstrates that emotions play an important role in consumer buying
behavior in influencing both pre- and post-purchase behaviors. Consumer decisions
and behavior can be influenced by both reactions to intentionally devised appeals to
emotion and incidental emotions evoked by previous experience. (Laros &
Steenkamp 2005, 1437-1438; Consoli 2009; Leonidou & Leonidou 2009, 523;
Soscia 2013, 98—100; Achar et al. 2016, 167—168.) Donovan and Rossiter (1982, 54—
55) demonstrate that a simple affect or store-induced pleasure is a very powerful
determinant of approach-avoidance behaviors within a store, and they are related to
spending behavior. The emotional responses elicited by the store environment are
the primary determinants of the extent to which consumers spend beyond their
expectations.

Consumers are not always rational decision-makers (Laros & Steenkamp 2005,
1437) and research in the USA suggests that between 41 % and 49 % of consumer
purchases by those aged between 18 and 64 are impulse buys (Statista 2020f).
Buying on impulse is characterized as an unplanned action, accompanied by an
emotional response, and being difficult to control (Xiao & Nicholson 2013, 335). In
addition to emotions as antecedents of decisions, emotions can be outcomes of
decision-making and consumption. Research findings show that consumers also
strategically use consumption to manage their emotions. (Achar et al. 2016, 169.)

Some research results indicate using a local dialect to enhance persuasion in
advertising can have a positive outcome (Atkinson & Kelly-Holmes 2006, 255;
Morales et al. 2012, 37-38; Liu et al. 2013, 2386). According to Petty and Cacioppo
(1982), the accent of the spokesperson is particularly relevant in the advertising
context: a speaker using a similar accent to that of the target audience is regarded as
more persuasive than a speaker using a less familiar accent. Lalwani et al. (2005)
and Lwin and Wee (2000) investigated consumer responses to different English
accents and report that the spokesperson’s dialectal characteristics were among the
most important features of persuasive communication and had a significant influence
on the effectiveness of advertising. The persuasive power of German dialects for
German-speaking audiences has also been recognized: Mai and Hoffmann (2011)
report that the salesperson’s regional German dialect had a positive impact on
successful business communication. The same study provided evidence that sales
representatives who adjusted their speech pattern to the customer’s dialectal speech
style were more successful at personal selling.
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Until now, there has been little work on specifying how appeals to emotion are
formed in the dialectal language of advertising. This research aims to address this
knowledge gap by performing a complete multilevel linguistic analysis of
emotionally persuasive language uttered in a dialect. The study will produce a
framework of emotionally persuasive advertising by analyzing emotionally
appealing dialect, emotionally appealing images, and the interplay of language in
dialect and images. The empirical study is conducted by analyzing commercials
employing the Swiss-German dialect.

Swiss German is a nation-wide variety of spoken German in Switzerland. It is
an umbrella concept for the many German varieties used widely in spoken
communication in Switzerland. Switzerland has four official languages, which
makes it an interesting context in which to investigate the emotional persuasiveness
of advertising to a fragmented target audience. Even though the majority of the Swiss
population speaks different Swiss-German dialects, Swiss German represents a
minority in the scope of the vast German-speaking language area. Swiss-German
speaking Swiss people attach the Swiss-German dialects to positive emotions, and
associate them with positive values, ratings, and attitudes. Swiss German is
considered “the language of the heart” by German-speaking Swiss people and its
dialects play a large role in determining the national identity and reinforcing a
collective sense of national and cultural identity. (Ammon 1995, 284-285, 295; Rash
2002; Scherrer et al. 2019, 735-736.)

Little research addresses the specific characteristics of Swiss-German
advertising. To date, in the search for models aiming to successfully personalize
advertising for fragmented target audiences, the Swiss-German context has generally
been ignored. Studies conducted by Bajwa (1995) and Hemmi (1994) regarding the
use of the Swiss-German dialect and Swiss Standard German in advertising did
investigate the distribution of dialect and standard language in different spheres of
advertising; however, neither of those studies nor any other extant literature have
explored the powers of emotional persuasion of Swiss German in advertising.
Accordingly, there is an obvious demand for empirical research on the persuasive
use of Swiss German in advertising, and its interplay with non-linguistic
components.

Using local dialects in advertising reflects the fragmentation of mass audiences
into numerous smaller target audiences, a shift that increases the regionalization and
customization of advertising messages. Advertisers must therefore understand and
appeal to consumers at the local level, which requires them to know the kind of
language the target audience uses to ensure the advertisements resonate with
consumers by delivering personally meaningful and persuasive messages. The
purpose of using local languages and dialects in advertising is to make sure that the
messages appeal to an audience who use a dialect. This development can be seen as
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a result of a desire to build solidarity with the target audience. (Kelly-Holmes 2005,
105-107, 143-145; Atkinson & Kelly-Holmes 2006, 255; Liu et al. 2013, 2386; see
also Fennell & Saegert 2004, 602—-604.)

The increasing number of dialects and increasing emphasis on regionalization in
advertising can be seen as a reaction to globalization (Helin 2004, 5-6; Kelly-
Holmes 2005). In the heady globalizing processes of global mass communication
and international advertising, technology has blurred distance between countries
(Frith & Mueller 2010, 3). Nevertheless, the technical means of communication
cannot diminish the importance of local languages and dialects. The world has not
yet become one big global village where individual countries become ever more
similar, as was predicted by Marshall McLuhan (1964). Similarly, Levitt (1983, 93—
94; 1986, 20-30) saw communication technology pushing the markets toward a
global commonality. Levitt (1983, 1986) asserted that everywhere everything would
get more like everything else and the world’s preference structure is relentlessly
homogenized. As a result of the global homogenization of taste and preferences,
companies would sell standardized products in the same way everywhere as if the
world was one large market. However, contrary to Levitt’s (ibid.) predictions,
companies did not end up operating as if ignorant of the differences in national and
regional preferences. Recently, several studies on whether to standardize advertising
or to adapt advertising to local habits and consumer motives to be effective have
been conducted including performance criteria which have demonstrated that an
adaptation strategy is more effective. As a result, the consumers must be central and
understanding consumers’ culture viewed as increasingly important in developing
effective advertising. (de Mooij & Hofstede 2010, 85.) Indeed, advertisers have to
understand each culture to communicate effectively because consumers can read
subtle differences in tone of voice, body language, and cultural symbols in the
advertisements (Frith & Mueller 2010, 22).

In parallel to these developments, there has been a global move toward the
recognition of minority language rights. The value of speaking the languages of
minority groups has become a widespread phenomenon all over the world. More
media outlets and opportunities for language diversity and multilingual media
experiences are created by using technology, such as satellite, cable, and digital
television and the Internet. (Kelly-Holmes 2005, 107-108.) The importance of
indigenous languages has been acknowledged by big corporations. Disney’s Maori
version of the hit Polynesia-based film Moana bolsters the indigenous Maori
language and Google has launched a Maori version of its search engine (Graham-
McLay 2017; Ainge Roy 2018). More recently, in 2019, Disney released the
Hollywood movie Frozen 2 in the Northern Sami language (Sami language version
——2019). Media outlets in minority languages improve the linguistic skills of the
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speakers and can create or preserve a sense of national or cultural group identity
(Boyd-Barrett et al. 2008, 427).

The increasing recognition of dialects, a greater emphasis on regionalization, and
the revitalization of regional languages are phenomena visible in several Western
European countries and reflect broader societal tendencies and political issues. The
tendency to look inwards rather than to cooperate with others is rising in Europe, as
exemplified by the secessionist aspirations of Catalonia, in northeastern Spain, that
prompted a declaration of independence from the rest of Spain in 2017. (Hargreaves
2000, 20.) The symbolic meaning of the Catalan language is hugely significant to
the unity of Catalonia. The Catalans’ strong attachment to their language and its
identification with being Catalan, made the language the most important rallying
point of Catalan nationalism. The Catalan language has been suppressed since at
least the dictatorship of Francisco Franco. Franco’s policy of suppressing the use of
Catalan and other minority languages inhibited people from communicating in their
own language. (Atkinson & Kelly-Holmes 2006, 256.) In addition, state borders do
not always delimit the boundaries of language or dialect use. In Styria, in southeast
Austria, Slovenians living in the villages Laafeld, Sicheldorf, Dedenitz, Zelting, and
Goritz situated north and east of the town of Bad Radkersburg maintain their own
Slovenian dialect. Even though the Slovene language is not taught in Styria,
language classes are organized in the border town of Bad Radkersburg. However, to
support language enhancement, a bilingual Slovenian and German quarterly
magazine is published in Syria that aims to build bridges between Austria and
Slovenia. (Koletnik 2004, 190-191.)

Nationalism has even challenged European unity. Following decades of heady
globalization, the European Union was conceived as a bastion of democracy and
inclusivity at the heart of Europe, but now seems in danger of disintegrating. When
national interests dominate in member states they can prompt a desire to withdraw
from the EU, which has well been demonstrated by the Brexit process. (Elliott 2016.)
Switzerland, on the other hand, has a long history of political and military isolation
from the rest of Europe (Survey: A special case 2004).

The current study combines the perspectives mentioned above: namely the
emotionally persuasive use of a minority local dialect in the interplay with moving
images in television commercials. The research relates to the theoretical fields of
marketing, linguistics, and psychology. In an era marked by the increasing
revitalization of regional languages and dialects, this cross-disciplinary study
contributes to the understanding of the topical phenomenon of advertising aimed at
fragmented target audiences. The study will help understand the role of local dialects
in the persuasion process of advertising and help marketers respond to challenges in
personalizing advertising to fragmented target audiences. Moreover, this study will
produce a framework of dialectal language, visuals, and their interplay in

27



Katariina Pajuranta

emotionally appealing multimodal advertising and provide a scientific perspective
on the complex issue of consumer persuasion. Analyzing the language of advertising
in a dialect can assist in understanding the emotionally appealing linguistic
techniques in advertising. Furthermore, examining the interplay between language
and moving images in TV commercials can add knowledge to the versatile
techniques of emotionally appealing advertising in general.

1.2 Purpose of the study

The purpose of this cross-disciplinary study is to investigate emotional persuasion in
advertising, more specifically how appeals to emotion are mediated in TV
commercials. The domain of interest is threefold: dialectal language, visual moving
images, and their interplay in TV commercials. By analyzing language and images,
this study provides interconnected perspectives on emotional persuasion from the
respondent’s view. To address the research purpose, the following sub-questions are
posed:

1. How is language in dialect used to appeal emotionally?
2. How are images used to appeal emotionally?
3. How are language and images used jointly to appeal emotionally?

The emphasis of the study is on the way appeals to emotion are mediated in
advertising. The data comprise 32 TV commercials in the Swiss-German dialect
broadcast from 1967 to 2013. Television commercials reveal the interplay between
language and moving images in temporally comprehensive data. The commercials
in Swiss German offer a fruitful research target to study advertising aimed at a
fragmented target audience.

The research is based on a mixed-methods approach (Denzin 1978, 291; Johnson
et al. 2007, 114) which refers in this research to the combination of methodologies
in the study of the same phenomenon. The empirical aspect is conducted in two
phases by analyzing commercials quantitatively and qualitatively. In the first phase,
content analysis is used as a quantitative method to organize the stream of images
and language. In the second phase, the qualitative analysis, the appeals to emotion
of the language, images, and their interplay are investigated. The qualitative analysis
of the data is divided into two stages: linguistic analysis and semiotic analysis. The
linguistic analysis is conducted to study the emotional appeal of the language in the
Swiss-German dialect. The semiotic analysis is conducted to uncover the emotional
meanings of the images at the connotative level and the emotional meanings of the
images in the interplay with the language. The empirical study is conducted by
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analyzing Swiss-German commercials published by a Swiss cooperative, the
Federation of Migros Cooperatives (FMC'), referred to hereafter as Migros.

The first phase investigates the language and imagery of TV commercials
quantitatively and answers the question:

What pitch, products, people, places, and props are depicted in the commercials?

To organize the stream of language and images of the commercials, they are screened
to elicit the elements within them. The typical elements of advertisements are pitch,
products, people, places, and props (Hakala 2008, 203-204). In this study, pitch
means a portion of text. The term places refers to the settings of the commercials
and the term props refers to additional elements of advertising which convey
important meanings, for example, costumes symbolizing a certain culture (Hakala
2006, 85; Hakala 2008, 203—204). Each commercial is screened to quantitatively
determine the frequency of pitch, products, people, places, and props.

To discover what is communicated with the language (pitch), a full transcription
is provided of all spoken language and sung lyrics. All spoken language and songs
with lyrics are transcribed. Analyzing sounds other than sung lyrics, that is, the
meanings of various noises is not within the scope of this research. Observations
regarding music without lyrics are provided descriptively in the metadata on each
commercial.

Content analysis will be used as a quantitative method for statistical and
numerical analysis of the language and imagery of the data. The frequency and
proportion of spoken Swiss German will be assessed in relation to the duration of
the commercials, which reveals the extent to which the language and the imagery
mediate the advertising messages. The coding process of the depicted images was
performed by three Swiss-born, native Swiss-German speakers with similar levels
of expertise in advertising. The coders screened the commercials for the elements
discernible by marking a predetermined coding sheet.

The methodological foundation of researching meanings of language is in
linguistics. The purpose of linguistic analysis is to answer the following question:

How is language in dialect used to appeal emotionally?

The emotional appeal of the language is analyzed at three different levels: lexical,
syntactic, and pragmatic. The lexical level investigates the use of individual words.
The syntactic level considers the words used in different combinations within
sentences along with a consideration of different types of sentences. A sentence is
regarded as the largest unit of language structure addressed in traditional grammar
studies and different types of sentences are commonly categorized by form and by

! In German: Migros-Genossenschafts-Bund (MBG).
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function, for example, whether they are declarative or interrogative sentences
(Chalker & Weiner 2003). The pragmatic level of the analysis investigates how the
language is used in its context. This multilevel examination of the language aims to
build a framework of the emotionally persuasive use of language.

The methodological foundation of researching meanings of images and
meanings of the interplay between images and language is in semiotics, the general
science of signs. The advertising images will be examined to investigate the
connotations of the employment of the products, people, places, and props of the
commercials. The analysis of the imagery will reveal what images are used to appeal
to the target audience emotionally. The semiotic analysis aims to answer the
following question:

How are images used to appeal emotionally?

Subsequently, the interplay of language and images will be evaluated. The
emotionally appealing language and imagery are assessed jointly to answer the
question:

How are language and images used jointly to appeal emotionally?

The joint interplay of emotionally appealing language and imagery is analyzed at the
points in the commercials where emotionally appealing language appears. The
analysis investigates how appeals to emotion are mediated in TV commercials. The
research setting is summarized in Figure 1 below.

RESEARCH
To examine emotional persuasion in advertising
PURPOSE
How is language . How are RESEARCH
e How are images language and
in dialect used to dsedioanaeal anguag QUESTIONS
appen emotionglpl) ? Mo oy -
emotionally? \ & jointly to appeal
emotionally?
Content analysis RESEARCH
Frequency and shares of pitch and images METHODS
AND
Linguistic analysis
METHODS OF
Emotionally appealing language in dialect
ANALYSIS
Semiotic analysis
Connotative meanings of images
Interplay between language and images

Figure 1. The basic setting of the research.
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The empirical data for this study comprise a collection of 32 advertising commercials
made by the Swiss cooperative Migros featuring the Swiss-German dialect. The
Federation of Migros Cooperatives (FMC), the regional Migros Cooperatives
affiliated to it, and the business enterprises owned by them, along with the Migros
Foundations, together constitute the Migros Community, or simply Migros (Migros
2009c¢). The Federation of Migros Cooperatives (FMC) is a cooperative association
with a long history in Switzerland. Migros was founded in 1925 by Gottlieb
Duttweiler and is now based in Zurich, Switzerland. (Migros 2019d.) Migros is a
market leader in Switzerland: The Migros website states it is Switzerland’s largest
retailer and largest supermarket chain with sales of CHF 28.93 billion in 2021.
Migros is also Switzerland’s largest employer in the private sector with over 97,500
employees. (Migros 2021.)

Migros is owned by its 2.28 million cooperative members and organized into 10
regional cooperatives: Migros Cooperative Zurich, Migros Cooperative Aare,
Migros Cooperative Eastern Switzerland, Migros Cooperative Basel, Migros
Cooperative Geneva, Migros Cooperative Vaud, Migros Cooperative Lucerne,
Migros Cooperative Neuchatel-Fribourg, Migros Cooperative Ticino, Migros
Cooperative Valais (Migros 2018; Migros 2021). The cooperatives operate in
retailing which is the core business of Migros Group with a specialization in fast-
moving consumer goods. Migros also owns numerous industrial companies, various
commercial, travel, and logistics enterprises, and Migros Bank. (Migros 2019c;
Migros 2020, 5.) The share of sales by the different segments of the Migros Group
are presented in Figure 2.
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Migros Group sales by segment in percetage
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Figure 2. The sales of the Migros Group.

In 2021, the cooperative retailing segment produced 53.9 % of the sales of the Migros
Group. The second-largest share of sales came from the Migros commerce with 24.6
% and the third-largest share of sales from the industry segment with 17.2 % (see
Figure 2). Migros Industry produces and distributes high-quality food and non-food
products, like personal care and cleaning products. More than 50 % of the brands in
Migros branch stores are own brands. (Migros 2020, 19.) The financial segment of
Migros formed a 2.3 % share of the sales in 2021. Migros Bank owned by the Migros
Group is one of the 10 largest banks in Switzerland (Migros 2021, 11). The travel
segment formed the smallest share of 1.9 % of the sales through the Hotelplan Group
which is an international tourism company of the Migros Group (see Figure 2;
Migros 2021, 11, 26).

The commercials featuring spoken Swiss German analyzed to inform the present
study stem from two different sources; the cooperative’s web page and its YouTube
channel. First, 17 commercials featuring spoken Swiss German come from a
multilingual collection of Migros commercials from 1967 to 2008 published by
Migros on the cooperative’s official web page. This dataset comprises 57
commercials from the 1960s, 1970s, 1980s, 1990s, and the twenty-first century
(Migros 2009a) and is characterized as a collection of the best and most memorable
commercials based on consumer feedback. The collection comprises commercials in
Swiss German, Swiss Standard German, French, Italian, and English. This set of
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commercials served as data for a licentiate thesis exploring Swiss commercials.
(Mattila-Palo 2014.) All the commercials analyzed featuring spoken Swiss German
were selected from that collection. At the time of data collection, the web page of
Migros was the only online distribution channel for the commercials. At the time of
sampling, the dataset was seen as the best option to encompass the perspective of the
target audience.

Subsequently, the dataset was supplemented with the 15 most current
commercials (2011-2013) at the time of data collection. The commercials feature on
the official YouTube channel for Migros’s German commercials introduced at the
end of May 2008. (Migros 2013.) The search results were sorted, and the
commercials were selected based on the highest view count. The aim was to include
newer material in the corpus since advertising can change rapidly.

The aim was to study a wide range of persuasive techniques, therefore
commercials from different decades were included. In light of previous research
(Mattila-Palo 2014), the language dominates in delivering the advertising message
in commercials in the 1960s and 1970s, potentially due to the limited filmic
techniques of imagery. As the capacity to mediate messages with visual means was
more limited in the 1960s and 1970s, the language may have compensated for the
deficits of visuals, resulting in the greater use of linguistically persuasive techniques
(see Mattila-Palo 2014). Based on the presumption that the recent tendency in
advertising has been the growing dominance of the visuals over the language, the
older commercials were regarded as potentially providing a good source of
linguistically rich material. However, the focus is on how the appeals to emotion are
mediated, not on their temporal changes.

The total duration of the extracted material comprises 1326 seconds, around 22
minutes. The selected data fulfill the following criteria: (a) the commercials feature
Swiss German (either in spoken or sung form); (b) all commercials have been
broadcast on television; (¢) the commercials include multiple modes, as a
prerequisite of language and images; and (d) the commercials were produced and
broadcast between 1967-2013. Table 1 shows the total numbers of commercials
from different decades and their total duration.
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Table 1. Description of the data of the study.

Decades of the Number of Duration in Abbreviations

production year commercials seconds

The 1960s 2 52 F602 F607

The 1970s 4 188 F702 F703 F704 F705

The 1980s 7 294 F801 F802 F803 F804 F807 F808
F809

The 1990s 4 193 F904 F906 F908 F910

The 2000s 5 202 F004 FO05 FO08 FO14 FO19

The 2010s 10 397 F101 F103 F104 F106 F107 F108
F110 F111 F112 F114

Total 32 1326

In this research, abbreviations are used to refer to the analyzed films. In the
abbreviations, F refers to film. The first number indicates the decade of the
production. The last two digits identify the individual commercials. The full names,
production years, and descriptions of the commercials are presented in the annexes
(see Appendix 34).

While Swiss German was the most dominant German variety in the commercials,
Swiss Standard German was also used in the same commercials. A full transcription
is provided of all the spoken language varieties and sung lyrics in Swiss German and
Swiss Standard German. In the transcripts, a calculation of the word count of the
Swiss-German words and the Swiss-Standard-German words illustrates the
frequency and proportion of spoken Swiss German and Swiss Standard German.
Comparing that word count against the total word count made it possible to derive
the percentages of spoken Swiss German of all the spoken language in the
commercials (see Figure 3).
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The amount of the spoken Swiss German and Swiss Standard German
words in percentages
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Figure 3. The proportion of spoken Swiss German and Swiss Standard German in the
commercials.

In the majority of the commercials (20 of 32), Swiss German was the only spoken
German variety. When Swiss German was combined with Swiss Standard German,
Swiss German remained dominant: Swiss German covered at least half of the spoken
language, or more (see Figure 3).

1.3 Case study design

The study at hand follows a case study design. The case study approach is often
associated with, but not restricted to, descriptive or exploratory research. The case
method relies on integrative powers of research and can be used to study an object
with many dimensions and then to draw an integrative interpretation. (Ghauri et al.
2020, 102.) In business studies, case study research is useful when the concepts and
variables studied are difficult to quantify. Yin (2014) provides four types of case
study design, suggesting that single and multiple case studies reflect different design
considerations. A single-case form is appropriate when a particular case is critical
for meeting the conditions to extend the theory, in this case, the theory of advertising.
Here, a single case is used as an exploratory study that serves as a step to encourage
later studies in the field. (Ghauri et al. 2020.)

A case study seeks a range of evidence in the case setting and may incorporate a
number of methods. The case study is characterized by intensiveness. The strength
of the case study lies in a rich, explanatory, and comprehensive understanding, which
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emerges from a case or restricted number of cases. It gives information about the
characteristics of a given population or area of interest. (Gillham 2000, 2; Yin 2014,
10-11, 30; Thomas & Myers 2015, 5-7; Merriam & Tisdell 2016, 37.)

One of the key defining characteristics of a case study lies in delimiting of the
object of the study, the case. The case study aims to understand one phenomenon
well, and the case study refers more to a choice of what is studied—a unit around
which there are boundaries—than to a method of how it is studied. (Merriam &
Tisdell 2016, 38; Ghauri et al. 2020, 103.) In a case study, research questions in the
form of “how” or “why” are typically used to address the phenomenon of interest.
The case to be studied can vary considerably but the selection of the case should
align with the topic of the research. Depending upon the research questions, case
studies can be analyses of persons, events, decisions, periods, projects, policies,
programs, institutions, or other systems that are studied holistically by one or more
methods. The selected case ought to be characterized by a real-life phenomenon that
has some concrete manifestation. Bounding the case is essential to focus the study
and manage data collection and analysis. The cases can be bound, for example, by
time, space, activity, or other concrete boundaries. (Yin 2014, 29-36.)

The current research follows a single-case design in which the boundaries of the
case study were established by conducting intensive research on a specific case in
the Swiss context and analyzing the commercials of the cooperative, Migros. By
investigating emotional persuasion in its plenitude, the complex interaction of
dialectal language, visual moving images, and their interplay is opened to scientific
inquiry. Here, the focus is on the intensive and in-depth analysis of the emotional
persuasion within a single case.
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2 Multimodal advertising

Multimodality is a fundamental property of advertising. The concept encompasses
all modes of communication, such as the visual mode of images, gestures, gaze,
posture, color, and composition. The mode refers to the different means of
communication. (Kress & van Leeuwen 2006.) Kress and van Leeuwen (ibid.) note
that each mode has its own possible meanings and limitations of meaning. Together
different symbol resources construct meaning by mutually strengthening and
supplementing each other.

Multimodal advertising employs several modes simultaneously to compose a
single artifact in which the modes are integrated. A commercial can be broken down
into categories of image (moving or static), language (spoken or written), and sound
(music, sound effects). An ad consists of the interplay of the elements. (Ritscher
1970, 553; Messaris 1994, 14; Schneider & Stockl 2011, 29-33.) The category of
language can be divided into commentary, monologue, or dialogue. A monologue is
defined as a long speech by one actor in a play or film, or as part of a theatrical or
broadcast program. A dialogue is a conversation between two or more people as a
feature of a book, play, or film. (Chalker & Weiner 2003.)

According to Kress and van Leeuwen (2006, 17), a holistic study of meanings in
a multimodal context requires that “particular modes of communication should be
seen in their environment, in the environment of all the other modes of
communication which surround them, and of their functions” (see also Cook 2008,
54; Urios-Aparisi 2009, 96—97). Several issues highlight that different modes of
communication should be considered to make a holistic study of meanings when
analyzing multimodal advertising (see Ritscher 1970, 553; Stockl 1997; Brinker &
Sager 2001, 1133; Burger 2005; Janich 2005; Baldry & Thibault 2006; Schneider &
Stockl 2011, 29-33; Stockl 2011). Different modes of advertising carry individual
meanings and studying them separately enables the individual communication
potential of those meanings to be explored. Additionally, meanings delivered in the
combination and interplay of modes should be considered to evaluate the complete,
composed meanings (Forceville 1996, 74; Sowinski 1998, 51), albeit there seems to
be no general agreement on how that should happen in practice. Cook (2008, 54—
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55), for example, admits that no single analysis can adequately cope with all modes
of language, music, and images.

Brandt (1973, 130-196) suggests that an analysis of a multimodal commercial
be conducted in two stages: First, each mode is treated individually before the
meanings of the combined modes are assessed. The individual auditory, visual, and
linguistic modes should be described and classified separately. For example, based
on the realization of text (written, spoken, and sung language) or type of
communicator (advertised company, characters in the advert, or narration). Images
can be analyzed according to whether they are dynamic or static, black and white, or
in color, real or unreal. After completing the first stage, all elements of the text,
image, and sound categories are analyzed in the context in which they appear. For
example, the words are examined in the context of the sentences in which they
appear. Finally, the meanings of all the modes are evaluated in relation to each other.

2.1 Advertising communication

Adpvertising is defined as any form of paid communication by an identified sponsor
aimed to inform, persuade and/or remind target audiences about an organization,
product, service, or idea. Advertising can be described in terms of a stimulus and
reaction process, in which advertising operates as a stimulus and the purchase
decision of a consumer as a reaction. From the perspective of this message strategy
of advertising, the main goal is to incorporate a stimulus in the message which will
cause the desired reaction in the individual consumer. (Fennis & Stroebe 2016, 1-2,
7,33))

The traditional one-step flow of advertising communication consists of directing
information toward prospective audiences. The channel is how the message is
transmitted to the receivers. Channels of communication include radio, broadcast
television, social media, and print media. (Fill 1995, 24, 31, 307-319.) Advertising
messages are targeted at groups of people and are inherently impersonal and public.
Advertising communication strives to create the widest possible spread of the
advertising message that reaches as many recipients and attracts as much attention
and interest as possible. Advertising messages reach large audiences due to the
distribution of far-reaching broadcasting and that reach can encompass virtually
anyone. (Burger 1990, 27; Krober-Riel 1993, 110-111; Eagle 2015, 26-28.)

Mass media messages may not always affect the public directly and have an all-
powerful effect on their audiences. The two-step flow of communication depicts
information flowing via media channels to opinion leaders and opinion formers, to
whom other members of the audience refer for information and guidance. Opinion
leaders may reach members of the target audience who may not have been exposed
to the message. (Fill 1995, 31.) They may also increase the influence of media
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information by interpreting the information and then passing it on to others. In the
current online wired environment, personal contact can be generated in the digital
environment. Companies consider the Internet as a strategic communication tool and
have also recognized the power of influential members of this platform. For example,
bloggers are digital influencers in social media and affect the members of particular
communities centered on similar interests. In addition to message dissemination,
online conversations have emerged as a factor. (Solomon et al. 2010, 409-410;
Uzunoglu & Kip 2014, 592593, 598.)

Mogaji (2018, 39) states that the text in advertising must be “clear,
uncomplicated, direct, appropriately expressed and relevant to the target audience,
and must also be connected with the other components of the advertisement,
including the visual.” The language of advertising is a product of a process whereby
language is chosen and used for a particular purpose of persuasion (Barthes 2008,
9). The language of advertising is a result of a careful planning process. It is
consciously designed for strategic purposes in advance. The advertising messages
are sent by professionals for whom the whole communication process is a calculable
investment. (Janich 2005, 37.) The language is crafted through various techniques
designed to convince others to adopt new beliefs or courses of action and eventually
meet the advertising goals of the advertiser. Accordingly, the language of advertising
is an intentional choice. Finally, the optimally designed advertising message is
addressed to prospective and/or current customers. (Barthes 2008, 9.)

In the case of commercials, language is based on a written script and there is no
opportunity for spontaneous statements or expressions in the language. The language
has a thematic and semantic organization shaped through its plot, syntax, lexicon,
and prosody. (Barthes 2008, 9; Runkehl 2012, 284-287; Eagle 2015, 164.) Lexicon
refers to the complete set of vocabulary items in a language. In linguistics, prosody
refers to patterns of stress and intonation in speech. Prosody is a phonological feature
having its domain in more than one segment. (Chalker & Weiner 2003; Baldick
2015.) Sometimes the term is used synonymously with intonation, stress, and
juncture (Chalker & Weiner 2003). In commercials, time is a limiting factor; the
right words must be used within a short period because duration is an important
determinant of cost. Naturally, the same purposeful implementation concerns the
imagery selected and other modes of advertising. Imagery and music are also a result
of a purposeful and intentional planning process aiming at a successful combination
of all modes. Furthermore, the people appearing in advertising are usually paid actors
depicted in staged situations. (Barthes 2008, 9; Runkehl 2012, 284-287; Eagle 2015,
164.)
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2.2 The relation of text and images

The interdependence between language and images has been conceptualized mainly
by examining the extent to which language and images provide information in print
advertising. Janich (2005, 191-193) differentiates three categories of text—image
relationships. Either the ratio of information provided by the images is
approximately equivalent to textual information, inferior to that of the textual
information, or the information from images dominates the text (see also Stockl
2020, 189, 191). In an exceptional situation, the text and images communicate
separate messages and seem unrelated (see Oxymoron in Subchapter 10.4.2).

Barthes (2008, 12—15) identifies two categories of text—image relationships.
Both categories are related to the polysemous meaning of images. The multiple
meanings of the images can be interpreted differently by different individuals. The
advertiser can reduce the ambiguity of the meanings by using text as an “anchorage.”
The selected language directs the reader through the multiple visual meanings toward
the intended meaning. Words and phrases attached to images limit the options for
interpretation and anchor the right meaning (see also Krober-Riel 1993, 179—-181;
Frith & Mueller 2010, 17—18; Sabban 2012, 99; Stockl 2020, 191-192). The second
technique is called “relay” and involves viewing the text and image as
complementary. Barthes (2008, 14—15) states relay is used frequently, especially in
films where the dialogue advances the action and images function to communicate
additional information, such as descriptive information on the main characters (see
also Stockl 2020, 191).

Burger (1984, 296) notes that viewers will try to process messages of language
and images as a meaningful whole. If the viewers are given incoherent information
in imagery and language, they will actively try to fill the gaps and produce an overall
sense of the message. The viewer actively seeks links between the image and text.
Burger (1984, 303—-304) adds that in the case of commercials the interconnectedness
of language and images may realize meanings at different levels, so for example, the
language may operate at the level of denotation and the images may produce
connotative meanings derived from the denotation. A denotation is the relation
between a lexical unit and the objects it is used to refer to (Matthews 2014).

However, the connotative meanings are ultimately constructed and interpreted
by the viewer. Burger (1984, 305) emphasizes that when analyzing the interplay
between the language and images in detail, one has to find a way to divide the whole
text and flood of images into smaller segments and units of analysis. A word is
regarded as the smallest segment of the language as morphemes hardly ever directly
correspond to visual communication. The smallest unit of analysis of a film is a shot.
Still images should not be regarded as the only units of analysis in terms of film
material, because human beings do not perceive films as individual images.
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2.3 Multimodal transcription

This section discusses the advantages of multimodal transcriptions when analyzing
multimodal data. In this research, a multimodal transcript was created of the spoken
language and visual images to represent the simultaneous processes of these modes
and make them accessible for analysis.

Multimodal transcription has been presented as a reliable basis for analyzing
multimodal data in that it makes the modes (visual, oral, and textual) of the
multimodal data clearly visible, readable, and controllable units of analysis. The
transcript helps to decode and assess the meanings which are derived from the
different modes. Therefore, a multimodal transcription aims to transcribe all modes
which are meaningful for the analysis by describing them in their structure. (Burger
1984; Janich 2005, 2010; Baldry & Thibault 2006; Bucher 2011, 135-136; Stockl
2011; Schneider & Stockl 2011.) Schneider and Stockl (2011, 31-32) consider the
representation of the symbols of different modes in chronological order of their
appearance as the most important function of the multimodal transcription. The
simultaneous presentation of the modes provides insights into the role of different
modes as part of the whole. The modes included in the transcript should be treated
equally and not as a mere context for other “more important” modes. (Burger 1984;
Janich 2005, 2010; Baldry & Thibault 2006; Bucher 2011, 135-136; Stockl 2011;
Schneider & Stockl 2011.)

In the process of transcribing, the transcripts establish new texts based on the
originals and the transcription can never fully correspond to the original (Schneider
& Stockl 2011, 28-29). The purpose of the research should determine the goals of
the transcription. This has an immediate effect both on the number of modes included
in the transcript and on the depth of presentation of individual modes. (Burger 1984;
Janich 2005, 2010; Baldry & Thibault 2006; Stockl 2011; Schneider & Stockl 2011.)
According to Burger (1984, 321), the most important guideline for transcription is
good readability. Good readability is summarized by Schneider and Stockl (2011,
31-32) in three points: First, it is an accurate reflection of all the modes relevant to
the study; second, it provides an adequate representation of the structure of the
multimodal text; and third, it gives a precise temporal presentation of different modes
and their relation to each other.

The multimodal transcript model proposed by Schneider and Stockl (2011, 30,
39-44) is tabulated. The temporal course is represented in seconds on the vertical
axis while the horizontal axis reflects information on camera angles and camera
movements, snapshots of film, and text (both narration and dialogues). The
transcribed text carries a narrative structure, a thematic organization, logical
semantic structure, syntax, lexis, and prosodic features. Video stills from the film
make it possible to present the narrative structure and images provide important
insight into details of actors and settings. Schneider and Stockl (ibid.) add that if
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descriptive comments are added to the video still images, the dynamics of the actions
and technical properties of shots can be documented even more precisely. ledema
(2004, 189-196), however, presents an alternative way to depict the general narrative
structure of the visuals with the help of many still pictures of the film (i.e., not with
video stills). Regarding the “transcription” of images Burger (1984, 232) emphasizes
that the addition of images will necesarily remain selective. Only the most important
parts of the film regarding the purpose of the research are presented through images.
The suggested ways to specify the temporal course of the film are either numbering
the shots (ibid., 312) or providing a chronological sequence in seconds (Schneider
& Stockl 2011).

In the analysis phase, having a transcript helps to review and synthesize the
meanings of the intersemiotic relations. Some modes may be closely integrated,
which complicates dividing them into units. In such cases, marking the meanings
created by overlapping modes should be considered and can be documented in the
transcript. In the complementary relation of the sign systems, the strengths of one
mode can compensate for the deficiencies of another mode. This also describes the
process of how meanings are constructed from the combination of multiple modes.
Similarly, the recipients will not read just one mode at a time but all modes available.
Although the transcript makes the multimodal data readable in a new way, it always
remains an incomplete copy of the original multimodal product. (Schneider & Stockl
2011, 28-29, 32-33))

24 Television advertising

Television advertising is an important part of modern economies and paid media.
Television (TV) is generally recognized as one of the most powerful advertising
media and one that delivers information and entertainment to an immense audience.
(Jamhouri et al. 2009, 227; Novak et al. 2016, 187—188.) Although digital advertising
has taken the leading position in global advertising expenditure since 2018, TV
advertising remains meaningful worldwide with the second biggest share. In 2021,
television advertising accounted for 24.8 % of the global distribution of advertising
expenditure after the Internet (58.9 %). Other forms of advertising had notably
smaller shares: newspaper advertising globally had a share of 4.2 %, outdoor
advertising 4.9 %, radio advertising 4.0 %, magazines 2.5 %, and cinema 0.3 %
(Statista 2021b; 2021d).

Additionally, television advertising is profitable for advertisers. In 2019, the
global television advertising revenue from TV advertising was USD 161 billion
(Statista 2021c). Television advertising also has a solid position in Switzerland
where the spend on television advertising has been growing since the 1980s. The
gross spending on television advertising quintupled from CHF 60 million in the

42



Multimodal advertising

1980s to CHF 344 million in the 2000s and by 2019, the gross spending on television
advertising had increased to CHF 1.89 billion (European Communities 2003, 14, 18—
19; Statista 2020a). Due to the increasing popularity of new media, research on
traditional media, such as TV, has been neglected in recent years. Nevertheless, TV
retains quite a prominent share in advertising expenditure in Switzerland (see Figure
4).

Switzerland's expenditure shares of advertising in 2019

6% 1%

Online = Television = Print Outdoor = Cinema

Figure 4. Switzerland’s shares of advertising expenditure in 2019.

In 2019, the biggest advertising expenditure was on online advertising at CHF 2.87
billion with television advertising in second place at CHF 1.89 billion. Print
advertising accounted for CHF 1.58 billion. The amounts spent on outdoor
advertising (CHF 0.39 billion) and cinema advertising (CHF 0.05 billion) were
notably smaller (Statista 2020b; Statista 2020c; Statista 2020d; Statista 2020e;
Statista 2021a). In 2019, television advertising in Switzerland generated net sales of
CHF 0.70 billion (Statista 2020a).

TV retains quite a prominent share in media consumption in Switzerland. In
2019, the Swiss spent on average 199 minutes a day watching television, which was
more than the average time spent reading or listening to the radio. Even the time
spent on the Internet by the majority of the Swiss did not exceed the time spent
watching TV. (European Communities 2003, 14, 18—19; Bundesamt fiir Statistik
2017; Bundesamt fiir Statistik 2020.) In 2021, TV had the biggest user share (94 %)
when compared to the use of radio and social media channels among the Swiss.
Listening to the radio had the second biggest share (91 %) among the total
population, and watching YouTube had the third biggest share (68 %). In addition,
TV was the most used electronic media on a daily basis (65 %), followed by listening
to the radio (62 %) and using Facebook (27 %). (Statista 2021g, 2-3, 15.)
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In German-speaking Switzerland, the daily reach of TV has maintained a solid
position: Over the period 2013-2020, the daily reach has varied between 62 % and
65 %. In 2020, the daily reach accounted for 63 % (Statista 2021g, 15). In the
German-speaking part of Switzerland, 90 % of private households had at least one
functioning TV set used to view programming in 2018 (Statista 2020a). In addition
to the state-licensed TV broadcasters, Switzerland has many local TV channels
providing regional news and other information from specific regions (Bundesamt fiir
Kommunikation 2022).

Television commercials have the advantage of being able to display sequences
of images that create an illusion of continuous movement. In commercials, images
help to present the progression of a plot, events, and spatial relationships. (Fill 1995,
314-316; Sabban 2012, 99.) Everything that can be seen in the image, and how it is
presented, is important for the formation of the meanings. Commercials consist of a
series of different shots. The camera angles used, colors, sharpness, and spatial
arrangements play an important role in facilitating visual communication.
Incorporating jingles and other kinds of music can enhance the penetration of
commercials because features of a piece of music, such as its rhythm, tempo,
harmony, melody, and dynamics can affect the emotional experience derived from
the commercial. (Schneider & Stockl 2011, 29-33; Mogaji 2018, 39; see also Cook
2008, 116-117.)

If commercials feature actors, the language is accompanied and complemented
by non-verbal communication, that is, gestures and facial expressions. According to
Messaris (1994, 16) and Derbaix (1995, 471), facial expressions are the most
straightforward and pure visual representations of the actor’s subjective emotional
experiences (see also Rossiter & Percy 1991a, 107). The interpretations of the facial
expressions are combined with the information provided by the rest of the body in
the form of gestures and posture. Gestures refer to the movements of the arms and
hands. Non-verbal communication can convey information missing from the
language spoken. (Brinker & Sager 2001, 1133; Mueller 2006, 121-122; Bucher
2011, 110-111, Stoekl 2011, 21.)

The combination of audio and visual stimuli makes commercials especially
effective in their persuasive power and in shaping viewers’ behavior and people’s
exposure to television in their everyday life will necessarily expose them to
numerous commercials (Fill 1995, 316; Martin-Santana et al. 2015, 161; Novak et
al. 2016, 187). The prevalence of commercials, however, makes it increasingly
difficult to capture the attention of the consumers. Therefore, marketers have to
constantly produce new ways to make their commercials, and the products or brands
advertised therein, stand out in a positive way from the crowd of competitors.

Attention allocation can be facilitated by finding the right elements for eye-
catching and attention-grabbing advertising. The whole advertisement’s structure,
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for example, the length, size, and pattern layout has a great effect upon the attention
it elicits. To be effective, the content of the advertising message should be
memorable and ultimately shape a purchase decision. (Schifko 1982, 985—-986;
Percy & Elliott 2009, 288; Mogaji 2018, 43; Seo 2020, 178.)

2.5 Dialects in advertising

Presenting advertising messages in a dialect or minority language is a means to target
advertising at clearly defined regional audiences. Using a dialect can enhance
understandability among the specific target audience and serve an important
symbolic function. The use of dialects in advertising signals that the advertiser
belongs to the same group as the recipients. The aim is to build a close relationship
with the consumers. By using voices that sound like those of their target audience,
the advertisers try to convince the audience that they are relatable. Furthermore, the
use of dialects may be motivated by the desire to communicate most persuasively
with individuals using that accent. (Kelly-Holmes 2005, 107.)

The decision to use a particular language may be motivated by the desire to
associate the product with ethnicity and conjure up notions of a homeland and an
identity. Using regional dialects can be a part of a marketing strategy to appeal to the
patriotism of the consumers of a specific region. (Strapner 1983, 1521; Bajwa 1995,
96—97; 100; Janich 2005, 170—171.) When launching regionally limited advertising
campaigns or emphasizing locality, the dialects are used to emphasize the regional
origin of the brand or the company. According to Efing (2012, 174—175), German
dialects are used in advertising especially often to advertise local food products and
beverages. Highlighting the origin of the product in the case of groceries or
beverages offers an opportunity to differentiate it from other products (Strapner
1983, 1521; Bajwa 1995, 96—97; 100; Janich 2005, 170—171).

Dialects can make the advertisement stand out with vivid, figurative, or original
expressions or other kinds of linguistic features typical of that dialect. Using dialect
can emphasize unexpected, novel strategies and allow the creative exploitation of
language in advertising instead of predictable linguistic patterns and techniques, thus
making the advertisement more memorable. (Sowinski 1998, 46; Boyd-Barrett et al.
2008, 427; Janich 2010, 130.)

Choosing to present an advertisement in a dialect or a minority language not only
has an impact on the design of the language of advertising but also on the size of the
target audience of the advertisement. Dialects and minority languages have a smaller
communication radius than standard languages or languages used by the majority,
thus a majority language can attract a larger target audience. A majority language
might also convey a certain neutrality because dialects do not necessarily all have
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positive connotations. (Sowinski 1998, 46; Boyd-Barrett et al. 2008, 427; Janich
2010, 130.)

Dialects may be applied in advertising even if they do not match the dialect of
the target audience. A dialect can be inserted to trigger certain associations and
values among the target audience. The choice of dialect is dependent on the prestige
and social value attached to it. A certain dialect can be an attempt to elicit favorable
associations among the target audience and make a profit of the dialect’s positive
image and prestige in favor of the advertised brand. A dialect might be associated,
for example, with tradition, locality, and authenticity that the audience might transfer
to the advertised product. In contrast, some dialects are stigmatized and regarded as
less prestigious than others. Furthermore, dialects can trigger stereotypical
assumptions about the ethnic group using the dialect on the part of the audience.
(Stockl 1997, 71-77; Sowinski 1998, 47; Janich 2005, 171-172; Janich 2010, 130;
Efing 2012, 174-175.)

Percy and Elliott (2009, 47) note that speaking the same dialect or the same
language strengthens the emotional attachment to the brand. Advertising campaigns
that employ appeals to emotion seem to communicate especially effectively in
dialect. Dialects appeal to the recipients at an emotional level and have the power of
evoking emotion. (Janich 1998, 228—235.) The research results have shown positive
outcomes of the use of local dialects in the process of persuasion in advertising:
recipients with a non-standard accent have shown to be more persuaded by a message
delivered in a register that resembles their own (Schmidt & Kess 1986, 19).
According to Petty and Cacioppo (1982), the accent of the spokesperson was
particularly relevant in the advertising context: a speaker using a similar accent to
the target audience was regarded as more persuasive than a speaker using a less
similar accent. Their study shows that the perceptions of a similarity in accent led to
more favorable speaker evaluations and beliefs that attitudes would be similar.

The findings of Lalwani et al. (2005) and Lwin and Wee (2000) on consumer
responses to different English accents indicate that a spokesperson’s dialectal
characteristics are one of the most important features of persuasive communication
and had a significant influence on advertising effectiveness. Lalwani et al. (2005),
found that a positive identification with the spokesperson in advertising resulted in
the recipients being positively influenced by the spokesperson. The attitude of the
target audience to the spokesperson in the advertisement impacted the attitude to the
advertisement itself, which in turn affects the overall brand attitude and purchase
intentions for the advertised product. The accent of the spokesperson affected the
consumers’ level of awareness and recall of the advertisement. Similar findings of a
more familiar, non-standard accent improving brand recall have also been replicated
by Giles and Powesland (1975), and Morales et al. (2012, 37—38). The study of Liu
et al. (2013, 2387-2388) showed that when an advert used a local accent and
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contained an emotional appeal, the effect was to enhance both consumer brand
attitudes and memorability.

The persuasive power of German dialects for German-speaking audiences must
also be acknowledged. In Mai and Hoffmann’s study (2011), a regional German
dialect used by salespeople had a positive impact on successful business-to-business
communication. If the speech was of high quality, a regional dialect improved
customer satisfaction. The study provided evidence that sales representatives who
adjusted their speech pattern to the customer’s dialectal speech style were more
persuasive in personal selling. The use of dialect signaled membership of the
customer’s in-group and fostered social interaction. People were more persuaded by
the spokespeople with whom they could identify. Moreover, Mai and Hoffmann
(2011) state that a dialect that is appealing to the audience and triggers favorable
associations improve the customer’s assessment of the salesperson.

Kelly-Holmes (2005, 107, 116) sees the use of dialects in advertising as a
consequence of the information era, as a result of which advertising texts, like many
other media texts, have taken on the characteristics of informal communication. The
effect is the incorporation of aspects of intimate, personal discourse into public forms
of spoken and written communication whereby an attempt is made to imitate
spontaneous or one-to-one communication. The trend extends to advertising texts,
which now often seek to imitate everyday communication, including accent and
dialect. As a result, dialects conquer areas that were traditionally reserved for
standard language. The public and professional spheres are becoming infused with
private discourse (Fairclough, 1992). For instance, in the media of the German-
speaking language area (here Germany, Austria, and Switzerland), there has been a
shift from the ideal standard German pronunciation, where regional coloring in
pronunciation is not observable, toward a greater tolerance of different variants of
German. Betraying one’s origin by using a dialect has become accepted for speakers
appearing on television and radio. (Burger 1990, 213-216; Fairclough 1992, 11;
Hemmi 1994, 146.)
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3 Emotional appeals in advertising

Advertising appeals are based on attracting the attention and interest of the
consumers and/or influencing their feelings and thoughts about the advertised
product or service. Such advertising appeals are frequently divided into rational and
emotional appeals. Rational appeals focus on the rational thought process of
consumers by emphasizing functional need for a product or brand and the
measurable benefits of having it. The emphasis of a rational appeal is thus on the
reasons for selecting, owning, or using a particular product or brand, which involves
directing the audience to specific product features, such as quality, value, and
performance. (Leonidou & Leonidou 2009, 524; Panda et al. 2013, 9-10; Mogaji
2018, 25-28.)

Mogaji (2018, 30) defines emotional appeals as “creative decisions incorporated
into the advertisements in anticipation that they will arouse the customers’
emotions.” Incorporating appeals to emotion in advertising is intended to make
consumers feel special and part of the advertised brand by focusing on consumers’
feelings and desires concerning the product. Emotional appeals can involve
considerations of interpersonal relationships, social interactions, and feelings and
can also target the consumer’s psychological, social, or symbolic needs. (id., 28-29,
46; Leonidou & Leonidou 2009, 523—-524.) Accordingly, emotions become part of
the realization of advertising seeking to appeal to emotion. There has been a
paradigm shift to emotional themes investigated in advertising research. In addition,
the study of the role of emotion is becoming central in understanding consumption
experiences. (Laros & Steenkamp 2005, 1437-1438; Leonidou and Leonidou 2009,
523-524; Oliver 2010, 314; Berman 2012, 12.)

A considerable body of research indicates that using appeals to emotion in
advertising can foster capturing and holding the target audience’s interest and
enhance the advertisement’s persuasive power. Appeals to emotion attract
consumers’ attention by arousing strong emotions and interest and create a vivid and
enticing memory of the brand. Evoking an emotional response enhances the chances
of the product entering the long-term memory, thus improving the recall of the
advert. (Krober-Riel 1980, 157—-158; Friestad & Thorson 1986, 114-115; Krdber-
Riel & Esch 1990, 48-49; Krober-Riel 1993, 14; Ambler & Burne 1999, 29-30;
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Toncar 2001, 535; Krober-Riel & Esch 2004, 48-49; Leonidou & Leonidou 2009,
527; Panda et al. 2013, 8; Martin-Santana et al. 2015, 161; Young et al. 2019, 330.)
Using appeals to emotion means the advertised products can be combined with
mental images of pleasurable consumer experiences. The aim is either to present the
products or services as experiences that cannot be offered by the competitors or to
simulate stronger experiences than the competitor product or brand. (Kréber-Riel &
Esch 1990, 26—28; Krober-Riel & Weinberg 2003, 119—121; Schmidt 2012,
292-293))

The stimulating mechanism of emotions focuses on creating a state of heightened
psychological arousal, whereby the individual becomes alert and prepared to take
certain actions. This is achieved by stirring emotions or creating a pleasant
atmosphere that causes the individual to process the advertising message received
more thoroughly than they might have otherwise. The effectiveness of an emotional
appeal will depend on the level of the emotional intensity of the advertising and the
degree of involvement of the target audience. (Krober-Riel & Esch 1990, 48—49;
Krober-Riel 1993, 14; Krober-Riel & Esch 2004, 48-49.)

When emotional appeals are appropriately applied in advertising, they improve
the audience’s attitude to the advertisement and the brand (Percy & Elliott 2009),
help to differentiate brands, enhance consumer loyalty and enhance purchase
intentions (Mogaji 2018, 28-29, 46). Similarly, the research results of Chan (1996,
164) show that emotionally appealing advertising prompted higher liking scores than
informative advertising. Consumers described emotionally appealing advertising as
amusing, interesting, original, and creative. The respondents perceived the
advertised product in a positive light and emotionally appealing advertising was
more readily accepted by the consumers. Furthermore, perceptions of the brand and
company image were strengthened more by emotional appeals in advertising than by
rational appeals.

An additional advantage of emotionally appealing advertising is the speed of its
processing. Percy (2012, 69-70, 75) notes that when a person is exposed to an
advertisement, both conscious cognitive associations in memory and emotional
associations in emotional memory will be activated. The underlying difference is
that when an advertisement elicits emotional associations with the brand, emotional
memories will immediately and unconsciously enter into working memory before
active and conscious processing of the advertising starts.
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3.1 Psychological needs

Advertisers appeal to the consumers’ fundamental needs in different ways. In the
model of Abraham Maslow (1943) the basic human needs are arranged in a
hierarchical fashion (see also Stoyanov 2017, 42). The hierarchy includes five sets
of basic human needs: physiological needs, safety needs, love needs, esteem needs,
and self-actualization needs (see Figure 5 below).

Maslow’s model helps to understand and anticipate buying behavior. The
underlying idea is that there is a need or a desire of the consumer preceding the
purchase. The model helps to develop different kinds of advertising strategies for
different products. Furthermore, it helps to understand that advertising the same
product or service may address different needs levels. For example, a car can be
advertised to meet the basic need of safety. By emphasizing the luxurious elements
of the vehicle instead, the advertising appeals to the need for self-actualization.
(Berman 2012, 12; Pichére & Cadiat 2014, 7-8.)

Self-
actualization

Esteem
Respect for self
Respect from others

Love and belongingness

Belongingness: membership of
families and groups

Love from family and friends

Safety needs
Protection from harm, security of employment

Physiological needs
Physical survival

Figure 5. Maslow’s hierarchy of needs.

The hierarchy of needs is often represented in the form of a pyramid, in which the
largest and most fundamental levels of human needs are at the base. The two basic
needs at the bottom levels—physiological needs and safety needs—are essential for
survival and required to sustain life. These include air, food, need for security and
safety as well as clothing and shelter for protection and the ability to trust the
environment and other people. The basic needs take precedence over other needs
further up the pyramid. (Boeree 2006, 4—7; Stoyanov 2017, 36-37.)
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When the needs of the lower steps of the pyramid have been met, higher-order
needs take priority (Berman 2012, 23). The third and fourth levels of the pyramid
are referred to as the psychological need levels of human beings. The third level—
belongingness and love— involves the feelings of being loved and accepted. The
steps comprise family affection, relationships (including romantic relationships), and
peers’ friendship. (Boeree 2006, 4—7.) Examples include the desire to belong to a
social group and to stay in contact with others, which may be reflected in the
purchase of communication devices enabling that (Pichére & Cadiat 2014, 7-8; 12).

The fourth step of the hierarchy comprises the need to feel respected by others,
show respect to others, and have self-esteem. Self-esteem covers confidence,
achievement, responsibility, mastery, and independence. Luxury products and
designer brands are examples of products satisfying these needs. (Berman 2012, 23;
Stoyanov 2017, 21.) The highest need for self-fulfillment—self-actualization—is at
the top of the pyramid. That need refers to the need of a person to reach his or her
fullest potential by self-fulfillment. Products advertised fulfilling this need would
include concert tickets or self-development courses. (Berman 2012, 23; Pichére &
Cadiat 2014, 7-8; 12.)

3.2 Positive and negative appeals

Emotional appeals incorporated into advertising aim to arouse either positive or
negative emotions among the target audience. Mogaji (2018, 30-31) delineates that
verbal cues of advertisements can include negative appeals and evoke for instance
emotions of fear, guilt, and shame. Positive appeals, on the other hand, can elicit
positive emotions, like love, joy, and excitement. Table 2 summarizes different
positive and negative emotional appeals presented in the research literature and
meta-analyses by Fowles (1982, 278-287), Fill (1995, 289-300) Ang and Low
(2000), Berman (2012, 20-22), Eagle (2015, 98—-105), and Mogaji (2018, 30-33).
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Table 2.

Positive emotional appeals

Positive and negative appeals of advertising.

Adventure (escape, freedom)
Achievement (success, winning)
Anthropomorphism (animals with emotions)
Animation technique

Affiliation

Attention (being looked at)

Autonomy (endorsing self)

Beauty (aesthetics, ornamental)

Challenge (invites to test the product)

Curiosity (interest in the world and
innovations)

Dominance (powerfulness)
Excitement (humor, happiness, and joy)
Exaggeration

Music (jingle as a cue, continuity)

Nurture (taking care of small and defenseless)
Playfulness (fun, lightheartedness)
Physiological needs (sleep, drink, food)
Popularity

Prominence (admiration, respect, prestige)
Protection (guidance)

Relief (relaxation)

Role reversal (character in an unexpected role)
Secure (safety, avoidance of threats)

Sex (sexual enticement)

Shock (positive surprise)

Status (pride, achievement)

Surrealism (associations with images)

Expertise Temptation (irresistibility)
Family Tradition (nostalgia)
Fantasy (associations with images) Youth

Humor (attention and interest)

Incomplete messages (teasers)

Negative emotional appeals

Affiliation (invoking fear of rejection) Guilt

Aggression

Autonomy (loss of independence)
Blackmail (inducing insecurity)
Deprivation (life without the product)
Fear (danger, personal embarrassment)

Honesty (real and unfiltered information)
Sex (overt sexuality)

Shock

Shame (negative/controversial surprise)
Sorrow (grief, suffering, poignancy)

Some emotional appeals can evoke either positive or negative emotional responses,
or indeed both. For instance, melancholia, nostalgia, and longing are able to induce
both negative and positive aspects of the emotion of sadness (Fowles 1982, 284—
285; Eerola & Punkanen 2012, 32). According to Eagle (2015, 100), sexual appeals
are effective at attracting the target audience’s attention and generating high levels
of recall whereas overt sexuality is likely to prompt negative appraisals. Fowles
(1982, 289) and Berman (2012, 17) emphasize that one advertisement can include
more than one appeal and appeal simultaneously to multiple emotions. This allows
multiple interpretations in determining the appeals of advertising. The context in
which the advertisement appears can guide the interpretation of the appeal(s). Fowles
(ibid.) notes that regardless of the multiple different appeals incorporated in the
advertisement, an analysis should discern the loudest one or two appeals since those
have the best chance of attracting the target audience’s attention.
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Several studies report audiences’ preferences for advertising evoking positive
emotions instead of negative emotions (e.g., Moore & Harris 1996; Ang & Low
2000, 850; Leonidou & Leonidou 2009, 543—-544). The study of Moore and Harris
(1996) on emotional advertising indicated that viewers allocated the most capacity
to positive arousing messages. Additionally, the positive messages were
remembered better. Higher levels of positive attitudes and enjoyment were
connected to positive appeals to emotion. Leonidou and Leonidou (2009, 543—544)
reported similar results concerning newspaper advertising. The positive emotions
enhanced the liking of the advertised products. The set of studies of Hamby and
Brinberg (2016, 504) showed that an advertisement featuring a plotline in which a
character experiences a challenge or conflict but ultimately experiences a positive
outcome was more persuasive in terms of evoking a positive response than a story
that ends negatively. The positive endings of narratives also enhanced story-
consistent beliefs.

Despite the target audiences’ preference for advertising with positive appeals,
several campaigns apply negative appeals. Schmidt and Spief (1997, 211-212) and
Berman (2012, 21) exemplify the emotional appeal to fear and guilt in the social
pressure campaigns in commercials. The fear of the unpleasant consequences of not
consuming the advertised products can lead to a purchase to be on the safe side. This
type of advertising has been regarded as an especially powerful technique in
advertising health products for children. Parents in the target audience should be
concerned for the health of their offspring and feel guilty if they are not doing all
they can to secure their children’s health. Advertisements instilling concerns about
health aim to promote sales of the advertised products even to healthy people.

In advertising, negative appeals are frequently combined with unexpectedness.
However, if an unexpected shock appeal evokes aversive reactions that are too
powerful, consumers might not pay attention to the advertisement. (Ang & Low
2000, 850; Eagle 2015, 101.) Negative emotions are classified as aversive affective
states and we try to avoid them in real life. Mediated aversive affective states, on the
other hand, can cause people paradoxical enjoyment. Human beings actively pursue
the enjoyment of negative emotional experiences in contexts of arts, literature, films,
and music. Similarly, in advertising, sad emotions are mediated and evoked. (Eerola
& Punkanen 2012, 32.)

In commercials, emotional narration aims to transport the target audience
emotionally into the story. A commercial might for instance depict a character losing
a loved one to evoke sympathy for or empathy with the character. The more
successfully the fictional emotional world in the advertising connects with the
recipients’ own experiences, the more intense and stronger the transportation is.
When viewers react to the narrated events as if they were involved in the action, the
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immersion of the target audience leads to stronger emotional reactions. (Hamby
2014, 9-10, 33-34; Weber 2016.)

Similarly, the results of Leonidou and Leonidou (2009) showed that appeals to
emotion in advertisement headlines increased the attention paid to newspaper
advertising. Emotionally appealing language in the headlines emphasized elements
that provoke challenge, and curiosity. Additionally, appeals to emotion showed a
slightly stronger tendency to employ headlines of a consultative nature by giving
advice or promising benefits gained by purchasing the product. In the body copy,
emotional appeals built confidence in the company and its products, created dreams
and fantasies about the product, and might apply sexual hints to associate the product
with something beautiful or attractive. Additionally, the benefits of gaining
recognition, respect (i.e., esteem), or status by using the product were emphasized.

3.3 Emotional appeals in language

In advertising, language has an important role in carrying the message (Hakala 2008,
204). Mogaji (2018, 39-40) states that the language of advertisement can evoke a
range of appeals to emotion. They can be positive (e.g., excitement, joy, happiness,
confidence) or negative (e.g., fear, shame) (see also Dashyan 2004, 18—19; Percy &
Elliott 2009).

The benefits of using emotionally appealing language in advertising are reported
by Nielsen et al. (2010, 1147-1148) who demonstrated that high levels of emotional
appeal increased the attention allocation of viewers and reported behavior-based
evidence that emotional wording captured the attention away even from a primary
task of the participants. The shift in attention from a primary task to an advertisement
was further increased when the advertisement featured a highly emotional rather than
a less emotional headline. Even the presence of emotional words in a nonfocal area
resulted in increased attention to the advertisements and increased brand awareness.
The emotional language could override the attention allocation even in the situations
in which the participants were motivated to focus on another task. Thus, emotional
words could direct attention to the advertisement despite the consumers’ focus on
another task. Therefore, Nielsen et al. (ibid.) highlight the relevance of analyzing
emotional language in future research.

3.4 Creative tactics of language

Creativity has been referred to as something novel, divergent from the norm but still
meaningful, unique, original, value-added, and acceptable in generating positive
feelings. Creative tactics enable marketers to cut through the clutter and noise of
consumers’ everyday lives. Creativity is one of the most effective tools for marketers
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seeking the attention of consumers, communicating the advertising message to them,
and engaging the target audience in the processing of the messages. (Ang & Low
2000, 836-837; Eagle 2015, 254.)

The language of advertising should be optimized to attract viewers’ attention and
deliver the advertising message correctly in the way that the recipients learn from it
(Percy & Elliott 2009, 285, 287; Eagle 2015, 109, 254). That optimization can
involve the language of advertising embracing creativity, as exemplified when it
challenges convention or received wisdom and demands the target audience think
differently from the norm. Recipients try to resolve unexpected situations by
engaging in greater cognitive elaboration to decode the unexpected information.
Therefore, consumers engage in greater cognitive elaboration in advertisements with
unexpected information than they would when reacting to advertisements with
expected information. Consequently, advertisers devise creative advertising
messages to encourage consumers’ involvement in processing the messages. (Ang
& Low 2000, 838; Eagle 2015, 254.)

The use of successful creative tactics also optimizes the likelihood of eliciting
the targeted emotion. Creative techniques evoke emotional reactions in people
because human beings tend to react emotionally to an unexpected stimulus. (Mogaji
2018, 43.) According to Percy and Elliott (2009, 287), good advertising quickly
communicates a good positive brand attitude leaving at least a positive feeling
toward the brand. The following subchapters will present linguistic creative
techniques of advertising at different levels of language.

341 Lexical level

At the lexical level, creativity can be applied efficiently by using patterns of words
that are unusual and memorable. The use of unexpected words or letters in headlines
can attract the recipients’ attention and facilitate the processing of advertising
messages. (Percy & Elliott 2009, 287, 292; Eagle 2015, 253.) Percy and Elliott (id.,
292) also point out that although using words in unexpected ways attracts attention,
familiar words used familiarly help learn the message. Therefore, unexpected words
are especially useful in headlines but can actually prohibit the actual learning process
of the advertising message if used in places where learning related to the message
ought to take place.

Lexical novelties such as neologisms capture attention and increase the impact
of the message (Lakoff 1982; cited in Schmidt & Kess 1986, 30-31%). Neologisms

Original source: Lakoff, Robin (1982) Persuasive Discourse and Ordinary
Conversation, with Examples from Advertising. In: Analyzing Discourse Text and Talk,
eds. Deborah Tannen, 25-42. Georgetown University Press, Washington DC.
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refer to any new word introduced into a language, by whatever process (Matthews
2014). The recipient is forced to interpret the message and engage in meaning-
making. The active role of the recipient, in turn, enhances learning, retention, and
persuasion. (Lakoff 1982; cited in Schmidt & Kess 1986, 30-31°.)

According to Percy and Elliott (2009, 287, 292) and also Eagle (2015, 253),
concrete, high-imagery words evoke visual images quickly and easily since they are
easy to imagine and facilitate communication and learning. Similarly, Leondiou and
Leonidou (2009, 539) found words of literal language dominating the emotionally
appealing parts in the body copy of the advertisements.

3.4.2 Semantic level

At the semantic level, similes appeal effectively to our imagination by subtly
endowing the brand with distinctive attributes. Metaphors challenge the target
audience to think in a different way. (Eagle 2015, 253.)

Puns within an advertising message are used to play with the meanings (Schmidt
& Kess 1986, 19; Percy & Elliott 2009, 293-294; Eagle 2015, 253). A pun is defined
as a humorous use of a word or phrase in a way that suggests two interpretations
(Toncar 2001, 535). Percy and Elliott (2009, 293-294) hold that decoding puns
requires cognitive effort that engages recipients. A successful pun in advertising
conveys an obvious meaning reinforcing the product benefits. In addition,
unexpected semantic anomalies are persuasive creative tactics in that they convey
abnormal meanings deviating from what is standard, normal, or expected (Lakoff
1982; cited in Schmidt & Kess 1986, 19, 30-31%).

3.4.3 Syntactic level

At the syntactic level, creativity is based on saying something unusual, odd, and out
of place (Ang & Low 2000, 849-850). Ang and Low (ibid.) showed that using
unexpected language was effective under certain conditions. When accompanied by
positive feelings, it generated favorable attitudes and evaluations among the target
audience, whereas unexpectedness in advertisements stirring negative feelings
diluted such evaluations.

Original source: Lakoff, Robin (1982) Persuasive Discourse and Ordinary
Conversation, with Examples from Advertising. In: Analyzing Discourse Text and Talk,
eds. Deborah Tannen, 25-42. Georgetown University Press, Washington DC.

Lakoff, Robin (1982) Persuasive Discourse and Ordinary Conversation, with Examples
from Advertising. In: Analyzing Discourse Text and Talk, eds. Deborah Tannen, 25—
42. Georgetown University Press, Washington DC.
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The results of Leonidou and Leonidou (2009, 534-536) show that headlines used
to foster emotional persuasion are characterized by incongruity. The headlines
challenge the target audience by asking questions, criticizing, and inciting
comparisons. The emotional headlines draw attention to images used in the
advertisements, especially to illustrations(s) characterized by strong emotional
content. In their study, emotional headlines dominate advertisements addressing a
specific group of people, predominantly those more likely to buy the product, in
testimonial headlines and quotations in the form of endorsement. Furthermore,
appeals to emotion have a slightly greater tendency to employ headlines of a
consultative nature promising possible benefits of the product.

Structural simplicity supports processing meanings. The study of Lowrey (1992,
272) demonstrated that simple syntax in advertisements produced greater levels of
recall. In addition, Lowrey (1992, 270) notes that left-branching sentence
structures—those in which dependent elements are presented before the most
important subject elements (Matthews 2014)—reduce the comprehensibility of text
by overloading the working memory. According to Percy and Elliott (2009, 285,
287), advertising language should avoid negatives and passive structures so as to
reduce the effort required to process the language. An active sentence structure and
positive sentences are understood and recalled better than passive or negative
sentences. In contrast, Eagle (2015, 253) classifies a negative sentence structure as a
creative tactic. According to Schmidt and Kess (1986, 30-31°), innovative use of
language might omit subjects and auxiliary verbs and use the definite article in
contexts in which it is not regularly used. An auxiliary is a verb principally used in
combination with one or more other verbs, including the main verb (Aarts 2014).

3.4.4 Orthographical and phonological level

At the orthographical level, which is not researched in this study, Eagle (2015, 254),
Mogaji (2018, 43), and also Percy and Elliott (2009) see the use of unusual letters as
a beneficial tactic in gaining and holding the attention of consumers. Orthography
refers to the study of how words are spelled (Chalker & Weiner 2003). The spelling
of the words can be deliberately altered: Letters can be replaced by symbols or by
infrequently encountered letters for auditory likeness. The technique relies on the
ability of the readers to seek continuity and symmetry by filling in the missing pieces
of the message or by drawing meaning from past experience. Percy and Elliott (2009,
288) add the capitalization of words as an additional orthographic strategy.

3 Lakoff, Robin (1982) Persuasive Discourse and Ordinary Conversation, with Examples

from Advertising. In: Analyzing Discourse Text and Talk, eds. Deborah Tannen, 25—
42. Georgetown University Press, Washington DC.
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In spoken language—the focus of this study—unexpected emphasis or stress on
certain words in headlines attract the recipients’ attention and facilitate processing
(Percy & Elliott 2009, 287, 292; Eagle 2015, 253). Phonological structures of
phrases enabling rthythm and rhyme encourage retention and recall (Percy & Elliott
2009, 285, 287; Eagle 2015, 253-254). Leonidou and Leonidou (2009) found a
connection between the linguistic device of alliteration and emotional appeals.
Alliteration refers to the repetition of the same sounds (usually initial consonants of
words or of stressed syllables) in any sequence of neighboring words (Baldick 2015).

3.4.5 Pragmatic level

Previous studies reveal a connection between conversational style and creative
tactics in the emotionally persuasive use of language. Leonidou and Leonidou (2009,
538) report that conversational styles (i.e., using a vivid dialogue between two or
more people) as well as a testimonial (i.e., featuring a highly credible and likable
source endorsing the product) predominated in the body copy slightly more
frequently in emotional appeals than in rational appeals. Similarly, the effectiveness
of a conversational style has been acknowledged (Lakoff 1982; cited in Schmidt &
Kess 1986, 31°).

The research results of Petty et al. (1981, 428-439) show that rhetorical
questions enhanced the persuasion process and amount of message-relevant thought
under low-involvement conditions when subjects were not motivated to process the
message extensively. Rhetorical questions are interrogative in form only and are not
used to ask genuine questions (Chalker & Weiner 2003). Their use can make an
audience more susceptible to the manipulation of the arguments than if they are
omitted (see also Lakoff 1982; cited in Schmidt & Kess 1986, 18-197).

Percy and Elliott (2009, 295) emphasize the meaning of adding questions and
strong declarative sentences in advertising suggesting a personal, face-to-face
interaction with the target audience. A declarative sentence is typically used to make
a statement (Chalker & Weiner 2003). The aim is to engage the viewers in an almost
personal conversation. Face-to-face interaction can be imitated through a direct
appeal to the audience. A personal address in an advertising message involves the
recipient in a “personal” communication process with the advertiser, attracts
attention to the message, and facilitates processing that message. Hamby and

Original source: Lakoff, Robin (1982) Persuasive Discourse and Ordinary
Conversation, with Examples from Advertising. In: Analyzing Discourse Text and Talk,
eds. Deborah Tannen, 25-42. Georgetown University Press, Washington DC.
Original source: Lakoff, Robin (1982) Persuasive Discourse and Ordinary
Conversation, with Examples from Advertising. In: Analyzing Discourse Text and Talk,
eds. Deborah Tannen, 25-42. Georgetown University Press, Washington DC.
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Brinberg (2016, 504) highlight how elements that encourage the recipients to
consider the meaning of the message, for example, explicitly prompting a question
or embedding it at the end, enhance the message’s persuasive influence (see also
Sabban 2012, 99). The creative linguistic tactics are presented in Table 3 below.

Table 3. Creative tactics of language.
Linguistic tactics Level Source
Concrete, highly imaginary words Lexical level Schmidt & Kess (1986)

Familiar words
Neologism
Unexpected words

Anomalies
Metaphors
Puns
Simile
Humor

Absence of subjects
Absence of verbal auxiliaries
Active sentences
Addressing a specific group
Criticizing

Comparing

Negative sentences

Unconventional use of the definite
article

Positive sentences
Short headlines
Structural simplicity
Incongruity
Unexpectedness

Capitalization

Replacement of a letter by a symbol
Unexpected letters

Unusual spelling

Alliteration

Unexpected emphasis or stress of
words

Rhythm and rhyme, poetic structure

Semantic level

Syntactic level

Orthographic level

Phonological level

Ang & Low (2000)

Percy & Elliott (2009)
Leonidou & Leonidou (2009)
Eagle (2015)

Schmidt & Kess (1986)

Ang & Low (2000)

Toncar (2001)

Percy & Elliott (2009)
Leonidou & Leonidou (2009)
Eagle (2015)

Schmidt & Kess (1986)
Percy & Elliott (2009)
Eagle (2015)

Percy & Elliott (2009)
Eagle (2015)
Mogaiji (2018)

Leonidou & Leonidou (2009)
Percy & Elliott (2009)
Eagle (2015)

Table 3 sums up the linguistic tactics at lexical, semantic, syntactic, orthographic
and phonological levels which have been identified to add creativity to advertising.
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3.5 Humor

Humor is an audience pleaser and has long been considered an important
communicative strategy in the rhetorical tradition (Sloane 2006). Smiling and
laughing are regarded as the most frequent responses to humor. Smiling and laughing
are innate and considered universal expressive patterns. Humor is also universally
present in all cultures. (Guidi 2017, 18.) There is much evidence of the benefits of
humor in marketing communications (Weinberger & Gulas 2019, 913-914). Humor
is a way to capture and hold the audience’s interest and to entertain viewers. The
preference for humor in advertising is influenced, at least in part, by the fact that
television audiences increasingly need to be entertained by advertisements. (Toncar
2001, 523.) Applying humor to advertising messages is in most cases regarded as a
low-risk option. However, in the case of high-involvement advertising, humor can
raise doubts among consumers about the performance of the products. (Toncar 2001,
534-535; Eagle 2015, 98.)

Toncar’s (2001, 535) study reports that using humor in advertising has positive
effects by generating high levels of liking the advertisement, increased advertising
recall, and inducing more positive judgments of the advertised product or service
among consumers. If consumers like the advertisement they are more likely to pay
attention to it, understand it, and respond to the message. The second benefit is
connected to emotional transfer where positive emotional reactions elicited by the
advertisement cause a more positive reaction to the advertisement and lead to a more
positive overall evaluation of the advertised products or services.

In a film, comedy as a genre is divided by Stern (1996, 4142, 51-52) into a
four-cell taxonomy. In the first continuum, verbal comedy is opposed to physical
comedy depending on whether words or deeds predominate. Physical comedy is
comedy of action whereas in verbal comedy, language dominates. The second
dimension has romantic comedy at one end and satirical comedy at the other. The
division is based on two types of audience responses. The distinction between the
types of laughter is between “laugh with” versus “laugh at” comedy. In romantic
comedy, the laughter of the audience is about laughing with the characters when the
characters’ pleasure is predominant. In satire, laughter is directed at the characters
when their discomfiture is predominant. Satire seeks to persuade by engendering
audience disengagement with ridiculous characters. Satire magnifies the faults and
foibles of a person who is at odds with societal norms and emphasizes the downfall
of folly. The verbal and visual forms of humor are presented in the following
subchapters.
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3.5.1 Verbal comedy

Verbal comedy emphasizes speaking and is generated with the means of language.
In verbal comedy, the contrived wit is the source of amusement. (Larkin-Galifianes
2017, 12.) Verbal comedy often relies heavily on figures of speech and the same
device is widely used in advertising. A figure of speech refers to any form of
expression in which the normal use of language is manipulated, stretched, or altered
for rhetorical effect (Matthews 2014). If the figure of speech used is moderately
clear, recipients can comprehend the comedy with relative ease and experience
pleasure in processing the advertisement, which in turn enhances the persuasiveness
of these advertisements. The enjoyability of cognitive processing and
comprehension is based on the tendency of human beings to feel satisfaction when
they feel clever. It fulfills a form of self-satisfaction on the part of those clever
enough to comprehend a joke. (Stern 1996, 47; Burgers et al. 2015, 515-516.) The
technique has been proven to enhance the communication of the message which can
positively influence the persuasiveness of advertisements (Burgers et al. 2015, 515—
516).

Comic verbiage is regarded as a source of comedic effects to produce laughter;
forms of comic verbiage identified in the previous literature include puns, irony,
double entendre, homonyms, synonyms, unconventional use of language, infeasible
meanings, exaggeration in general, ambiguity, the surprise of unexpected turns, the
incongruity of deceiving expectations, brevity, drawing strange resemblances or
dissimilarities, comparisons and metaphors (Stern 1996, 47; Larkin-Galifianes 2017,
12). A double entendre denotes a pun in which a word or phrase has a second, usually
sexual, meaning. A homonym is a word that is identical in form with another word,
either in sound or in spelling, or both, but differs from it in meaning. (Baldick 2015.)

In advertising, Toncar (2001, 528-530) identifies six forms of verbal comedy:
puns, understatement, joking, ludicrousness, satire, and irony. Understatement is a
means of representing something as less than the reality. Joking refers to a way of
speaking or acting without seriousness. The ludicrous is something laughable or
ridiculous. Satire includes sarcasm to expose vice or folly. Irony in rhetoric is a figure
of speech in which one thing is said but the opposite is meant. (Matthews 2014;
Chandler & Munday 2020.) In semiotics, irony deals with a code that is open to both
a literal and an ironic interpretation (Chandler & Munday 2020).

3.511 Puns

A pun is a part of a humorous text, possibly an implied part, that is compatible with
two meanings. In puns, phonetic similarity guides the hearer in backtracking the
whole expression and realizing the overlapping of opposed scripts. In the
terminology of rhetoric, punning is regarded as a figure of speech and known as

61



Katariina Pajuranta

paronomasia (a play on words). Puns can rely on (lexicographic) homonymy, where
formally coincidental words are etymologically distinct. In homonymic puns, the
pun and the target are identical in sound. (Matthews 2014; Baldick 2015; Guidi 2017,
18.)

In the signification of the homonymic puns, the same sign is used once. The
signification is regarded as the prototypical, “pure” type of pun. Only one sign is
present in the humorous text, but it evokes the second identical sign and both of the
meanings. Therefore, one sign is used to denote two different meanings.
(Hempelmann & Miller 2017, 96.)

3.5.1.2 Irony

Irony is a means to create humor through contrasting. In the case of verbal irony, a
speaker expresses that an expected, desired or preferred situation occurred, when it
did not occur. Conversely, the speaker can state that the reality did not occur, when
in fact, it did. Verbal irony bears the characteristic of a linguistic creation by a
speaker or writer, that somehow expresses some proposition, stance, attitude,
description, etc., concerning objective reality, that is somehow contrary to that
reality. (Colston 2017, 243-244.)

In rhetoric, contradiction is conceptualized through the term an oxymoron, which
is a device deliberately coupling semantically contradictory elements that are strictly
contradictory: One thing is said but the opposite is meant, usually for a humorous
effect forcing a figurative interpretation. The expression of an intended meaning
appears to express the opposite. (Matthews 2014; Colman 2015; Chandler &
Munday 2020.) In semiotics, irony belongs to a phenomenon of double sign which
requires double coding. Double coding refers to the openness of any sign or text to
two different interpretations depending on the frame of reference used to interpret it.
In irony, double coding is open to both a literal and an ironic interpretation.
(Chandler & Munday 2020.)

3.5.2 Physical comedy

In physical comedy, the emphasis is on action when a situation or personal
characteristics cause accidental or incidental laughter. Physical comedy is based on
jokes, gags, and pratfalls. Television advertising suits physical comedy because
television is a medium with the capacity to show movement. (Stern 1996, 41-42.)
Slapstick is a form of physical comedy generally involving broad humor,
horseplay, absurd situations, or violent actions. Familiar examples are pies in the
face, landing on one’s backside, walking into walls, slipping on banana peels, goofy
faces, rowdy behavior, and general physical clowning. (Marshall 2014, 700-701.)

62



Emotional appeals in advertising

The comedy in slapstick lies in the basic tension between control and its loss. The
physical eruptions of extreme body comedy are predicated on the delicate balance
between resistance and inevitable surrender. Slapstick provides humor when the
situation before is contrasted with the situation afterward. For example, throwing a
pie in someone’s face is funny since the recipient is clean in the scene before the pie
hits. (Grant 2007, 87-88.)

3.6 Emotional appeals of images

When an advertiser wants to appeal to consumers at an emotional level, images are
particularly suitable for evoking emotional reactions (Janich 2005, 60-61, 191;
Mogaji 2018, 36; Seo 2020, 178-179). According to Mogaji (2018, 36), emotionally
appealing images can be regarded as the primary channel of emotional
communication. According to Janich (2005, 60-61, 191), advertising images are
mainly used to appeal to the emotions, wishes, and needs of the consumers.
Illustrations with an emotional content receive more attention, as measured by
viewers’ eye fixations (Krober-Riel 1980, 157-158). Dooley (2012, 75-76)
emphasizes the benefits of excellent, well-styled images emphasizing the products’
sensual aspects, which at the best evoke a strong sensory reaction in the viewer.
High-imagery advertising has the power to incorporate vivid imagery and leave a
lasting impression. According to Dooley (2012, 75-76), high-imagery
advertisements achieved higher recall rates and created an impression of
experiencing the product in consumers’ memories (see also Chowdhury et al. 2008,
8-9; Mogaji 2018, 36-37; Seo 2020, 178). Childers and Houston (1984, 652)
indicate that messages containing visual images produce better recall than messages
with verbal elements alone when people were focused on the sensory features of the
stimuli and did not process the message deeply. Furthermore, advertisements with a
high imagery content increase positive feelings about the advertised product.
Visual advertising stimuli have been found to be generally superior to verbal
messages since they evoke emotional responses more directly than language.
Processing linguistic stimuli requires greater cognitive elaboration. (Messaris 2012,
103.) Due to the right hemisphere of the brain being responsible for processing
images, images trigger emotional experiences automatically and without conscious
awareness or cognitive processing. Emotive images help to capture and hold the
attention to the advertisement. (Kréber-Riel & Weinberg 2003, 119—125; Krdber-
Riel & Esch 2004, 13, 169-170; Seo 2020, 178-179.) Visual images of an
advertisement with emotional content can be depicted as either an emotional
experience or merely an emotional atmosphere (Krober-Riel & Esch 2004, 226—
227). The stimulated positive affective experiences can lead to increased persuasion
outcomes, such as increased positive attitudes toward or behavioral intentions on the
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advocacies (Seo 2020, 178). Krober-Riel and Weinberg (1992, 147) argue that the
particularly effective emotional experiences that stimulate consumption are prestige,
sociability, security, naturalness, success, superiority, and youthfulness (see also
Vesalainen 2001, 161).

The findings of Vesalainen (2001, 160-161) illustrate that visual images of
people are powerful in creating a fictive reality. The study examines the portrayal of
people in social settings in advertising images addressing the need for socializing.
Similarly, Hakala (2006, 14; 2008, 3) states that images of people can provide a
social context for the advertised product and evoke emotional and attitudinal
responses within the spectators regarding the product. Indeed, the depicted social
experience is tailored to fit the attitudes and values of the target audience. At its best,
the expression of the social reality encompassing the lifestyle and values of the target
group attaches the desired identity to the product. Images of social reality are
effective in advertising, as people easily interpret images as representations of reality
and real life. The images evoke reliability, are convincing, and may seem objective.
(Janich 2005, 191; Dooley 2012, 85—87; Schmidt 2012, 292—293.)

Krober-Riel (1993) and Krober-Riel and Esch (2004) studied advertising images
that are especially effective in emotional persuasion. Images with schema
representations of universal, biological, culture-specific, and learned schemas are
associated with increased attention and strong emotional effects. The schemas are
cognitive frameworks of memory in which human beings organize and save
information. The cognitive frameworks speed the processing and interpretation of
information. (Krober-Riel & Esch 2004, 227-232; Krober-Riel 1993, 176-177.)
Universal schemas are those found in every culture and include various illustrations
of heroes. Hero schemas have existed throughout history and in all cultures, but they
can take different visual forms in different cultures. (Krober-Riel 1993; Krober-Riel
& Esch 2004, 231-232.)

Images eliciting biologically preprogrammed reactions are particularly effective
since they provoke arousal and stimulate involuntary attention (Krdber-Riel & Esch
2004, 174-175; Percy & Elliott 2009, 48—49). According to Krober-Riel and Esch
(ibid.), Mogaji (2018, 36), Fowles (1982, 274-275) and also Messaris (1997, 34, 40—
41), images of humans (especially of children), nature, and images of erotic content
universally evoke emotional reactions due to innate biologically preprogrammed
responses. In the illustrations of children, the childish proportions of a
proportionately large head, a high forehead, a round face, large round eyes, a small
nose, and chubby cheeks function as emotional triggers. (Messaris 1997, 40—41;
Krober-Riel & Esch 2004, 227-232.) Furthermore, biological schemas are argued to
evoke primary emotions in humans, universally across cultures. Therefore, images
reflecting a biological schema may be especially applicable in international
advertising campaigns. (Krober-Riel & Esch 1990, 167—-168; Krober-Riel 1993, 14;
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Miiller 1997, 60—61; Krober-Riel & Esch 2004, 48—49; Mellmann 2012, 110-111;
Percy & Rosenbaum-Elliott 2012, 47.)

Culturally specific schema representations are impressions attached to a certain
culture or region. They can be vast or very local. (Kréber-Riel & Esch 1990,
167-168; Miiller 1997, 60—61.) Messaris (1997, 50—51) argues that the landscape
imagery of advertising is emotionally appealing and that the preferences for the
natural environment can be powerfully shaped by culture. For example, in this study,
an advertisement applied a culture-specific schema of Swiss mountains and
associated the image to a particular region and culture. The imagery of a pleasing
natural landscape linked the advertised product with Switzerland and aimed to evoke
emotional reactions associated with the country (see Subchapter 9.1.1.1.1).

The term learned schema refers to a schema shared by a group of people with
similar interests. Learned schemas can be group-specific connecting people with
shared interests and with the same kinds of experiences. For example, images
representing schemas of golf appeal to the recipients with an affection for golf.
Advertising with learned schemas confers several benefits. Very well-focused
advertising for a target group can be perceived faster and easier by the recipients.
(Braun 2012.) The empirical study of Leonidou and Leonidou (2009, 540—541)
demonstrated that learned schema facilitate the expression of appeals to emotion.
The emotionally appealing imagery featuring people representing a specific lifestyle
group could transfer feelings effectively to the target audience. The following
illustration styles dominated the emotional appeals: slice-of-life (i.e., showing
people using a product under normal conditions), luxurious lifestyles (i.e., showing
rich people using a product), and happy families (i.e., showing members of a family
enjoying using a product).

However, Mogaji (2018, 37, 45) reminds us that emotional advertising is prone
to differences of interpretation across cultures. He suggests that an emotional appeal
in advertising in one country may not necessarily work in another country. Using
images depicting cultural or learned schemas requires broader awareness and
understanding of the target group in question. In order for the message to resonate
with the target audience, it must be consistent with commonly shared learning or the
cultural values of the target audience. (Percy & Elliott 2009, 49; Percy &
Rosenbaum-Elliott 2012, 47.)

According to Mellmann (2012, 110—111, 119), the most effective emotional
representations are evoked by the images that present the schema-relevant member
the most accurately and display the typical qualities of the class member to the
greatest degree possible. Similarly, Messaris (1997, 43-44) discusses that by
depicting people with characteristics the target audience may want to emulate,
advertising can draw upon the tendencies of identification and strengthen the
emotional involvement with the advertisement.
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3.7 Emotional narration

Ideally, the images displayed in commercials are part of a comprehensive advertising
story demonstrating how the advertised products bring enjoyment. This works best
when authentic and coherent texts of a plot are combined with emotionally appealing
images. In addition, the advertising text can explain further benefits. (Sabban 2012,
99.)

Leong et al. (1994) describe the narrative structure of an advertisement as a plot
where human characters or protagonists are introduced. Through storytelling, the
actors are presented in a spatial-situational setting and act in an advertising story.
Compelling stories can be a combination of music, language, carefully selected
images, all of them displayed in a limited time frame in commercials. Images and
sound are particularly influential in creating the desired mood. Compelling stories
can capture hearts, evoke memories and emotions as well as strive to moderate the
intensity of emotions. (Schmidt & Spief 1994, 74-75; Weber 2016, 417-419.)

Furthermore, integrating the brand into an inspiring and engaging story increases
memorability. Advertisers have understood the value of narratives as a persuasive
tool: The more compelling, clever, insightful, or entertaining the stories are, the
better is the chance of engaging the viewer and delivering a memorable brand
message. (Ritscher 1970, 553; Krober-Riel & Esch 1990, 68—69; Krober-Riel 1993,
37-39; Meftert 2000, 750; Krober-Riel & Weinberg 2003, 279, 113—119; Schneider
& Stockl 2011, 29-33.)

A narrative’s persuasive power is based on the depiction of events and
consequences rather than arguments (Leong et al. 1994; Hamby 2014, 1). Narratives
in advertising engage the audience through identification with characters and reduce
purchasing resistance in part because they are perceived to be less overtly persuasive.
Product advertisements often use a narrative format to depict characters who
experience the benefits of using a product or the potential consequences of failing to
do so. The persuasive power of narrative advertising is enhanced through credibility
depending on whether the actions and events in the commercial seem plausible and
authentic. (Hamby & Brinberg 2016, 498-499.)

The research results of Escalas and Stern (2003, 576) show that classical drama
advertisements with well-developed characters and a linear plot are effective in
generating both sympathy and empathy responses. Furthermore, they found that
these responses lead to positive advertising attitudes. Young et al. (2019, 330-331)
recognize that the storytelling nature of emotional advertising supports the
connection made between emotions and brand memories. Storytelling in advertising
has been demonstrated to make the consumers less likely to evaluate the presented
arguments critically. Similarly, Percy and Elliott (2009, 30) add that being very
engaged with a story leads to persuasion through reducing negative cognitive
response and enhancing positive emotional response.
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Further advantages of storytelling are that consumers imagine future
consumption experiences that enhance emotional involvement with the brand and
positively affect consumers’ attitudes toward the advertisement and brand (Escalas
2004). The emotional attachment to the brand will be strengthened and these
memories guide future behaviors and enhance the willingness to pay (Young et al.
2019, 330-331). According to Mattila (2000, 36), narrative advertising is used to
describe emotional experiences involving the consumption of services or the use of
products. Narratives are useful for presenting benefits about abstract and intangible
products.

Consumer research literature has largely focused on the relationship between
emotional transportation and persuasion-related influences. According to Escalas
(2004, 37, 46) and Green and Brock (2000, 702), stories persuade via the process of
transportation, which is defined as immersion into a text or story, that is, the extent
to which individuals become “lost” in a story and experience the mechanism of
transportation (see also Escalas & Stern 2003, 569; Hamby 2014, 9-10, 33-34;
Weber 2016). Transportation is characterized by emotional engagement, focused
attention on the narrative world, and mental imagery. While immersed in a narrative,
the individual may temporarily be distanced from current and previous knowledge
or other experiences. When people are absorbed (transported) into a story, their
beliefs, attitudes, and intentions change to reflect that story. This process is posited
to reduce the likelihood that the target audience will produce counterarguments to
the message. The narratives do not even need to be long or complex to be able to
influence the consumers. (Hamby & Brinberg 2016, 498-499.)

Mattila (2000) found that high levels of transportation into a story occurred when
the story was easy to understand and the information provided was coherent. The
results show that participants with a limited familiarity with the products of the
category had more favorable attitudes to the advertisement and more positive
emotional reactions to the advertisesment when the information was presented in a
narrative. Additionally, the likelihood of future purchases was higher.

Hamby (2014, 7) and Weber (2016, 414—415) postulate that the effectiveness of
narratives lies in the distinct way of processing them, on the basis that processing
information in narrative form is natural to humans. Indeed, the works of cognitive
psychology suggest that people map the exterior world into an internal mental
representation and generate expectations and explanations from the information.
People also construct their life events and their autobiographical self through
personal narratives. (Harter & Bukowski 2012, 36.)
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3.8 Advertising planning grids

Analytical frameworks have been designed to help plan persuasive advertising and
emotional persuasion and to describe the advertising process. The AIDA formula for
successful marketing describes the steps a customer goes through in the process of
purchasing a product. The sequences of attention (cognitive stage), interest and
desire (affective stage), and action (behavioral stage) combine two basic functions
of informing and persuading in advertising. Informing is reflected especially in the
sequence of attention and persuasion in the sequence of interest and desire. First, the
advertiser aims to get the audience’s attention, then keep their interest to awaken the
desire in them, and finally to motivate them to act. Desire is awakened either by the
product itself or by specifically addressing the emotions of the customer. (Fill 1995,
230-231; Fennis & Stroebe 2016, 7, 28-29, 33; Lee 2019.)

The FCB Grid (Ratchford & Vaughn 1989) and the Rossiter-Percy Grid (Rossiter
et al. 1991b) are models used to interpret consumer buying behavior and to adopt a
suitable advertising strategy in advertising planning. Both the FCB Grid and the main
part of the Rossiter-Percy Grid, are models of attitude: representing how consumers
evaluate products and brands. The FCB Grid of Ratchford and Vaughn (id., 294) is
a model for interpreting the consumer’s buying behavior and for adopting a suitable
advertising strategy in advertising planning. The grid postulates that the hierarchy of
different types of purchase decisions varies depending on whether the decision is a
high or low in involvement or a thinking or feeling decision. Involvement is regarded
as the interest level or the motivational intensity. Thinking and feeling refer to modes
of information processing. Thinking forms of purchase require cognitive information
processing. Feeling purchase decisions require holistic, symbolic information
processing and stress culminating in a feeling of satisfaction. With these
combinations, the grid forms four quadrants of the significant factors: high
involvement, low involvement, thinking, and feeling. With the help of these factors,
the advertising planning grid helps to estimate whether or not a purchase requires a
high- or low-involvement emotional decision or a high- or low-involvement
intellectual decision.

The Rossiter-Percy Grid devised by Rossiter et al. (1991b), forms a six-cell grid
including advertising planning options of the brand awareness, level of involvement,
and level of purchase motivation (see Figure 6). Examples of typical target audience
members are depicted at the center of the grid. The Rossiter-Percy grid can be used
to develop a communication strategy for a brand’s marketing communications. The
tactics for delivering an effective advertising message differ for each quadrant.
(Rossiter & Percy 2017, 78-79.)
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brand switchers
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Figure 6. The Rossiter-Percy Grid (adapted from Rossiter et al. 1991b, 13).

Brand awareness is the first communication objective. Brand awareness is
distinguished in terms of brand recognition, where the brand is chosen at the point
of purchase, and brand recall, where the brand, in order to be chosen, must be
remembered before the point of purchase. (Rossiter et al. 1991b, 12—13.) The brand
attitude refers to everything that a consumer knows or learns about the brand
(Rossiter & Percy 2017, 78-79). In the brand attitude, the consumers’ attitudes
toward products and brands are divided into dimensions of involvement (high-
involvement versus low-involvement) and type of motivation (informational versus
transformational). The aspect of emotions is embedded in the transformational
purchase motives which aim to transform the brand user’s sensory, mental, or social
state. (Rossiter et al. 1991b, 12.)

The first division is made between the levels of involvement of the consumers:
the high-involvement and low-involvement purchase decisions. The involvement
dimension of attitude is defined purely in terms of perceived risk. With high-
involvement decisions, there is a perceived risk in the purchase, either psychological
or fiscal. The high-involvement brand-choice decision is risky and advertising
information is processed at a more detailed level. In such a case, deciding whether
the goods or services should be bought or not demands considerable thought. A
consumer trying the product or service for the first time, makes a high-involvement
decision almost regardless of the risks associated with the product or service
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category. Examples of high-involvement product categories include cars, high-value
electrical items, and holidays. (Rossiter & Percy 2017, 77.)

When there is little risk present, the decision is described as a low-involvement
one. Then consumers regard the risk involved in the choice as sufficiently low to try
the brand. (Rossiter et al. 1991b, 15.) Individuals spend little time thinking before
purchase. The buying process can be routinized and therefore a repeat buying habit
is reflected in the low-involvement category. Low-involvement generally relates to
everyday consumer goods like sweets, soft drinks, painkillers, and detergents.
(Rossiter & Percy 2017, 77.)

The second division, the motivational dimension of attitude, is made between
informational and transformational strategies. In the strategies associated with
information, the focus is on the benefits associated with the brand. The advertiser
provides information to help address a perceived or potential problem. This is
reflected in advertising by showing how to solve or avoid a problem. (Rossiter et al.
1991b, 16; Percy & Elliott 2009, 91; Rossiter & Percy 2017, 72, 77.) Informational
motives negatively reinforce purchase motivations. The notion is described as
negative because it negates a problem by buying the brand to resolve a problem.
(Rossiter et al. 1991b, 16; Percy & Elliott 2009, 91; Rossiter & Percy 2017, 72, 77.)

Strategies of transformational advertising are associated with emotions.
Transformational advertising addresses situations in which the primary motive for
brand purchase is positively oriented and the advertising emphasizes the reward
provided by the product. The emotional portrayal of the benefits is used to arouse
the desired emotional response in consumers. The advertising promises more
positive reinforcement from buying and using the advertised brand—be it of a
sensory, intellectual, or social nature—than can be obtained from other brands, and
to influence purchasing decisions. (Percy & Elliott 2009, 91; Rossiter & Percy 2017,
72, 77.) The advertiser aims to create a mood and transform the consumer’s
emotions. The key factor for successful transformational advertising is the
authenticity of the emotional portrayal. (Rossiter et al. 1991b, 15.)
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Emotions have become established as a legitimate area of scientific inquiry in
marketing and efforts have been made to investigate their role (Huang 2001).
Understanding the different emotions is important since emotionally appealing
advertising aims to evoke emotions among the target audience (see Chapter 3). To
understand emotional reactions and establish a valid difference between emotions
and feelings, the next review section discusses the concepts as used in psychology.
Furthermore, the underlying mechanisms of emotions and their meanings for human
beings will be reviewed.

There are two conceptual differences to approaches to the study of emotions; an
explanatory model of a philosophical nature and a more empirical one. The
theoretical foundation of the philosophical approach lies in the works of William
James (1884) and Carl Lange (1887) whose theories describe how information flows
in the brain and gradually generates subjective feelings. The theories emphasize that
physiological and behavioral responses precede subjective experience of emotions.
Both theories adopt a premise that stimulus arousals cause a range of physiological
changes in the autonomic nervous system response patterns. External emotional
triggers lead to physiological changes in the neural system activity after which the
sensory system codes them and subsequently creates subjective feelings. (Friedman
2010, 383-384.) The empirical branch of neurophysiological science contrasts by
seeking answers to how emotions manifest in brain activity and how the actual
emotion is generated in the neural basis of the brain. A detailed description of the
complex phenomenon of neurobiological bases of emotions and their processing in
different brain areas is beyond the scope of this study.

Research literature suggests that the terms emotion and feeling should not be
used interchangeably. While emotions evoke an immediate response to certain
challenges and opportunities faced by the organism, feeling those emotions provides
a mental alert. Emotional reactions cause biological changes to the behavioral state.
As Damasio (2001, 781) aptly puts it, an emotion is a patterned collection of
chemical and neural responses produced by the brain as a consequence of the
presence of an emotional stimulus, thus, an emotion is a neurobiological reaction to
a stimulus. Emotions allow organisms to cope with situations that are potentially
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dangerous or advantageous and are an important survival tool that has played a
crucial role in human evolution. Heath (2012, 101-102) notes that even though
people might be able to control the expression of emotion and make it impossible for
others to discern their emotional state, people cannot control the experience of the
emotion.

Damasio’s (2001) definition portrays feelings as direct consequences of
emotions, the mental representation of the physiological changes that characterize
emotions (see also Zajonc 1980, 151; Heath 2012, 104). According to Damasio
(ibid.), emotion always comes first, and feelings are a response to emotion (see also
Heath 2012, 101-102). The importance of both emotional reactions and feelings is
summarized well by Heath (2012, 107) stating that emotional reactions and behavior
can save a person’s life and help take advantage of opportunities. However, only
feelings can allow a person to mentally reflect upon the fact that certain things cause
states of sorrow or joy, for example.

Proponents of universal basic emotion theory conclude that there are at least
some primary emotions (also called basic emotions) that are recognizable across
cultures and could therefore be regarded as universal. Researchers are convinced that
emotions are a product of evolution because people experience them regardless of
the language output connected to them. Emotions have a distinct neural and
physiological basis to support survival. According to psycho-evolutionary theories,
there are four necessary conditions for considering an emotion primary: First, an
emotion is considered primary if it also exists in other animal species; second, it must
have a specific, innately determined biological basis in brain organization with
distinctive neural and physiological components that are thus biologically
determined processes with experiential similarities; third, a primary emotion
develops very early in life; and fourth, it is irreducible, in that it is not composed of
two or more simpler emotions. The following fifth criterion is sufficient but not
necessary for a primary emotion: primary emotions may be associated with
distinctive universal non-verbal expressions. This means that primary emotions have
a distinctive neuromuscular-expressive pattern manifested in facial expression,
posture, or gesture suggesting it is universal for humans. The facial expressions
related to the expression of the primary emotions are universally understood across
cultures. (Ekman & Friesen 1975, 1976; Ekman 1977, 98; Plutchik 1984, 201;
Derbaix 1995, 474; Plutchik 2001a, 346-347; Laros & Steenkamp 2005, 1440;
Konstan 2006, 11-12; TenHouten 2007, 14.)

Although scholars agree on the existence of primary emotions, they disagree on
their number. Plutchik (2001b, 118) and Kemper (1987, 284) state that scholars’
attempts to determine universal emotions have led to lists proposing various numbers
of primary emotions. No unequivocal way to settle on a precise number has been
found. Psychologists have proposed anywhere from 3 to 11 emotions are primary.
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The lists include fear, anger, and sadness; most of them also include joy, love, and
surprise. Human beings have a wide range of variations of basic emotions which are
called secondary emotions. Secondary emotions are combinations derived from
primary emotions. (de Mooij & Hofstede 2010, 94; Percy 2012, 69.)

In advertising, Mogaji (2018, 45) suggests advertisers consider the suitability of
primary and secondary emotions for different purposes. He proposes that primary
emotions are suitable for global advertising campaigns of any culture owing to their
homogenous characteristics and because primary emotions are universally
understood. For global advertising, secondary emotions might be less suitable since
they are socially constructed and may not be understood universally. Assessing their
meanings requires considering the surrounding culture of the target audience.

Similarly, Ekman et al. (2014) acknowledge that the situations eliciting emotions
can vary in different countries and cultures. There are also social factors, like
unwritten rules determining the display of emotions. Cultures vary in the preference
for whether emotions are hidden and moderated, or expressed openly and shared.
Culture also influences the way people describe and label their emotions.

4.1 Plutchik’s primary emotions

This paper follows psychologist Robert Plutchik’s (1984, 200; 1991; 2001a, 346;
2001b) conceptualization of eight primary emotions that provides a structural model
describing the interrelations among emotions. Plutchik’s theory provides a refined
account of various subtypes of advertising emotions (Huang 2001, 240-241).

The background of Plutchik’s (2001b, 117) model of emotions stems from
Darwin’s work but goes beyond Darwin’s assumption that emotions are modes of
adaptation to significant events in an organism’s environment. Plutchik (id., 200;
1991, 109) argues that primary emotions are bipolar and come in pairs of opposites
(see also Laros & Steenkamp 2005, 1440; TenHouten 2007, 15). Plutchik (1984,
205, 200; 2001a, 348) lists eight basic emotions: acceptance, joy, anger, surprise,
disgust, sadness, fear, and anticipation. Acceptance is regarded as the opposite of
disgust, joy the opposite of sadness, anger the opposite of fear, and surprise the
opposite of anticipation (see Table 4).

Table 4. Plutchik’s eight primary emotions presented with their opposite emotions (adapted from
Plutchik 2001a; 2001b).

First pair Second pair ‘Third pair Fourth pair
Acceptance Joy Anger Surprise
Disgust Sadness Fear Anticipation
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In Plutchik’s (2001b, 116) model, the primary emotions can show different degrees
of intensity describing the change of intensity in the emotions (Plutchik 1984, 200;
Plutchik 1991, 109). Table 5 depicts the gradation of the primary emotions in which
the primary emotions are presented in the middle. The mild form of the primary
emotion is presented in the column on the left and the intense form of the emotion
on the right.

Table 5. The primary emotions in different levels of intensity (modified from Plutchik 2001b, 117—
118).

Mildest level of intensity Primary emotions Strongest level of intensity
Trust Acceptance Adoration

Boredom Disgust Loathing

Serenity Joy Ecstasy

Pensiveness Sadness Grief

Annoyance Anger Rage

Apprehension Fear Terror

Distraction Surprise Amazement

Interest Anticipation Vigilance

In addition to the intensity, the emotions vary in terms of degree of similarity. For
example, emotions of joy and disgust have little similarity whereas emotions of grief
and sadness have greater similarity. (Plutchik 1984, 200; Plutchik 1991, 109;
Plutchik 2001b, 116.) In the following subchapters, each primary emotion is
described alongside its opposite.

4.1.1 Acceptance versus disgust

The primary emotion of acceptance originates in a survival need common to all
species that requires the members of a group to distinguish members of their own
group from members of others. Acceptance deals with the fundamental question of
inclusion in or exclusion from a specific species. In the human context, the emotion
refers to the acceptance of other people, for instance, parents, family members,
valued colleagues, acquaintances, friends, and lovers. Furthermore, it means being
accepted by others and being incorporated into any kind of social group. (Plutchik
1991, 95-96; TenHouten 2007, 15.)

According to Plutchik (1991, 96-97), the pattern of disgust is basically a form
of riddance reaction by which the organism tries to eliminate a substance or object
that has been incorporated. Disgust is a negative emotion and serves as a basic
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protective mechanism that has considerable survival value for individuals. As a
result of learning and classical conditioning, avoidance of contamination may extend
to reacting to the sight or smell of an object. TenHouten (2007, 27) specifies that
disgust protects humans and animals from life-threatening parasites, viruses, and
bacteria. Core disgust is a powerful emotion that can keep us away from harmful
substances or creatures.

4.1.2 Joy versus sadness

Joy is characterized as extreme gladness, delight, or exultation of the spirit arising
from a sense of well-being or satisfaction (VandenBos 2016). TenHouten (2007, 31,
34) states joy refers to an acute, short-term experience of well-being and
contentment, and causes a high level of happiness. Joy is seen as an acute emotion,
whereas happiness is considered a background baseline sentiment. Happiness is a
general positive emotional sentiment, which includes an evaluation of significant
aspects of life, and life as a whole.

The opposite of joy is the negative emotion of sadness. It is defined as “an
emotional state of unhappiness, ranging in intensity from mild to extreme and is
usually aroused by the loss of something that is highly valued” (VandenBos 2016).

41.3 Anger versus fear

Anger is an emotion characterized by tension and hostility arising from frustration,
real or imagined injury by another, or perceived injustice. It can manifest itself in
behaviors designed to remove the object of the anger or in behaviors designed to
express the emotion (e.g., verbally by swearing). (VandenBos 2016.)

For Plutchik (1982, 535) and Plutchik and Praag (1989, 24), anger is an active,
affective reaction to a problematic situation. Anger is a positive emotion insofar as
it can have a functional value. Anger mobilizes our energy and resources in service
of achieving our goal. Anger manifests in the facial expressions: a furrowed brow,
intense gaze forward, mouth either tightly closed or open showing clenched teeth.
Additional physiological changes are demonstrated in a reddish skin hue and
contracted pupils. In a social setting, anger is usually experienced as an immediate,
spontaneous response to the perception of unjustified harm or pain to the self or
family members, friends, or acquaintances. (TenHouten 2007, 39, 42.)

Whereas anger is essential in energizing and organizing our behavior, fear
involves either an effort to move away from or escape a situation. Fear is a basic,
intense emotion aroused by the detection of an imminent threat. It involves an
immediate alarm reaction that mobilizes the organism. By triggering a set of
physiological changes (e.g., rapid heartbeat, tensing of the muscles) fear enables the
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organism to take action. The short-term responses associated with fear are for
example running away, crying, screaming, withdrawing, retreating, dodging,
shrinking, and seeking help. Fear facilitates the development of perceptual and
cognitive processes necessary to assess danger and protect the self from harm.
(Plutchik 1991, 73-74, 76; VandenBos 2016.)

4.1.4 Surprise versus anticipation

Surprise is an emotion typically resulting from the violation of an expectation or the
detection of novelty in the environment. It is considered by some theorists to be one
of the emotions having a universal pattern of facial expression. (Ekman et al. 1969;
see also Subchapter 4.1.) The physiological response includes raising or arching the
eyebrows, opening the eyes wide, opening the mouth wide in an oval shape, and
gasping (VandenBos 2016).

Since surprise is triggered by an unexpected or unknown stimulus in the
environment, the emotion may change right after the source of surprise has been
evaluated. Surprise can quickly change to fear if the surprise is a means for adapting
to a danger. If the stimulus is a source of pleasure, the surprise can change to joy.
Physical changes are very similar to fear since surprise can precede fear. Both in
surprise and fear the senses of sight and hearing are immediately aroused. This is
manifested in opening the mouth and eyes wide open and raising the eyebrows.
Physical alertness helps to identify the source of surprise quickly. (Plutchik 1991.)

The opposite emotion to surprise is anticipation. Anticipation is defined as
“looking forward to a future event or state, sometimes with an affective component
(e.g., pleasure, anxiety)” (VandenBos 2016). Plutchik (1984, 205) considers
anticipation® a positive act of actively exploring territory to acquire valuable
resources. Anticipation originates from the universal exploratory behavior of all
animals. It includes a certain curiosity and constant activity by keeping the individual
in contact with and informed about the environment. This constitutes an adaptive
behavior necessary to secure the necessities of life and thus to securing survival. For
example, in human beings, exploration manifests as an investigatory behavior in the
domains of human inquiry of science, technology, and engineering. (TenHouten
2007, 46, 48.)

8 In a later publication, Plutchik (1991, 102) uses the term expectation instead of

anticipation.
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4.2 Primary dyads

When primary emotions are blended together, they form higher-order combinations.
These combinations of two primary emotions, the mixtures of emotions, Plutchik
(1984, 205; 1991, 162) calls primary dyads. For instance, the combination of joy and
fear results in the emotion of guilt, and the integration of joy and anger results in
pride (see also Plutchik 2001b, 118-119). Figure 7 below demonstrates eight
examples of the primary dyads, but the list is not exhaustive.

Combinations of primary emotions Primary dyads
Anticipation Joy Optimism

Joy Acceptance Love
Acceptance Fear :> Submission
Fear Surprise Awe

Surprise Sadness Disappointment
Sadness Disgust Remorse
Disgust Anger Contempt
Anger Anticipation Aggressiveness

Figure 7. Examples of primary dyads formed by primary emotions (adapted from Plutchik 1984,
205 and Plutchik 2001b, 118).

Plutchik (1991, 90) exemplifies the composition of the primary dyads with the
emotion of love (composed of joy and acceptance). He states that primary emotions
are simpler than what are their combinations. Joy is a transient emotion and love is
a long-lasting state. Love has undoubtedly the element of joy in it, but love is a more
complex and subtle emotion than joy. It is easy to conceive joy without love but not
love without joy. This indicates that joy is composed of simpler units than love.
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5 Varieties of German used in
Switzerland

Switzerland is a linguistically diverse country. The Federal Constitution of the Swiss
Confederation lists the official languages of Switzerland as German, French, Italian,
and Romansh (The Federal Council 1999). The majority of the Swiss population is
German speaking. The linguistic situation in the German-speaking area of
Switzerland is unique in that two varieties of the German language co-exist in the
same country. (Scherrer et al. 2019, 736.)

German is a pluricentric language in that it has several different standard forms
in various regions. In Switzerland, the standardized form of the German language is
Swiss Standard German, which is used extensively in written communication. In
contrast, the different varieties of Swiss German are primarily spoken. (Lotscher
1983, 123; Ammon 1995, 284; Vorwerg 2019, 132; Vorwerg et al. 2019, 144.) In
this study, a language variety refers to different forms within the same language. In
addition, the regional Swiss-German varieties in Switzerland are called Swiss-
German dialects.

5.1 Swiss German

Swiss German is an umbrella concpet referring to heterogeneous German dialects in
Switzerland used to describe the whole complex of Swiss-German dialects. There is
no uniform dialect of Swiss German; there are no official Swiss German dictionaries;
and nor are there guidelines for the orthography of its dialects. However, unofficial
guidelines describing individual dialects’ structure and lexicon do exist. (Ammon
1995, 251, 296; Rash 2002, 20; Scherrer et al. 2019, 735-736.)

The different Swiss-German dialects in the German-speaking part of Switzerland
can vary considerably. The dialects have their own unique pronunciation and
vocabulary that differ significantly from Swiss Standard German and grammatical
forms differ too with the result being that understanding Swiss-German dialects can
be challenging for Standard German native speakers. (Ammon 1995, 285; Chalker
& Weiner 2003.) Even among geographically proximate towns, dialects can differ
substantially and even speakers of different Swiss-German dialects may have
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difficulties understanding each other. However, the dialects are usually
comprehended outside of the dialect’s boarders, especially the closely related ones.
(Burger 1982, 383; Wyler 1987, 23; Hemmi 1994, 145; Baigger & Sutter 2006, 50.)

The exact number of Swiss-German dialects is unknown. The major Swiss-
German dialects are frequently named after the cantons or towns in which they are
spoken, for example, Berndiitsch for Bernese Swiss German. However, the dialects
can even be divided into numerous local subdialects. The geographical boundary
lines of the area in which a distinctive dialect occurs are not clear cut. Due to the
linguistic influence of other dialects and population movements from one dialect
community to another, it is not easy to ascertain the borders of the dialect usage, or
to define or classify them. (Weber 1964, 19; Janich 2005, 169.)

Swiss-German reinforces and extends a collective sense of national and cultural
identity among German-speaking Swiss people and has a symbolic importance in
that it represents the membership of a country in a similar way as a national flag or
a national anthem. Owing to the geographical proximity of the other German-
speaking countries, Germany and Austria, Swiss German distinguishes a German-
speaker as a Swiss citizen. In addition, the dialect reflects the person’s identity at a
regional and local level. (Lotscher 1983, 128; Koller 1992, 40—45; Ammon 1995,
295; Christen 1995; Rash 2002; Werlen 2005, 26; Ruoss 2019, 248-249, 372-373;
Vorwerg 2019, 132; see also Soffritti 2004.)

Swiss German is spoken in all social situations in the German language area of
Switzerland independently of the topic or the relationship to the dialogue partner.
Speaking Swiss German does not reveal the social background of the speaker.
(Schuppenhauer & Werlen 1983, 1422—-1423; Koller 1992, 35-36.) For a German-
speaking Swiss, Swiss German is a language variety for everyday life and will be
heard in everyday communication in the family circle, in shops, and at work. A
German-speaking Swiss would not use Swiss Standard German instead of Swiss
German in these situations without very good reason. Swiss German is regarded as
a natural, comfortable and authentic variety. (Lotscher 1983, 123; Hemmi 1994,
145—146; Siebenhaar 1996, 2—3; Siebenhaar & Wyler 1997, 7; Christen 1998,
13—14; Oppenheim 2005, 104.) The Swiss-German dialect is generally associated
with positive values, ratings, and attitudes. Using Swiss Standard German in speech
would sound impersonal and alienating for German-speaking Swiss. Swiss German
is the language of the heart and more appealing to emotions than the rational-oriented
Swiss Standard German. (Bucher 2005, 9; Oppenheim 2005, 105; Ruoss 2019, 156—
157.)

Although most books and newspapers are published in Swiss Standard German,
Swiss German appears in some contexts of literature, advertising, social media, and
private communication, for example, in e-mails and text messages (Christen 2004,
73). Whenever the context is less official, close to everyday life, or has a strong
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emotional value for a person, the possibility that they will use Swiss German in
writing increases. For instance, birth and wedding announcements may be printed in
dialect. (Hausermann & Buhofer 1982, 276; Burger 1990, 238; Siebenhaar & Wyler
1997, 11-12; Oppenheim 2005, 104.)

52 Swiss Standard German

Swiss Standard German is known as Schriftdeutsch and is the standard form of
written German in Switzerland found in dictionaries and grammar books (Meyer
1989, 23; Rash 2002, 20; Baigger & Sutter 2006, 50; Vorwerg et al. 2019, 144).
Swiss Standard German is used in contexts such as education, bureaucracy, on
national television and radio, and some contexts of formal public speaking (Lotscher
1983, 123; Hemmi 1994, 145—-146; Siebenhaar 1996, 2—3; Siebenhaar & Wyler
1997, 7; Oppenheim 2005, 104). In addition, the majority of written material found
in Switzerland, such as newspapers, magazines, instructions guides, announcements,
textbooks, scientific texts, and often print advertisements is in Swiss Standard
German (Siebenhaar & Wyler 1997, 34). Helvetisms are distinctive linguistic
features used in Swiss Standard German that distinguish it from other standard
German varieties—German Standard German and Austrian Standard German. The
multilingual culture of Switzerland means Swiss Standard German borrows from
French and Italian. (Hausermann & Buhofer 1982, 275; Lotscher 1983, 123; Koller
1992, 232-234; Ammon 1995, 284; Gallmann 1997, 2—5.)

Swiss Standard German is often spoken on formal occasions. However, Swiss
Standard German confers no greater social prestige than non-standard varieties. The
more an event has an official, formal, or public character, the more likely Swiss
Standard German will be used instead of a dialect. In addition, Swiss Standard
German might be necessary to ensure mutual understanding, for example in events
with participants from different geographical regions of Switzerland or other
German-speaking countries. However, the spoken Swiss Standard German is often
characterized by a unique pronunciation. It is a means to communicate to the
audience that the speaker feels Swiss. (Lotscher 1983, 123,128; Wyler 1987, 17,
Sieber & Sitta 1994, 205; Ammon 1995, 293; Haas 2000, 82; Bucher 2005, §;
Siebenhaar 2005, 3.)

For a non-German speaker, the choice between Swiss German and Swiss
Standard German language varieties in different situations might seem rather
complicated. There are some informal, unwritten, and widely agreed guidelines that
determine which language variety is used in which context. The rules are learned in
the surrounding cultural context in different spheres of life. (Ammon 1995, 295.)

Most of the German-speaking Swiss have been exposed to Swiss German from
birth and learned the form throughout childhood. Therefore, they often refer to Swiss
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German as their mother tongue. Swiss Standard German, on the other hand, is often
regarded as their first foreign language. Swiss Standard German is taught as a school
subject. (Hacki Buhofer & Burger 1994; Ammon 2006, 7-9.) German-speaking
Swiss associate the Swiss Standard German with school and its obligations, and
rarely with fun and free time (Lotscher 1983, 128; Meyer 1989, 22; Sieber & Sitta
1994, 203). Wyler (1987, 26) argues that Swiss Standard German cannot technically
be regarded as the first foreign language for the German-speaking Swiss as Swiss
German cannot be classified as an independent language. Despite the phonetic
differences, there are notable similarities in vocabulary and in the syntax with Swiss
Standard German. The question of Swiss German as a mother tongue is more about
subjective feelings and the close emotional bond to the language variety of the
German-speaking Swiss (see also Gallmann 1997, 2-5).

5.3 Swiss German in advertising

Few prior studies have been conducted on the use of Swiss German and Swiss
Standard German in advertising and their role in the language of advertising. Bajwa
(1995) showed that the use of a dialect in audiovisual media was more frequent than
in print. In television commercials, the non-visible narrators of commercials spoke
almost as much dialect as Standard German. In contrast, if the actors were visible in
the commercials, they more often spoke a dialect than Swiss Standard German. In
print advertising, Swiss Standard German was mostly used in the body copy, but
slogans occurred in both language varieties. The research results of Hemmi (1994,
145-146) showed that both dialect and standard language were used in the media
characterized by spoken language. The domain of written communication, on the
other hand, was dominated by Swiss Standard German.

Hemmi’s analysis (1994, 154-161) revealed that Swiss-German advertising
texts were characterized by phrasemes of daily life in familiar contexts, imitating the
language of everyday communication. Phrasemes are combinations of words with a
fixed lexical content in a certain order, which cannot be constructed from other
words (Burger 1982, 20-60; Cowie 1998, 24). Similarly, the results of Mattila-Palo
(2014, 108-109, 111-113, 122-124, 156-157) regarding Swiss-German TV
commercials revealed that the vast majority of the commercials in dialect (84 %)
were classified as everyday conversations reflecting the real use of Swiss German in
the German-speaking area of Switzerland. The communication situations using
dialect imitated the authentic face-to-face encounters between German-speaking
Swiss. The commercials related to everyday life: people were depicted in an
everyday context with their family members, like at home, or shopping.
Additionally, the dialect was chosen to help the Swiss target audience to relate to the
actors of the commercials. Similarly, according to Bajwa (1995, 91-94), the Swiss-
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German dialect dominated in those advertisements reflecting everyday situations and
in testimonials of ordinary consumers.

Swiss German dominates in advertising aiming to evoke emotions among the
target audience (Hemmi 1994, 154—161; Bajwa 1995, 94—-95; Mattila-Palo 2014,
147-148). Hemmi (1994) found verb phrasemes increased the expressiveness of the
dialect and conveyed emotional connotations by using imaginable, vivid
expressions. The phrasemes and the spoken dialect aimed to trigger positive
emotions among the target audience. Additionally, Swiss German in advertising has
been associated with locality and evoking the target audience’s notions of the
homeland and identity. The use of the dialect illustrates a desire to communicate at
the same level and most effectively with the Swiss-German-speaking target
audience. (Mattila-Palo 2014.) Similarly, both Hemmi (1994) and Bajwa (1995)
concluded that Swiss German appeals to the target audience’s feeling of belonging
to the same community.

The choice of actors has been shown to affect the use of dialect. Swiss celebrities
have shown to prefer speaking Swiss German in commercials and thus reveal their
regional origin. (Bajwa 1995; Mattila-Palo 2011, 130-131.) According to Strafiner
(1983, 1521), a celebrity speaking a local dialect in a commercial can do much to
enhance consumer awareness and the credibility of the advertised products. The
locality of the dialect and local celebrities as endorsers can enhance the
persuasiveness of the advertising messages.

The choice of the language varieties of Swiss German and Swiss Standard
German in advertising varies according to their function. Whereas Swiss German
has dominated the commercials with appeals to emotion, Swiss Standard German
was preferred in informational appeals emphasizing credibility and objectivity with
objective and rational facts. (Hemmi 1994.) Similarly, Mattila-Palo’s (2014, 154—
155) analysis revealed that Swiss Standard German dominated the informational
passages of the commercials and the language variety was linked with rational
appeals of advertising. Hemmi’s (ibid.) results showed a correlation between Swiss
Standard German and the product categories of luxury goods and technical products.
Both Hemmi (1994) and Bajwa (1995) conclude that Swiss Standard German had a
distancing effect on the German-speaking Swiss audience. This effect originates
from the use of Swiss Standard German in Swiss media, which suggests serious
content and traditionally dominates news broadcasts in the contexts of science and
high culture.
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6 Research methodology

This chapter presents the methodological foundations of the research. The attempt
to study two different means of communication, both language and images in
multimodal data and how they interplay challenges the research method. Analyzing
language, imagery, and filmic mediation requires different methodological
approaches and mixing methods. In this study, the mixed-methods approach is
charachterized with the use multiple methods. The current research uses between-
methods triangulation which involves both quantitative and qualitative approaches
(Denzin 1978, 291; Johnson et al. 2007, 114—115; Merriam 2016, 37). Thus, the
language in dialect and the visual elements of the commercials are analyzed in two
phases quantitatively and qualitatively.

The research on emotional meanings starts by using the first method, content
analysis. In cultural and communication studies, content analysis represents widely
a quantitative technique (Hakala 2006, 115). In this research, the quantitative
approach, the content analysis is used to describe the data. The content analysis is
used to organize the stream of images to determine which images are depicted in the
commercials and how much Swiss German is spoken in the commercials. The
addition of the quantitative phase benefits the qualitative research on emotionally
appealing elements (Johnson et al. 2007, 124).

First, a full transcription is provided of all the spoken language varieties and sung
lyrics in Swiss German and Swiss Standard German. Additionally, a Swiss Standard
German translation is provided of the Swiss-German dialectal parts to provide
support for the analysis of the dialect. In the content-analytical stage regarding the
spoken language, the aim is to answer the question of what is communicated with
the language. The content analysis of the images, that is, analyzing what products,
people, places and props are discernible, is conducted by a panel of three Swiss
coders.

In the qualitative analysis, the first qualitative method, linguistic analysis,
explores the appeals to emotion of the language. The second qualitative method,
semiotic analysis, investigates the emotional appeal of the images and the emotional
appeal of the interplay of language and images. In the semiotic analysis of the
images, from on the answers provided by the content analysis, the advertising images
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are examined to investigate what emotionally appealing connotations the people,
places, products and props of the commercials have. In the semiotic analysis of the
interplay of language and images, the emotional appeal of language is explored in
conjunction with visual images.

6.1 Data management plan

This chapter presents the main issues of data management and ethical questions in
conducting the research. The Federation of Migros Cooperatives kindly granted
permission to analyze the chosen commercials for this doctoral dissertation and to
make still images of the commercials for visualization of the data. As agreed with
Migros, the following German copyright notice: “Als Untersuchungsmaterial der
empirischen Studie gelten die Werbespots der Firma Migros © / ® MIGROS, mit
freundlicher Genehmigung des Migros-Genossenschafts-Bundes, CH-8031 Ziirich,
samtliche Rechte vorbehalten.” refers to all the commercials in the empirical data set
and to the images made of the commercials. In accordance with the wishes of Migros,
a separate copyright notice: “© / ® MIGROS, mit freundlicher Genehmigung des
Migros-Genossenschafts-Bundes, CH-8031 Ziirich, sdmtliche Rechte vorbehalten.”,
accompanies every still image made of the commercials to indicate the copyright.

At the time of data sampling, the material was freely available on the Internet,
although much of it is no longer. Some of the analyzed commercials can be found
online on the cooperative’s official YouTube channel by using the commercial’s
name and production year as a search function. The research data can not be made
publicly available due to copyright restrictions imposed by Migros. For this reason,
access to the research material is restricted. In the limitations of the copyrighted
material, the research data is made as open as possible. To pursue the goals of open
data, descriptive metadata will be provided on the data. The metadata describes each
commercial and includes the full name and the production year of the commercial.
Brief descriptions of the plot progression, actors, imagery, spoken language and
music will be provided (see Appendix 34).

The data is available only on request from the corresponding author. Third-party
access to the research data will be restricted to people closely related to the research
project, supervisors, pre-examiners, and the opponents. Moreover, the data are
available to the following third-party service providers: a professional transcriber
who will access the research data to transcribe the data and three coders who will
conduct the content analysis of the data. Technical measures are taken to secure the
data and to prevent any unauthorized access to the data. The collected data, the
transcripts and the translation, the coding sheets provided by the coders, and the
personal data collected from the coders are stored electronically and password
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protected. The files are regularly backed up and they are stored offline on a hard
drive.

The following measures were taken to process personal data lawfully and
transparently, ensuring fairness to the individuals whose personal data was being
processed. The necessary permits to collect and process the personal data of the
coders were acquired. The amount of collected information relating to an identified
or identifiable natural person (name, gender, educational background information,
and hometown) was minimized. When personal data were no longer necessary, they
were removed. (Finnish National Board on Research Integrity TENK 2019, 13-14.)
The coding sheets provided by the coders were randomized by removing the link
between the individual and the coding sheet to avoid any direct or indirect
identification of the coders. After randomization, the collected personal data of the
coders were deleted. (European Commission 2020.) The coding sheets were
identified by a pseudonym, which was used in all documentation and processing the
data. The information regarding the hometowns of the coders was generalized and
only the canton was recorded.

The research data, the coding sheets, the transcript of the verbal language of the
commercials in Swiss German as well as the translation in Swiss Standard German
will be archived for 10 years from the publication of the research onwards.
Thereafter, all materials will be deleted (European University Institute 2019).

6.2 Content analysis

The research technique applied is content analysis to provide a systematic and
quantitative description of the content of the data (Berelson 1971, 27). The primary
concern of content analysis is to describe the content and to receive information on
the content (Berelson 1971; Krippendorff 1980). According to Neuendorf (2002,
53), content analysis can provide descriptive insights into the messages and images
in a discourse represented in mass media.

In this study, content analysis is regarded as a quantitative method producing
numerical and descriptive information on the content of the commercials and the
content analysis operates at the level of receiving information on what the
commercials are mediating. Content analysis is appropriate when attempting to
reduce media content to pre-defined categories and dimensions to better analyze and
interpret it (Hakala 2006, 120, 123). First, content analysis is used to count the
number of times particular elements of products, people, places, and props appear in
the commercials. Second, content analysis is used to determine the amount of Swiss
German in the commercials.
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Krippendorft (1980, 20-21) defined content analysis as a research technique for
making replicable and valid inferences from the object of analysis on their context.
Berelson (1971, 134) originally stated that content analysis calls for the
quantification of content elements and Krippendorff (1980, 22-23) described several
aspects that influence research on the meanings of messages. Messages do not
convey a single meaning that is waiting to be discovered. Data can always be viewed
from various perspectives especially when they have symbolic meaning. In content
analysis of a language, a researcher can count and classify separate letters, words, or
sentences but the interpretation of their meanings is affected by the perspective
chosen. In addition, meanings are not necessarily shared and consensus on the
meaning of the message is not necessarily achievable. There might only be consensus
on the most obvious aspect of communications or among people who share the same
cultural or sociopolitical perspective. Messages convey different things to different
people and therefore meanings are always relative to a communicator. Accordingly,
a content analysis does not always provide a purely objective description of the
content.

The content analysis should derive meanings of something observable and
conceptualize that portion of reality in terms of the context of the data. In their
context, messages embody symbolic meanings and communicate about larger
phenomena in addition to the meanings which are directly observable. Accordingly,
a content analyst is forced to make inferences around the data and its environment
to understand how the messages inform through their vicarious meanings, that is,
additional meanings that messages might carry beyond their face value, for example,
references to past events. (Krippendorff 1980, 22-23.)

6.2.1 Process of content analysis

The content analysis of this research is conducted following the adapted version of
the process outlined by Neuendorf (2002, 50-51). The process is illustrated in
Figure 8 and includes six phases: Focus, sampling, conceptualization and
operationalization, preparing coding sheets and coder training, coding process, and
reliability assessment.
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Figure 8. The process of content analysis of the research (adapted from Neuendorf 2002, 50-51).

The starting point is to decide the research topic and focus of the study. Then, the
researcher decides what items to study and in which medium. Once the medium has
been chosen, the selection of the units to be analyzed follows. A unit is an identifiable
message or message component on which variables are measured, that is, what is
being studied and what is being counted. Thereafter, a sample is drawn from the
medium to obtain the content. (Hakala 2006, 128, 130.) In categorization, the
concept of the study has to be broken down into categories that describe the
phenomena under investigation (Berelson 1971). Thereafter, a coding sheet is
created. Before the actual coding process, the coders obtain training and conduct
pilot coding. Once the coding has been conducted, the results are assessed in the light
of reliability by calculating intercoder reliability rates. Finally, the results are
reported. (Neuendorf 2002, 50-51.)

6.2.2 Focus

In this research, the content analysis aims to study the imagery used in TV
commercials quantitatively and to answer the question: What pitch, products, people,
places, and props are depicted in the commercials? Television was chosen as the
broadcast medium since commercials have received less attention than print
advertisements, partially due to the complexity of the combined effect of sound,
motion, and pictures (see also Hakala 2006, 128—129). The analysis is conducted in
the context of TV commercials to provide novel information about the combined
effect of language and moving imagery. After selecting the medium, content must
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be reduced and units to be analyzed will be selected. The unit of research is the
individual element that is the subject of study, thus what or who is studied. (Riffe et
al. 1998, 58.) The units of can be words, characters, themes, or any other thing
resulting from breaking communication into pieces (Neuendorf 2002, 13, 71).

Neuendorf (2002, 13) distinguishes between a unit of analysis and a unit of data
collection. The unit of analysis is the element on which data are analyzed and for
which findings are reported. In this research, the unit of analysis is the set of
commercials. The unit of data collection comprises pitch, products, people, places,
and props of the commercials. The unit of data collection is the element on which
each variable is measured. A variable is a definable and measurable concept that has
different values for different individual cases or units.

Krippendorff (2004, 97) emphasizes the meaning of choosing clearly countable
elements for the content analysis. The objects that are counted must be distinct from
each other either conceptually or logically or physically, in order for the numerical
outcome to make sense. The units of analysis can vary largely depending on the
purpose of the research. (Riffe et al. 1998, 58.) In this research, the spoken language
is analyzed at the word level. Berelson (1971) and Krippendorff (1980) consider
words to be the smallest syntactical units that can be analyzed efficaciously. The
products, people, places, and props of the commercials are analyzed by logging their
appearance in the commercials.

6.2.3 Sampling

Sampling refers to selecting a group of content units for analysis (Riffe et al. 1998,
81, 83). Sampling units are units that are distinguished for selective inclusion in the
analysis. All relevant information must be contained in them, as the sampling units
are the element on which the data is analyzed. (Krippendorff 2004, 97-98.)

Undoubtedly, the simplest form of selecting content is a selection of all units in
the sampling frame (census) by providing the greatest possible representation.
However, in some cases, a census is not possible, as in this study owing to the large
volume of media coverage. Macnamara (2015, 13) states that it is justifiable to use
a sample of media content in such cases. Riffe et al. (1998, 101, 81-82) state that
sampling on the Internet creates problems for the sampling universe and requires
creative sampling techniques. The term sampling universe refers to all possible units
of content being considered. A sampling frame is the actual list of units from which
a sample is selected. The complex issue of sampling on the Internet also affects this
study. When sampling the commercials on the Internet, the universe, that is, all
possible units of content, was unknown at the point of data collection. Getting a
complete list for a sampling frame is impossible in the world of the Internet where
new content is created constantly while old content can disappear.
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Sampling needs to ensure reliability. Krippendorff (2004, 113) states that the
choice of sampling can be judged by its relevance in answering the research
questions. In purposive sampling, a particular type of publications or publications of
a particular time is studied. Macnamara (2005, 13) states that the purposive method
for sampling for media content analysis is valid when there is a basis for the criteria
applied.

This study adopts a purposive sampling technique. The choice was influenced
by the aim to study the emotional appeals of language in dialect, moving images,
and their interplay. First, commercials were chosen to be able to study advertising
combining language and moving images. A Swiss cooperative, Migros, was chosen
to fulfill the second prerequisite of including commercials with Swiss-German
dialect as a spoken language. Furthermore, at the time of commencing this research
project, Migros was the undisputed market leader in retailing in Switzerland. The
firm’s commercial success offered an indication of its successful advertising. In
addition, as a Swiss-owned and Switzerland-based cooperative with a long and
meaningful history in the country, Migros represents a local advertiser that sensibly
designs advertising locally for its Swiss target audiences and uses language varieties
meaningful to its audience.

The search for commercials was guided by the desire to obtain a set of
commercials that were well received by audiences. The purposive sampling
technique was implemented with the aim to to collect representative data for
considering the respondent’s perspective. However, the purposive sampling
technique has its downsides. It is a sampling technique in which researcher relies on
his or her own judgment when choosing the data, the subjective nature of human
judgment can not be avoided. The purposive sampling is prone to bias. The
limitations of purposive sampling and the affects on the research results are
discussed in Subchapter 11.5.

The sampling of commercials was conducted in two phases. The commercials
were gathered from the official distribution channels of Migros on the Internet. The
aim was to study a wide range of emotionally persuasive techniques. Therefore,
commercials from different decades were included. According to information
provided by the cooperative, a collection published by Migros comprising 57
commercials represented the best, the most memorable, and most-loved commercials
targeted at the German-speaking audience and that collection was retrieved from the
official website of Migros in 2008. From that multilingual collection, all 17
commercials with verbal Swiss-German dialect were chosen for the analysis. At the
time, the website of Migros hosted the only official distribution channel for
commercials by the cooperative. The collection included commercials broadcast on
television from different decades from the 1960s through to the 2000s (see also
Mattila-Palo 2014, 14-15).
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In 2013, the dataset was supplemented through the addition of 15 commercials
to incorporate commercials from recent years, as advertising can change rapidly. At
the time of data collection, there were two official distributing channels for
commercials of Migros on the Internet, the Migros website and its YouTube channel.
The YouTube channel for German commercials of Migros was selected to extract
the data due to the advanced search functions and the possibility to sort the search
results based on different criteria. The search was conducted using advanced search
options and the search results were sorted by the highest view count. The view count
indicates the view rate of the commercials and was regarded as a reliable indicator
of their popularity. Finally, five commercials from the release years of 2011, 2012,
and 2013 were selected based on the highest view count. As a result, the dataset for
this study comprises 32 commercials using verbal Swiss German (see Appendix 34).

6.2.4 Conceptualization and operationalization

Next, the variables of the study must be selected and defined. According to
Neuendorf (2002, 50, 118), a variable is a definable and measurable concept that
varies, and it holds different values for different individual cases or units.
Categorization of variables refers to assigning a dictionary-style definition. In the
process of operationalization concrete, actual measurement techn