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ABSTRACT 

The language that is used in advertising is different from other pieces of writing. This 

study is a stylistic analysis of Mobile Telecommunication Limited (MTC) and 

Telecom Namibia Mobile’s (TN Mobile) English online advertisements. The main 

purpose of this study was to analyse how the Namibian telecommunication providers 

use linguistics-stylistics devices in advertising to target young adults, how Namibian 

telecommunication providers use rhetorical devices in advertisements when they target 

young adults and how the advertisements of these telecommunication providers 

incorporate non-verbal elements to persuade young adults. The study was a qualitative 

desktop study. The data collected critically analysed thirty selected, online 

advertisements based on the stylistic devices they employed. This was informed by the 

linguistics-stylistics theory that focuses on analysing and synthesising texts. Content 

analysis was employed as a data analysis method. The study revealed that non-verbal 

elements, such as headlines, slogans, logo, colours, pictures, social media sites, body 

copy and contact details, were employed in the advertisements. The employment of 

linguistics-stylistics devices, such as imperative verbs, adjectives, adverbs, pronouns 

and compound nouns, were also revealed in this study. In addition, the study revealed 

that rhetorical devices such as deviation, alliteration, bribery, identification, hyperbole, 

metaphors, rhetorical questions and puns, were present in the majority of 

advertisements. The study revealed that AIDA (Attention, Interest, Desire and Action) 

principles and Aristotelian proofs of persuasion (ethos, pathos and logos) were often 

employed by the advertisers to attract the attention of the young adults. The findings 
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of this study add to the field of research into advertising in Namibia as it looked at 

language and stylistic features employed in online advertising, a little researched area 

in Namibia. The study brought to the fore those stylistic and linguistic components , 

as well as other elements employed in advertising, to target a specific audience , 

specifically in online advertising. 
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CHAPTER 1 

INTRODUCTION 

 

This study aims at presenting stylistic features of online advertisements in English. 

Therefore, this chapter focuses on the orientation of the study which gives more 

information about the background on the study. The history of the two 

telecommunications providers employed in the study is given in more detail. This 

chapter also includes the statement of the problem, research questions, significance of 

the study, and limitations of the study and the outline of the chapters in the thesis.  

1.1 Orientation of the study 

Communication is important to all human beings, and people communicate in different 

ways. Advertising is one of the forms of communication that most advertisers use to 

communicate to a large number of customers. Each and every person is exposed to 

advertisements and in a way, affected knowingly or unknowingly. Therefore, it is 

imperative to look at the language and techniques used online by the two Namibian 

telecommunication providers (Mobile Telecommunications Limited and Telecom 

Namibia Mobile) to persuade customers to buy their products. According to Bansal 

(2012), “online advertising is a form of promotion that uses the internet to promote a 

product or a service to customers” (p. 13). Bansal (2012) further states that a great 

number of people use the internet as means of socialisation and communication. It 

seems thus logical for advertising companies to use online advertising to reach a large 

number of people.  
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Online advertising is one of the media of communication. “With the incorporation of 

the internet in smartphones, mobile advertising has become an important medium of 

advertising for marketers or advertisers” (Christelle, 2012, p. 16). Online advertising 

became popular internationally due to high internet exposure. The purpose of 

communication in business is “to inform, persuade and to create goodwill” (Cleary, 

2015, p. 8). Furthermore, to communicate is to convey a message. This can be done in 

many ways, for example by means of posters, billboards, television broadcasts, 

newspapers and leaflets. Globally, nowadays people advertise products by making use 

of online advertising as the internet is seen as a lucrative medium of communication. 

Young people use their mobile phones to go on the internet to socialise and search for 

information. That is also the time that they are exposed to advertisements that might 

attract their attention. 

In 1994, four years after its independence, Namibia had its first mobile product that 

was produced by Mobile Telecommunications Limited (MTC). MTC was the first 

telecommunication provider in Namibia and it is still the largest mobile operator with 

more than two million active subscribers (www.mtc.com.na). People increasingly 

communicated, and are still communicating, telephonically and via media provided by 

MTC. TN Mobile is the second largest mobile operator in Namibia with about 300 000 

active subscribers. TN Mobile, first introduced as Cell One and then Leo, was bought 

by Telecom Namibia in 2012 (www.telecom.na). In Namibia, online advertising has 

become popular because of these two telecommunications providers.  

Salomo (2015) says that many companies advertise their products to increase their 

sales or to obtain a good reputation for future purposes. Technology, in general, has 

http://www.mtc.com.na/
http://www.telecom.na/
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become sophisticated and is continuously advancing. Therefore, the 

telecommunications providers advertise their new products frequently on the internet 

on their websites to reach a wide audience, and this increases their sales. Before online 

advertising, these telecommunications providers used print materials like newspapers, 

billboards, posters and leaflets to advertise their products. Moreover, these 

telecommunications providers use persuasive language on their advertisements to 

persuade the audience on their own websites, Facebook pages and Twitter pages. 

Given this background, a linguistic-stylistic theory was used in this study as the study 

looked at how Mobile Telecommunication Limited and TN Mobile used persuasive 

language and stylistic components to target young adults. 

1.2 Statement of the problem 

Cunningham and Buchwitz (2010) state that research in advertising has been done in 

general as people are exposed to a great variety of advertisements every day. 

Advertising is common nowadays whether it is online or printed advertisements. A 

number of studies have been done on advertising. Internationally, studies were done 

by many researchers. Naidoo (2011) focused on the effectiveness of advertising 

through social media in Gauteng. However, Naidoo (2011) only looked at the 

effectiveness of Facebook advertising. Naidoo (2011) concluded that people between 

the ages of 15 and 35 are exposed to Facebook advertisements since they visit the site 

frequently. Danciu (2014) focused on marketing, persuasion and manipulation of the 

consumer through advertising. Danciu (2014) included the spectrum of persuasion in 

advertising in his research and this spectrum of persuasion consisted of deceitful 

advertising, fallacious arguments and emotive persuasion. Vaicenoniene (2006) 
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focused on the language of advertising: Analysis of English and Lithuanian 

advertising. She included features like body text, slogans, rhetorical questions, 

personification and metaphors in her study. 

In the Namibian context, studies were done by researchers like Sindano (2014) and 

Salomo (2014). Sindano (2014) looked at car advertisements in print media. The 

findings of his study reveal that the language of advertisement in Namibia is 

moderately comparable to that of the Western world. His study included features like 

exaggeration, euphemism, scaring tactics, commands, directives, colloquial language, 

puns and personifications.  

Salomo (2015) looked at printed advertisements for insurance companies published in 

the Namibian newspapers. Salomo (2015) concludes that many advertisers use the 

proof of persuasion (ethos, pathos and logos) to attract customers. Furthermore, he 

encountered features like bold letters and striking designs to catch the attention of 

customers. He also came across components such as markedness, framing, anaphoric 

resolution, punning and colloquialism that were employed. 

 However, none of these studies seem to have focused on mobile phone companies in 

Namibia, specifically on how telecommunications providers use the English language 

in online advertising to target the young adults. This left a gap in the field of online 

advertising that needs to be filled. The problem that was investigated was how 

telecommunications providers used online advertisements and linguistic-stylistic 

components to target young adults.  



5 
 

 
 

1.3 Research questions  

To prevent the study from becoming broad, it was imperative for the researcher to 

narrow it to address the following research questions: 

1. How do Namibian telecommunications providers use linguistic-stylistic devices in 

advertising to target young adults? 

2. How do Namibian telecommunications providers use rhetorical devices in 

advertisements when they target the youth? 

3. How do the advertisements of these telecommunications providers incorporate non-

verbal elements to persuade young adults?  

1.4 Significance of the study 

The findings of this study add to the field of research into advertising in Namibia by 

looking at language and stylistics. Since online advertising is a new medium of 

advertising, this study also indicates areas for further research on advertising in 

Namibia. The study will, therefore, be available to copywriters in the field of 

advertising.  

The current study might further add to prior knowledge of persuasive language used 

by advertising companies (Sindano, 2014, p. 4). It may bring to the fore stylistic 

components used in advertisements to target a specific audience, specifically in online 

advertising. 
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1.5 Limitations of the study 

The main limitation of the study was that it only considered English online 

advertisements of the Namibian telecommunications providers. The study did not 

include sound and animation. This might have affected the end results; therefore, it 

may not give a holistic picture of the two companies’ advertising techniques. However, 

this leaves scope for further studies.  

Another limitation was that there are only two telecommunications providers in 

Namibia. The researcher opted to study the advertisements of both of the 

telecommunications providers. Although these can be seen as limitations, these 

limitations, however, enabled the researcher to do an in-depth analysis of the targeted 

advertisements. This study is not a comparative study, but the researcher has used the 

two telecommunications providers to study how they communicate or persuade young 

people to purchase the advertised products. 

1.6 Outline of chapters 

Chapter 1 focuses on the introduction of the study which includes the orientation of 

the study, statement of the problem, research questions, significance of the study, 

limitations of the study, outline of the chapters and a conclusion. 

Chapter 2 presents the literature review and the theoretical framework of the study. 

A great number of different conclusions are drawn by many researchers and they are 

discussed in detail and related to the current study.  

 Chapter 3 focuses on the research methodology. It includes the research design, the 

population and sample. This chapter also employs the research instruments, the 

procedure, the data analysis and research ethics.  
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Chapter 4 presents the data analysis and interpretation of the collected advertisements. 

Each advertisement was analysed critically and in this chapter interpretations are also 

made.  

Chapter 5 discusses the data and gives conclusions that are drawn in relation to the 

literature review. Finally, recommendations for further research on the same field of 

study are given.   

1.7 Conclusion 

In conclusion, this chapter gives more information about the background of the study. 

It also focuses on the statement of the problem, research questions, significance of the 

study, limitations of the study and the outline of the chapters. Therefore, chapter 2 will 

focus on the literature reviewed. The theoretical framework employed in this study 

will also be discussed in detail.  
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CHAPTER 2 

LITERATURE REVIEW AND THEORITICAL FRAMEWORK 

2.1 Introduction  

It is imperative to review the work of other scholars about advertising which inform 

the present study. The present study focuses on a stylistic analysis of English online 

advertisements by MTC and TN Mobile.  

This chapter reviews the literature about online advertising. Advertising, 

advertisement and online advertising are defined in this chapter. Advantages and 

disadvantages of online advertising are also discussed. Different sources about 

advertising and stylistic components are discussed in detail in this chapter. 

2.2 Theoretical framework  

2.2.1 The Linguistic-stylistic theory 

In order to analyse the online advertisements of MTC and TN Mobile, a linguistic-

stylistic theory was adopted for this study. Fabb (2015) defines stylistics “as the study 

of linguistic style whereas linguistics as the study of linguistic form” (p. 1). The form 

and style are inseparable. That is why they always work together. Fabb (2015) further 

states that “linguistic form is generated from language components such as phonetics, 

phonology, morphology, syntax and semantics” (p. 1).  

In addition, Nnadi (2010, p. 26) states that:  

 Linguistics is concerned with the quest for matter and manner in a work of art. It 

concerns itself with scientific study, applying linguistic techniques to a work of art 

with the aim of presenting the merits and demerits. It rigorously analyses and 
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synthesises the work examining how a special configuration of language has been used 

in the realisation of a particular subject matter, quantifying all the linguistic means that 

coalesced to achieve a special aesthetic purpose. The result is supposed to be a 

somewhat objective evaluation based on realisation criteria. 

The linguistic-stylistic theory is important to the current study, because the current 

study focuses on language used in online advertising. The theory is used to critically 

analyse and scrutinise 40 advertisements from the two telecommunications providers 

in Namibia. However, the researcher focuses on some linguistic devices during the 

study. 

Vaičenonienė (2006) has done research on the language of advertising, focusing on 

the analysis of English and Lithuanian Advertising. However, Vaičenonienė (2006) 

points out that advertisers use persuasive methods of advertising via evaluation and 

emotional appeal. This is done “through the extensive use of adjectives or adverbs 

which attribute certain qualities and properties to the object advertised” 

(Vaičenonienė, 2006, p. 45). In addition to the use of adjectives, Sindano (2014) who 

has done research on car advertisements, states that advertisers use phrases with 

adjectives that exaggerate offers given in the advertisement. Adjectives are known as 

catchy words and that is why advertisers are likely to use them to attract more 

customers. Online advertisements also use phrases with adjectives just like print 

advertisements. 

Vaičenonienė (2006) further states that verbs can be used to show the tense, and tense 

attracts customer, because it may promise something in future or may show the current 

situation or facts. Since verbs are words that show actions, emotions or feelings, 
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advertisers employ verbs in advertisements to attract customers. Customers may be 

attracted by these words, since they believe that what is written in an advertisement, is 

exactly what the advertisers do. These words are called imperatives. However, 

advertisers may use imperative voice to command or order, to wish and to advertise.  

Examples of imperatives are “We care for you.”  or “Get out of your comfort zone and 

do something new!” Action verbs in these sentences may attract customers, because 

they are appealing to the emotions of the customers and also commanding them what 

to do.  

Salda (2009) has done a comparative analysis of advertisement in British and Czech 

lifestyle magazines. Salda (2009) states that advertisers often use pronouns such as ‘I’, 

‘we’ and ‘you’ to create a sense of solidarity with customers. Salda (2009) further 

states that ‘I’ refers to the advertiser, ‘we’ to the company as well as the customers, 

while ‘you’ refers to the customers only. Advertisers may use this example to show 

the use of pronouns in an advertisement, “Hey, I know what YOU need!” This advert 

example appeals to the emotions of the customer and it may persuade the customer to 

buy the product. Inclusiveness of both advertisers and customers appeals to the 

emotions of the customers. This is because customers may feel that they belong to the 

same group as the advertisers. In addition, advertisers also use grammatical items such 

as “personal pronouns, articles, demonstratives and adverbs of place and time” 

(Christopher, 2013, p. 774) to personify the products or to show a personal image to 

the consumers. 

According to Christopher (2013) who has done a study on rhetorical strategies in 

advertising, advertisers use proper names to refer to the products or services, and this 
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usually happens with brand names. Brand names such as Samsung, Adidas, Nike and 

Nokia can be used in advertisements. Brands may attract many customers since 

customers favour such brands. Brand names such as Samsung and Nokia are 

commonly used by the two telecommunications providers under study, because they 

sell most of the mobile phones in the country. 

2.2.2 The AIDA principle 

A very crucial model which is used in advertising is AIDA which stands for Attention, 

Interest, Desire and Action. According to Wijaya (2012), Strong in 1925 recognised 

the AIDA principle to model the effects of advertising. However, it was designed by 

E. St. Elmo Lewis about 20-30 years earlier. The main purpose for this model was to 

be used in stages via which a salesperson should take a prospect (Wijaya, 2012). 

Furthermore, the model was adopted as a basic framework to explain how persuasive 

techniques work, especially in advertising (Wijaya, 2012). Salomo (2015) states that 

“the terms ‘attention’ or ‘attract’, ‘interest’, ‘desire’ and ‘action’ constitute the AIDA 

principle, which is a critical tool of advertising (p. 2).”  

Advertisers may include all the four steps if they want their adverts to be successful in 

persuading consumers. This model is commonly used in advertising nowadays. It is 

imperative for the current study, because advertisers for MTC and TN Mobile also 

employ the AIDA principle in their advertisements when they are designing their 

advertisements. The AIDA model is used during data analysis. 

2.2.3 Aristotelian proofs of persuasion  

According to Magyar (2010), there are three Aristotelian proofs: ethos, logos and 

pathos. Advertisers may adhere to these proofs in their adverts to attract the attention 
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of customers. Smit (2012) defines “ethos as persuasion through personality, pathos as 

persuasion through the arousal of emotions and logos as persuasion through reasoning” 

(p. 222).  Ethos, pathos and logos are some of the forms of persuasion that are used in 

advertisements and speech writing by many advertisers. 

Ethos is when a famous person is used in an advert to attract the audience. Salomo 

(2015) states that images are crucial in catching the attention of customers. Salomo 

(2015) further states that “ethos appeals to the conscience, ethics, morals, standards, 

values and principles of people” (p. 39). Therefore, if the advertiser uses an image of 

a famous person, the customers may be triggered to purchase that product, because 

they feel that their role model is also using the same product. One example in Namibia 

is the artist, The Dogg, who is used in many adverts. Customers tend to buy that 

product just because The Dogg can be seen in advertisements and he is their favourite 

artist. 

Pathos appears in an advertisement when advertisers use words that are appealing to 

the emotions of the customers. Advertisers may use ideas like “Do you want to stay 

poor?”  This question may appeal to the emotions of the customers because no one 

would want to stay poor all their lives. Therefore, customers may buy or take that 

product, because they feel it will take away their poverty or they do not want to be 

associated with poverty. Salomo (2015) states that “pathos appeals to the heart, 

emotions, sympathy and passions of the customers. When trying to persuade someone 

of something by using pathos, the speaker encourages the listener or onlooker to 

imagine a certain situation (p. 39)”. 
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Logos is used in an advertisement to persuade the customer through the use of lucidity. 

An advertiser might use an advert about a new mobile phone and convince the 

customer that once you have that brand, you can be at the same level as other young 

people because it does everything. Customers might believe in the argument because 

it is making sense and they might have experienced that with their old phones. Salomo 

(2015) highlights that “Logos appeals to logic, numbers, explanations and facts” (p. 

39). 

Aristotelian proofs of persuasion are vital for the current study, because they are used 

by the two telecommunication providers under study. These proofs are also important 

for this study, because they are used during data analysis. 

2.3 Defining advertising 

“Advertising is a means of communication with the users of a product or service” 

(Frolova, 2014, p. 5). Advertising can also be defined as a way of convincing the 

audience to believe what the advertiser wants them to believe. Bansal (2012) defines 

online advertising as “a form of promotion that uses the internet to promote a product 

or a service to customers” (p. 13). Online advertising can also be defined as a way of 

persuading, informing and communicating online to customers about a product or a 

service. 

When someone is using a computer to advertise the products on the internet, it is called 

online or internet advertising. Online advertising is popular nowadays, because many 

young people use social media to socialise or communicate with other people. This 

has prompted many organisations to choose online advertising as the best medium of 

communication to the young people since they are always online. The above 



14 
 

 
 

definitions are vital to the study because the study focuses on the English language 

used by the two telecommunication providers (MTC and TN Mobile). 

2.4 Function of advertising 

It is important to employ the functions of advertising in this study because functions 

show the main purpose of advertising or advertisements. The researcher included the 

functions of advertising because online advertisements also persuade or manipulate 

customers to buy products like any other advertisements. However, MTC and TN 

Mobile to advertise to inform, convince, manipulate or persuade the customers to 

purchase products.  

According to Kubicova (2013), the function of advertising is to inform customers by 

providing detailed information about products. In addition to that, the function of 

advertising is to persuade or manipulate customers’ attitudes. Advertisements create 

desires in consumers which they did not have before (Kubicova, 2013). The idea of 

desire is supported by Köksal (2013) who states that the function of advertisement is 

to construct the desired changes in the behaviours of a target audience towards 

products. Köksal (2013) further states that advertisers use “effectiveness of 

visualisation” (p. 79) to persuade the customers.  

Vaičenonienė (2006) states that the function of advertisements “is to persuade the 

consumer to act or think in a textually determined way in order to boost sales of 

particular commodities and services” (p. 43). Vaičenonienė (2006) further states that 

most of the advertising texts use manipulative language devices to catch the attention 

of customers. Frolova (2014) argues that advertising advances the culture of 
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consumption, which allows customers to compare a great variety of products and 

services, and choose the best product or service. 

2.5 Advantages and disadvantages of online advertising 

Online advertisements have advantages and disadvantages like any other medium of 

communication, such as print advertisements. Therefore, it is of great importance to 

be aware of the advantages and disadvantages of online advertising.  

According to Guttormsdottir (2013), selling is one of the advantages of online 

advertising. Advertisers can benefit from online advertising when they publish 

advertisements that include prices, and other relevant information that can prompt the 

consumer to decide to buy the products (Guttormsdottir, 2013, p. 15). In addition to 

that, Frolova (2014, p. 6) highlights some advantages: 

Advertising reaches customers living far apart. Its public presentation shows to the 

buyer that the product is not contrary to social norms and the law. It allows doing 

multiple announcements and when the addressee gets the message, he/she can compare 

the product with other competitive firms. A wide-ranging promotional activity, run by 

the company, is some kind of evidence of the company’s popularity and success. 

Advertisement is very expressive-it allows a company to present its product clearly 

and effectively via text, sound and colour.  Advertising helps to form a long-term 

sustainable image of the product.  

Given the above advantages, one can say that advertisers can increase their sales by 

reaching a mass audience. Communication through advertisement creates a good 

reputation of the company and customers may trust advertisers since their adverts are 

publicly displayed. Moreover, customers may trust advertisers more when their 
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companies provide promotions. The trust can be there because customers may think 

that companies care for the customers. Since some advertisements are very expressive, 

this creates a long-term relationship between the advertising company and customers. 

One may also say this kind of advertisement creates brand or company awareness.  

Online advertisements can sometimes be cheap if you compare them to other 

advertisements. The advertiser uses a smaller amount of money to design and publish 

an advert online. This is an advantage to advertisers as they can design a great number 

of advertisements, since it costs them only a small amount of money. This online 

platform will also increase their sales because products will be sold at a faster rate. If 

an advertiser has published a wrong advertisement or an advertisement with wrong 

information, it can always be changed and the right information can be sent out unlike 

with print advertisements. 

Frolova (2014, p. 6) also highlights some of the disadvantages of online advertising:  

Advertising is impersonal, and therefore it lacks persuasiveness compared to a real 

person maintaining face to face communication. Advertising is mostly a monologue 

that does not obligate someone to pay attention and react. Each country has its own 

regulations concerning advertising. Advertising can define a wide number of different 

aspects, such as placement, timing, and content. 

Advertisements may agitate customers that online users would try to ignore when they 

see such adverts online. However, some advertisements are impersonal and people 

prefer face-to-face communication rather than just anything they see online. Some 

advertisements do not allow the consumers to give their views about the product, so 

the online users may just ignore them.  
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Advertisements that include visuals and sounds may be difficult to design and it needs 

experienced designers who may ask a large amount of money. There are a great 

number of differences in advertising among different social groups and each group 

may have a different law or regulation regarding advertising. What is seen as offensive 

in one social group, might not be offensive in another social group. This may make it 

difficult for the advertiser to design an advertisement because it is supposed to reach 

different people.  

 2.6 The target audience 

Advertisers always have an audience in mind when they are designing advertisements. 

It is vital for advertisers to analyse and choose words or images wisely to communicate 

in advertisements to customers so that they will not send out wrong information as 

well as the wrong image of their products. Vaičenonienė (2006) supports the idea that 

it is important to define a target group when designing an advertisement and that a 

target audience might be a specific or an assumed group. MTC and TN Mobile 

advertisers also target audience when designing advertisements. Most of the target 

audience for MTC and TN Mobile are young adults.  

According to Frey and Rudloff (2010, p. 31), “targeting strategies deal with the fact of 

how companies can reach the desired customers’ group and deliver their marketing 

message effectively.” It is vital for advertisers to target the audience, because all 

customers do not have the same needs. If there is no target audience, advertisers may 

waste their resources, since they are not sure of who will buy the products. In addition 

to that, Frey and Rudloff (2010) explain different targeting strategies like 

undifferentiated targeting, differentiated targeting and concentrated or niche targeting.  
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Undifferentiated targeting looks at the market as a single huge market and customers 

are assumed to have common needs which are targeted by one method (Frey & 

Rudloff, 2010). This strategy is most effective with uniform products. However, 

differentiated targeting is more effective with a variety of products. Advertisers choose 

different strategies for each group and assume that customers have different needs, 

which is why they are targeted differently (Frey & Rudloff, 2010). Another strategy is 

the niche strategy that focuses on a specific marketing division. Advertisers focus on 

the current needs of the customers, and each product is designed specifically for certain 

customers (Frey & Rudloff, 2010). 

On the same note, Salda (2009) defines targeting as aiming for the attention of a 

specific group of people. Salda (2009) believes that advertisers use the best devices to 

catch the attention of a certain group if they target that specific group. Salda (2009) 

divides targeting into two groups. One category is a single category that belongs to a 

specific group of people. The second category belongs to the masses and it addresses 

a large number of people. A specific group of consumers may desire to choose a certain 

product because it is fancy and they want it regardless of what the price may be, while 

the mass group just acquire the product because they need it and it is affordable (Salda, 

2009). However, MTC and TN Mobile also target single groups and mass groups when 

they are designing the products for online advertising. Young adults are the main target 

audience for the two telecommunications providers because they frequently use their 

online services. However, there are some adults who may be attracted by the 

advertisements, although the advertisements were not intended for them. 
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Moreover, Ogungbe (2011) states that advertisers often use pretentious diction to 

target a certain group. The diction involves the use of extravagant and consciously 

glamorous words. This is done deliberately to attract the attention of customers to 

purchase products. When the advertiser targets audience, it makes the purpose of 

advertisement effective because the advertisement will reach the targeted group. 

Christelle (2012) states that advertisers first do research to find out their customers’ 

needs and preferences to win them over during the advertisement. Advertisers can also 

create a good reputation during the research to earn the customers’ trust in future. 

2.7 Online marketing communication methods 

Frey and Rudloff (2010) state that there are 6 online marketing communication mixes. 

The mixes are discussed below: 

The search engine marketing mix is vital when advertisers place messages on search 

engine platforms to reach customers, when they type certain keywords into the search 

engine platform. Advertisers earn their money mostly on ‘pay-per-click’ or ‘paid-per-

action’ basis.  

The online public relation mix has to do with the companies’ reputation. Frey and 

Rudloff (2010, p. 32) define public relation as  “the upgrading of an image, a product, 

the brand, the company, by being positively present on different websites like social 

networks or blogs, where customers or potential customers are operating.” On the other 

hand, Bui (2013) states that “public relations includes news releases, press 

conferences, articles, photographs, which are about the company, its products/services, 

and its employees, mainly concerning credibility” (p. 11). Advertisers may send out 

pictures or articles about the company to create a good image for the company. They 



20 
 

 
 

may also send out deceitful or manipulative information to attract the attention of 

customers. It is vital for advertisers to create a good reputation for the company so that 

they may increase their sales in future since the consumers may trust the company and 

its products. MTC and TN Mobile also create a good reputation especially on their 

websites to earn the trust of customers in future. 

Frey and Rudloff (2010) point out that the online partnership mix is when two or 

more websites are connected through a link to the company’s website. Online 

partnership also includes affiliate marketing and online sponsorship (Frey & Rudloff, 

2010). Affiliate marketing is the partnership between the producing company and 

another company, where advertisers of the affiliated company distribute the products 

by using advertising material from the producer (Frey & Rudloff, 2010). Online 

sponsorship is when the companies are continuing to expand their sponsorship with 

existing offline companies into cyberspace, but at the same time also purchasing new 

sponsorships online (Frey & Rudloff, 2010). 

According to Frey and Rudloff (2010), interactive advertisements are used to reach 

the target group, but at the same time also to reach new customers. Interactive 

advertisements influence brand awareness and traffic to the company’s webpage. This 

is a mix that attract both new customers and old customers to purchase the products of 

the advertising company. Interactive advertisements give a chance to the audience to 

give their preferences or sometimes give feedback on the products which were 

provided to them. In simpler terms, an advertising company may give new products to 

few customers to use and give feedback and preferences so that the results will be used 

to guide the advertisement for that particular product. 
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For the opt-in-email marketing mix, Frey and Rudloff (2010) explain that advertisers 

receive permission from consumers to send them email according to the preferences 

displayed by the links they were following. These consumers may also receive 

information about new products first because advertisers have access to their email 

addresses. Sometimes advertisers may ask the opinions of the consumers via email 

about new products, and they may make decisions for their advertisements based on 

the customers’ preferences. Bui (2013) also states that advertisers communicate 

directly to their customers through email to either receive an answer or deal. 

For the viral marketing mix, advertisers forward messages to consumers. This is done 

to create traffic to their webpages and also to create the awareness of products in 

consumers. Social networks and blogs are important sites for viral marketing (Frey & 

Rudloff, 2010). Consumers refer other customers to the products through sharing or 

forwarding the messages or adverts designed by the companies. This method is 

efficient since customers are doing the work of the advertising company by sharing 

information with their friends and families (Frey & Rudloff, 2010). 

2.8 Social media sites  

There are a great number of social media sites where advertising can take place. Ryan 

and Jones (2009) as cited in Efendioglu and Igna (2011) define social media as “the 

umbrella term for web-based software and services that allow users to come together 

online and exchange, discuss, communicate and participate in any form of social 

interaction” (p. 8). 

The social sites chosen for this study are Facebook, Twitter and websites. They are 

vital for this study because they are commonly used by young people each and every 
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day. Advertisers opt to use these sites every day so that they can reach a vast number 

of customers.  

2.8.1 Facebook 

According to Naidoo (2011, p. 11), “Facebook is an exceptional marketing and 

advertising tool for people searching to get a product concept which is either visual or 

physical.” Facebook was founded in 2004 (Naidoo, 2011) and it has a major impact 

on advertising. Facebook is the best platform for advertisers to engage with consumers. 

It is, therefore, vital to engage with consumers on Facebook because the platform will 

help to retain the existing consumers and ‘increase brand credibility’ (Naidoo, 2011).  

Companies or organisations use Facebook to win the trust of customers during their 

engagement, and this results in a vast amount of credibility among consumers (Naidoo, 

2011). However, Facebook also creates a greater opportunity for advertisers to 

maintain a good relationship between them and customers. This platform assists in 

creating a strong bond between the advertisers and customers because they know 

customers’ trends and preferences, and they advertise their products depending on the 

trends and preferences of the customers (Naidoo, 2011). This, therefore, wins the 

hearts of the customers, which leads to them buying products they have seen on this 

platform, because they have trust in the brand and company. In addition, advertisers 

find good opportunities to advertise their new products or products on sale. This 

platform makes it easier for the advertisers to reach a large number of customers in a 

short period of time. 

Facebook is one of the social sites that is used on a daily basis by young people. It is 

for this reason that it is important for this study because it is used by the two 
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telecommunications providers under study to advertise their products. Customers are 

reached on Facebook via advertisements of new products. 

2.8.2 Websites 

According to Schullstrom (2013), there are different online advertising and the 

difference depends on the format, design and objectives. Websites are used by many 

advertisers to reach a large number of audiences. The most commonly used websites 

are web portals, online newspapers and search engine result pages (Schullstrom, 2013). 

Schullstrom (2013) further states that websites are crowded with information to 

prevent the audience from recognising the adverts on their first click, because they 

may close the page without reading through the advertisements. Furthermore, the 

audience first read the information they are looking for, and in the middle of reading, 

an advertisement may pop up. Customers are not likely to ignore or close the 

advertisement, but they rather read through and this is done to catch the audience’s 

attention.  

The above social media sites are used in this study. It is from these sites where the 

researcher gathered data for analysis purposes. There are other social media or social 

networks, but only the above were chosen purposely for this study. 

2.9 Formats of online advertisements 

According to Tavor (2011), there are five different formats of online advertisements: 

sponsorship, commercial sites, keyword linking, pop-up advertising and banners. 

These formats are discussed below: 
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2.9.1 Sponsors 

Tavor (2011) highlights that online sponsorship increased from 24% to 37% in recent 

years. However, sponsors appear on certain sites in order to give advertiser 

discernibility for advertising purposes. Advertising companies sponsor some 

advertisers in return for creating traffic for them online. Sponsorship can be for certain 

events, programmes or even education. Advertisements will appear on the page of the 

companies or advertisers who are advertising for them, and once the audience click on 

the link in the advert, it will link them to the website of the sponsoring company. 

 

This kind of advertisement may appear on another website of advertisers, but once the 

person presses on the red alert written “Find out more”, it will direct the customer to 

the website of the sponsor and in this way it creates traffic for the sponsoring company. 

2.9.2 Sponsored link words 

According to Tavor (2011), advertising companies pay for their key words to be added 

to the first places of search engines. However, advertisers make sure that they pay so 

that when customers write a word in the search engine box, their words are among the 

top lists.  

https://www.google.com.na/imgres?imgurl=http://services.mtn.co.za/mtnfoundation/images/23821Q_Foundation_homapage.PNG&imgrefurl=http://services.mtn.co.za/mtnfoundation/&docid=39ZVujqh1mxnoM&tbnid=wM2D0_RM-QpPWM:&w=525&h=204&bih=651&biw=1366&ved=0ahUKEwjNzPvo-5HNAhUKM8AKHWcJDmo4rAIQMwheKFcwVw&iact=mrc&uact=8
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Customers are likely to view them more easily (Tavor, 2011). Advertising companies 

use catchy words, like adjectives, which may attract the attention of the customers 

when they enter key words in the search engine box. 

2.9.3 Commercial sites 

These are websites used by the companies to communicate or advertise their products 

or services. (Tavor, 2011). One may say that the purpose of these sites is solely to 

communicate with customers, to show new products or services or just to create a good 

reputation for the company or brand. Advertising companies use their websites as the 

best platform to share any information of their company with the customers.  

Once customers have more knowledge about the companies’ products, they are likely 

to be attracted to buy the products of those particular companies. This is what is 

happening with the two telecommunications providers which are under study. 

2.9.4 Pop-ups 

These are advertisements which just pop up while the consumer is searching on the 

net. They are divided into two parts: pop-up and floating advertisements. Tavor (2011) 

explains that “floating advertisements appear on the front page of the browser when 

one switches to another window and then one must wait a specified time interval before 

the advertisement turns off” (p. 122). This means that it just comes by without being 

clicked. This might irritate or benefit the consumer since the advert is just presented 

to customers without their request.  

Pop-up advertisements open unexpectedly in a new window once the web page is 

loaded (Tavor, 2011). However, the reader has to click somewhere on the Web to get 

rid of the advertisement or to bring forth the requested window (Tavor, 2011). One 
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may say that pop-up comes on the page even if it is not required or needed. This means 

that the pop-up advertisements can agitate the online users because these 

advertisements are intruding their searches. 

2.9.5 Banners 

Tavor (2011) explains that banners are signs that are placed on the border of the web 

page and when these are clicked by online users, they direct them to the advertising 

website. Schullstrom (2013) states that banners are placed horizontally on the web 

page. Moreover, banners are divided into two parts: a dynamic commercial and a static 

advertisement.  Dynamic commercial banners are more experiential because they are 

made up of animation, music, colour, motion (Tavor, 2011). Schullstrom (2013) also 

explains that animation disturbs consumers while searching for important information. 

Schullstrom (2013) also believes that animations diminish advertisements and force 

customers to ignore them. However, static banners are static or stable because there 

are no movements involved (Tavor, 2011). One may say that banners are less irritating 

since they only appear on the top of the page and it is up to the customers to click on 

them, unlike pop-ups that cannot be controlled. 

Apart from the above format of online advertisements, Mrakova (2014) highlights 

skyscrapers as another format of advertising. He states that skyscrapers are almost the 

same as banners, but they are placed on top of the web page, and they are placed 

vertically alongside the web page. Formats of advertisements are relevant to the 

current study, because some of them are used by the two telecommunications providers 

(MTC and TN mobile) to advertise their products. 
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2.10 Manipulation through advertising 

Advertisers use different techniques to manipulate customers to buy their products. 

According to Danciu (2014), persuasive advertising is divided into two components: 

manipulative and non–manipulative advertising. Non-manipulative advertising is 

when advertisers present products the way they are to the customers in order to 

persuade or inform them about the product (Danciu, 2014). Advertisers give facts and 

the truth about the product or service (Danciu, 2014). One can say that the main 

purpose for non-manipulative advertising is just to inform customers about new 

products or services so that they can decide whether to buy the product or not 

depending on their needs. 

 

The above advertisement is an example of a non-manipulative advertisement. The 

advertiser of this product is informing customers about the new belt that has arrived in 

the market. It is up to the customers to choose whether to buy the belt or not. Customers 

are persuaded to buy a Samsung belt because a great number of customers trust 

Samsung products. 

Danciu (2014, p. 21) also explains that sometimes advertisers use “informative facts 

and emotional games” to persuade customers. This is done solely to win the hearts of 

the audience by letting them do what advertisers want them to do. This is called 

manipulative advertising. This type of advertising lacks truth and, in most cases, 
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advertisers use facts to manipulate customers, but the conveyed messages have no truth 

per se. One example is of a well-known artist, Lady May, who is used in an 

advertisement to attract customers. Customers may identify themselves with Lady 

May, because they want to look like her and they will end up purchasing the product. 

Moreover, Danciu (2014) calls this type of advertising deceitful or false advertising, 

because the advertiser is using facts to deceive the audience.  

In addition to that, advertisers also use emotive persuasion that may threaten customers 

or assure them best results. The common example of emotive persuasion in Namibia 

is advertisements of weight control products. Customers are often advised through 

adverts to use products to lose weight in a short period of time. This is done by making 

use of emotive words and pictures with false information, because once customers use 

the product, they may not receive the best result as it was promised by the advertiser. 

  

Customers may use the wonder herbs advertised in this picture, but may not get the 

results as shown in the advert above. This is manipulative because customers are 

triggered by the advert to buy the product, but it is not giving the results as promised 

in the advert.  

 A great number of advertisements include manipulative language or tactics. However, 

the current study also focuses on manipulation through advertisements because 
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telecommunications providers use manipulative language in their advertisements to 

attract a great number of customers to buy their products. 

2.10.1 Commonly used visual techniques of manipulation 

2.10.1.1 Photoshop 

Photoshopping is commonly used in online advertising to attract customers. Danciu 

(2014, p. 27) defines photo shopping as “a technique where photos or photographs are 

edited in ways in which they create an illusion or a different look and feel of the raw 

image and making it interesting for advertisements.” Famous people, like artists and 

models, used in advertisements, and customers are presented with images before and 

after using the product. 

Photoshop usually attracts the attention of customers because they think the celebrity 

has used the same product and is looking attractive. The photo shopped pictures 

contain false information which deceive customers and persuade them to purchase a 

product without their knowledge. Often, celebrities used in advertisements may not 

even have tried the product advertised, but once customers see advertisements, they 

may buy the products to identify with the celebrities. Products that are commonly 

advertised in this way are foundation and lotions which are used to remove pimples or 

spots on the face.  

 

https://www.google.com.na/imgres?imgurl=https://spreesy.s3.amazonaws.com/pfrblpan/84fb2102561e127e052669.45348650-AR_0.75_.jpeg&imgrefurl=https://www.spreesy.com/YouniquelybyJenny/2&docid=Jx7b0fso5KXiQM&tbnid=6TaB1MaZXJfz7M:&w=2048&h=1536&bih=651&biw=1366&ved=0ahUKEwiD8LqZzq7NAhWLK8AKHV2eBZkQMwhBKB8wHw&iact=mrc&uact=8
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Customers with skin problems may buy the product used by the lady in the picture 

thinking that they will have the same results; they assume that the pimples and spots 

will disappear after using the product for some time. 

2.10.1.2 Colours 

Colours are also exaggerated in pictures to attract the attention of customers (Danciu, 

2014). Colours of products are made brighter or lighter in online advertising. 

Customers may then purchase products through online shopping, but when the 

products are delivered, the colours may not be the same as they appear in the pictures. 

The colours are either too bright or much lighter than what appeared in the 

advertisement. 

 2.10.1.3 Mixture of amusement with ads 

According to Danciu (2014), some advertising companies use what is called the 

mixture of amusement with ads. Danciu (2014) states that companies hide behind 

products, but entertain the audience via the advert. Customers may buy the products, 

because of the amusement used in an advertisement, but they may not even need the 

product. 
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Customers may be pulled by the product in this picture especially by the laughter of 

the people used in the picture. Parents may buy it so that they enjoy the product 

together with their children and be happy like the people in the picture.  

2.10.1.4 Size and price  

Danciu (2014) also highlights that advertiser’s use manipulation of size and price. 

Advertisers may enlarge pictures of the products and claim that products are cheap and 

big in size. One example can be of products such as body lotions which are advertised 

and purchased online. Customers are deceived by sizes and prices. Customers may not 

have any other choice, since they purchased the product already and are not able to 

courier back the products to the advertising companies.  

 

The skin cream in the picture is showing a large container which is full to the brim, 

but that is not how it looks like in reality. A customer may order the cream online and 

when it comes, it is not full to the brim and it may not be smooth as advertised. 

2.10.1.5 Graphs  

Misleading by graphs is used to manipulate customers (Danciu, 2014). Some 

advertisers use graphs to represent certain products or statistics about the use of 

https://www.google.com.na/imgres?imgurl=http://i.dailymail.co.uk/i/pix/2016/02/17/23/3152E87900000578-3452027-image-a-112_1455752584753.jpg&imgrefurl=http://www.dailymail.co.uk/femail/article-3452027/Why-pay-300-caviar-face-cream-7-luxury-beauty-products-fraction-price-high-street.html&docid=r3olItYh0d-MpM&tbnid=-RyCQ7WEJ-ToPM:&w=306&h=272&bih=651&biw=1366&ved=0ahUKEwjTlPrd167NAhVDD8AKHXJbDic4rAIQMwhiKF8wXw&iact=mrc&uact=8
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products worldwide just to mislead the customers and persuade them to purchase the 

product. However, this method might not be common in the advertisements of the two 

telecommunications providers under study. 

Advertisers use manipulation through the use of visual techniques, such as photoshop, 

colours, mixture of amusement with ads, size and price and graphs. In general, 

manipulation through visual techniques are more common in online advertisements 

than in any other form of advertisements. The current study is informed by the above 

techniques because the two telecommunications providers (MTC and TN Mobile) 

include these techniques in their advertisements. Photoshop and colours may play a 

role in their advertisements when they are compared to other visual techniques. 

2.11 Advertising components 

The online advertising components show the format of an advertisement like print 

advertising. The online advertising components also inform the current study since 

they show the structure or the format of an online advertisement. It is important for the 

researcher to focus on the format of online advertising because it is one aspect that the 

two telecommunications providers employ when designing their advertisements. This 

is done to make sure that all the components are employed to attract the attention of 

customers. 

2.11.1 Layout 

Salda (2009) indicates that advertisers use layout in advertisements that includes 

visuals, captions, headlines, copy, signature and white space. It is the layout of an 

advertisement that usually attracts the attention of the customer.  
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Salda (2009) also states that advertisers use the right composition of text and images 

in an advert and advertisements which are placed at certain places in an advert where 

they are visible to the customers. This is done to attract the attention of the customers. 

Too much information on an advertisement may bore the customers, who may then 

ignore that particular advertisement. Young people prefer advertisements with few 

words and some visuals. The two telecommunications providers use few words and 

some visuals in advertisements to attract young people. 

2.11.2 Slogans  

Advertising involves many components and one component is the use of slogans. 

Vaičenonienė (2006) states that often slogans are short; they are written in simple 

sentences and often contain ellipses. Vaičenonienė (2006) further highlights that 

slogans are usually eye-catching, and this makes it easy for consumers to remember 

them. 

Sindano (2014) points out that a slogan is vital, because it will remain in people’s 

minds. Slogans are meant to captivate and stimulate people’s interest. Sindano (2014) 

also states that slogans are catchy and they are usually written in short phrases or 

sentences to attract the attention of the customers. Furthermore, Salda (2009, p. 19) 

highlights that “an effective slogan should be brief, easily memorable and 

sententious.” If the slogan is too long, customers are not likely to remember. That 

slogan may not serve its intended purpose in a particular advertisement. An example 

of a long slog is “Formula Feeding is the longest lasting uncontrolled experiment 

lacking informed consent in the history of medicine”. Sindano (2014) adds that 



34 
 

 
 

advertisers sometimes diverge from Standard English to make the slogan 

unforgettable.   

Sindano (2014) also believes that slogans are used to prompt the audience to think 

about the product again and again. In addition, advertisers use schemes, tropes and 

layering of figures when formulating a slogan. This is done to attract the attention of 

the customer to the products or service (Christopher, 2013). 

2.11.3 Headlines 

Lazovic (2014) explains that headings are always highlighted by capitalisation, a 

combination of different letters, different fonts, colours and sizes and they arise 

associations. Salomo (2015) states that headings can be divided into two parts: the 

main heading and subheadings. According to Salomo (2015), most advertisements use 

headlines to attract the attention of customers as “headlines mostly give an outline of 

a problem or need, using questions and commands in direct address to the consumer” 

(p. 21).  

Headlines in advertisements are important because they attract customers. Headings 

are usually short and catchy. Headlines are also used by the two telecommunications 

providers under study to attract customers’ attention. 

2.11.4 White/open space 

White space is another important aspect in advertising, and advertisers are likely to 

use it when designing advertisements. According to Olsen, Pracejus and O’Guinn 

(2011, p. 858), white space is used for “visual and graphic design, to draw attention to 

the customers and to convey meaning about the product or company”.  
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Many customers do not have time to read longer pieces. It is therefore imperative for 

the designers to keep in mind the white/open space, so that advertisers attract 

customers when they only use part of the page to advertise products. Open space is 

common in the advertisements of the two telecommunications providers under study. 

2.11.5 Images  

 According to Christelle (2012), the language of advertisements is often accompanied 

by images. Images attract the attention of the customers. Christelle (2012) further 

states that “images evoke situations and realities in our lives or encourage us to dream 

about things that we would like to have or do” (p. 26).  

Salomo (2015) posits that images are used frequently to catch the attention of the 

customers. It is important for advertisers to use images when designing their 

advertisements, because images may draw the attention of customers. 

2.11.6. Incentives 

Sindano (2014) highlights that some advertisers offer discounts or incentives to 

customers. This attracts the customers to buy products, because customers may think 

that they will save money when they receive a discount on certain products. Sindano 

(2014) also states that some of the advertisers do not show the exact price of the 

product, but only the discount for that particular product. 
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The above advertisement shows 40% off the phones but it does not indicate their 

prices. However, the incentive invites customers to purchase the products. 

In addition to that, Lazovic (2014) states that advertisers use trigger words which have 

a big impact on the customers. Trigger words promise customers the saving of money, 

because of the discount given, or the low cost or extra products given, as well as 

bonuses. These words may attract the attention of the customers because every person 

wants to save money to use for other things. 

2.11.7 Brand image 

Aaker (1991, p. 138) defines brand image as a “set of brand association that are 

anything linked in memory to a brand, usually in some meaningful way” and can be 

defined as the perception about a brand as reflected by the cluster of associations that 

consumers connect to the brand name in memory. Advertisers use popular brand 

names when they advertise their products.  

Advertisers may also do research of different products. This can be done by making 

use of questionnaires or interviews. Research is done by advertisers to have knowledge 

of the most loved product in the market. Brand imaging is common in the two 

telecommunication providers’ advertisements especially on advertisements of mobile 

products.  

2.12 Foregrounding  

Smit (2012) defines foregrounding as “a form of textual patterning which is motivated 

specifically for literary-aesthetic purposes” (p. 56). Furthermore, Akhter and Hayat 

(2012) state that foregrounding “involves a defamiliarisation, deautomatisation or 

highlighting of some kind in the lexemes or syntax of some discourse” (p. 749). 
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In addition, Simpson (2004) points out that foregrounding occurs “either through an 

aspect of the text which deviates from a linguistic norm (called ‘deviation’) or, 

alternatively, where an aspect of text is brought to the fore through repetition or 

parallelism” (p. 50). Foregrounding was commonly used in literature in the past; 

however, it is also used in advertising nowadays. Foregrounding is important for this 

study, because online advertisements also have foregrounded texts or information, and 

it is usually employed in advertisements of the two telecommunications providers.  

 

The above example shows how MTC diverted from the norm when the name Aweh is 

written with a small letter at the beginning of the word. The font sizes of the words in 

the advert are also different. 

2.12.1 Parallelism 

Parallelism is a form of foregrounding. It is defined as “the repetition of words, 

sentences, phrases or expressions” (Chetia, 2015, p. 983). Sometimes repetition can be 

of sound or pattern.  

It is an effective technique in advertisements because customers are likely to memorise 

the words, phrases or sentences easily. Therefore, this may lead to the persuasion of 

customers to buy the product they remember the repetition of words. If an advertiser 

https://www.google.com.na/imgres?imgurl=http://www.mtc.com.na/images/aweh-gig.png&imgrefurl=http://www.mtc.com.na/packages/pre-paid/aweh-gig&docid=sTcc6ec1J49sZM&tbnid=ILOuh_C9U2os4M:&w=300&h=400&bih=555&biw=800&ved=0ahUKEwjnt4uvpLbNAhUCIcAKHdGCDS04ZBAzCAYoAzAD&iact=mrc&uact=8
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is advertising a plane, he/she may use parallelism like “Flying is fast, comfortable and 

safe”. The repetition of “f” makes it memorable because it rhymes in that phrase. 

2.12.2 Deviation 

According to Akhter and Hayat (2012), “language deviation, itself, means the use of 

language that does not follow the ordinary rules of the language use” (p. 4). Anantha 

(2014) interprets deviation as “the disruption of the communication process that causes 

difficulties on understanding the text” (p. 5). In simpler terms, deviation is a way of 

moving away from what is regarded normal to the masses. One may come to the 

conclusion that deviation is the method of not following the normal Standard English 

rules. Deviation is a favourite feature for many advertisers which is likely to be 

employed by most of the advertisers when designing advertisements. Deviation is 

divided into eight levels: lexical, grammatical, phonological, graphological, semantic 

and dialectical deviation, deviation of register and deviation of historic period (Leech 

1969, p. 42). However, for the purposes of this study, only a few, such as grammatical, 

lexical, phonological and graphological deviation were scrutinised. 

According to Mbatiah (2012), grammatical deviation is when one diverts from the 

grammatical norms, especially at syntactic level. This involves unfamiliar ways of 

using punctuation, overusing of ellipses, the use of incomplete sentences, the unusual 

exaggeration of words and unfamiliar arrangements of words in a sentence or phrase.  

Advertisers use capital letters to attract customers or they may use a great number of 

exclamation marks in one sentence, i.e. “Get it or have it!!!!!!!!!!” Lazovic (2014) 

explains that ellipses are used by advertisers to save space and also to make the 

message more effective. Moreover, ellipses attract the attention of customers because 
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they will be wondering about the missing word or letter and thus pay extra attention to 

the advert. 

 

The above advertisement is an example of grammatical deviation where advertisers 

use unfamiliar punctuation. Names or abbreviations are written with capital letters but 

MTC in this advertisement is written in lower case. There is also an unfamiliar phrase, 

“Your phone, just more”; in this phrase, there are some words omitted to make a 

sentence; however, it is still an understandable phrase. 

Another important type of deviation is lexical deviation. Mbatiah (2012) explains that 

lexical deviation has to do with the formation of new words or a new way of using 

existing words. The main focus of lexical deviation is on affixes and compounding. 

One example of lexical deviation is ‘AwehGig’ or ‘SuperAweh’ which are used by 

MTC in their advertisements. Another example of lexical deviation is ‘MEGAMIND’. 

Mega means large and mind means the part of the person that thinks or remembers. 

The two words are combined to form a new word MEGAMIND that means a large 

mind. CELL © is one of the telecommunication providers in South Africa, so it uses 

the word MEGADATA when designing their advertisement; MEGADATA is one 

example of lexical deviation. 

Phonological deviation focuses on the utterance of words. This is reflected in spelling 

(Mbatiah, 2012). The spelling of words is manipulated by the advertiser to catch the 

attention of the audience. One example of lexical deviation is “Fest come fest serve” 

https://www.google.com.na/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwjwq4CJtobNAhXMWRoKHR2IDasQjRwIBw&url=http://www.mobipay.com.na/products-and-services/&psig=AFQjCNEnPRpEmEPzzCO3Vdtm6FRfmGEoqQ&ust=1464855678428291
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instead of “First come first serve”. Another example is the use of letters together with 

the numbers to represent words. Example: ‘Do not be L8’, this phrase means the person 

must not be late. The use of the combination of letters and numbers makes it unique 

and it is for this reason that it becomes easy for the customers to remember.  

Graphological deviation focuses on the form of the language. Anantha (2014) explains 

that syntax determines the grammatical form, such as spelling, capitalisation, 

hyphenation, italisation and paragraphing. The main use of graphological deviation in 

an advertisement is to catch the attention of the customers when they see the unusual 

use of capital letters, punctuation and others. The advert below is an example of 

graphological deviation: 

 

 

 

 

The designer used graphological deviation when he/she uses capital letters at the 

beginning of most words in the advertisement. For example, weight, easy and way. 

‘Lose Weight the Easy Way’ is used to shout to the audience. 

2.13 Rhetorical devices  

Aristotle (322-320 BC) defined rhetoric “as the art of discovering all the available 

means of persuasion in any given case” (Chetia, 2014, p. 980). Chetia (2014) further 

states that rhetoric is vital in advertisements, and for an advertisement to be successful, 

a great variety of rhetorical devices are used. 
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2.13.1 Gender consideration  

It is imperative for advertisers to consider gender when designing an advertisement. 

Women and men have different preferences when it comes to certain products. 

Therefore, advertisers use different aspects to make sure that they include both males 

and females in an advertisement. Popova (2010) highlights that advertisers abuse 

femininity and masculinity when it comes to advertisements. 

Traditionally, there are gender roles for both women and men. However, roles for 

women in a society might be different from the roles for men. Women and men have 

different preferences too. Advertisers are careful when they design their 

advertisements. One example for gender consideration is the use of colour. Generally, 

most young women prefer light colours such as pink while men prefer dark colours 

such as blue. When an advertiser is designing an advertisement of a Samsung S5 

cellphone, the back covers of the phone may have light colours for women and dark 

colours for men. In this way each gender is catered for. However, there are exceptions 

for certain individuals because you may find some men who prefer light colours and 

some women who prefer dark colours. 

2.13.2 Scheme 

A scheme “is an artful deviation of the normal arrangement of words” (Vaičenonienė, 

2006, p. 47). Vaičenonienė (2006) further states that a scheme includes figures of 

repetition, such as sounds, syllables and keywords, enumeration and synonymy. A 

scheme also includes figures of omission such as the intentional omission of words 

and phrases and figures of composition such as puns and wordplay.  
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When advertisers use a scheme in their advertisements, this scheme causes emotions 

in the audience and sometimes disturbs the audience. In this case consumers will be 

aggressively persuaded to buy the product. 

2.13.2.1 Pun 

According to Smit (2012), “a pun is a form of wordplay in which some features of 

linguistic structure simultaneously combine two unrelated meanings” (p. 172). Chetia 

(2015) states that there are three ways of using puns in advertising. They can be utilised 

by making use of a word ambiguously, using a word more than once in different ways 

and also by using words with similar sound but different in meaning.  

One example of a pun in advertising is:  

 

This advertisement indicates how advertisers can play around with words to attract the 

attention of customers. However, this advertisement can also be related to 

phonological deviation. 

2.13.3 Trope 

According to Vaičenonienė (2006), a trope is another rhetorical device that is used in 

advertising, and it includes the use of metaphor, personification, rhetorical question, 

https://www.google.com.na/imgres?imgurl=https://www.mtn.co.za/everyday_services/calling_voicemail/PublishingImages/14852Q_Yellow_Salebration_banner-2MyAid-300x250.jpg&imgrefurl=https://www.mtn.co.za/everyday_services/calling_voicemail/Pages/EmergencyCall.aspx&docid=zz9KHH1vMsTLiM&tbnid=0CSG0yoZT-IyDM:&w=300&h=250&bih=651&biw=1366&ved=0ahUKEwjNzPvo-5HNAhUKM8AKHWcJDmo4rAIQMwgsKCgwKA&iact=mrc&uact=8
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simile, euphemism and overstatement. A trope is used “to express ideas in an 

imaginative and more economical way which contributes to enhancing the effect of 

persuasion” (Vaičenonienė, 2006, p. 48). 

2.13.3.1 Euphemism  

Euphemism is a way of using pleasant words instead of unpleasant words. According 

to Sindano (2014), euphemism is used in advertisements to reduce a negative view of 

second-hand products, such as cars, and also to create new images about particular 

products.  

Sometimes euphemism is used to soften things so that they will not scare people about 

certain situations. An example of euphemism is pre-owned Samsung phones. An 

advertiser may use the word “pre-owned” instead of “used”. 

2.13.3.2 Simile 

Chetia (2014) defines a simile as a device that compares two things by making use of 

words such as “like” and “as”. It is likely to compare two different things. 

Similes are used in advertisements and they challenge customers to think of the things 

which are being compared. Similes persuade customers to buy the products, because 

they force the audience to think critically. Some customers may buy products out of 

curiosity just to see what is implied in the advertisement. Chetia (2014) states that 

“similes communicate symbolic ideas in an advertisement” (p. 980).  

2.13.3.3 Personification 

Personification is when inanimate objects or things are represented as human beings 

(Chetia, 2015. It can also be defined as the process of giving human characters to non-
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human things or objects. Personification in an advertisement gives the products 

emotion and liveliness. This attracts the audience and they are likely to trust the 

product because it takes on human characteristics. A good example is “A jean that built 

the nation”. Customers are likely to buy that jean that is being advertised. 

 

This is another example of a personification where water is given the characteristics 

of a human being. Water cannot drink as stated in the advertisement. 

2.13.3.4 Epizeuxis  

According to Chetia (2015), epizeuxis “is the repetition of words in immediate 

succession, for vehemence or emphasis” (p. 982). Advertisers use epizeuxis 

intentionally to catch the attention of customers. Customers may believe the product, 

because of the description of the product given.  

One example of epizeuxis is the‘deep heat’ product being advertised. The advertiser 

might say “The fastest fastest pain relief”, this may catch the attention of the customer 

who is in muscle pain comparing to the other products that are described as pain relief. 

2.13.3.5 Rhetorical questions  

Kubicova (2013) states that rhetorical questions are used to build trust between 

customers and the advertiser. Rhetorical questions are common in speech writing. 

However, they are also used in advertisements nowadays. These kinds of questions 

https://www.google.com.sg/imgres?imgurl=http://ihaveanidea.org/articles/files/2007/09/nestea-person1.jpg&imgrefurl=http://ihaveanidea.org/articles/2007/09/23/an-inconvenient-truth-for-copywriters-how-to-write-headlines-and-why-your-career-depends-on-it/&docid=EeutHNYyRpItVM&tbnid=xti9YWFDgrmZQM:&w=480&h=243&bih=651&biw=1366&ved=0ahUKEwi5jpWsrrTNAhVjFMAKHb07DPAQMwgvKAYwBg&iact=mrc&uact=8
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became a popular device which a great number of advertisers prefer to use when 

designing advertisements. 

Sindano (2014) highlights that rhetorical questions are used to appeal to the emotions 

of the audience which will force the audience to create an answer to the questions in 

their minds and this will persuade them to purchase that particular product. An 

example of the rhetorical question is: 

 

The question “Do you want to lose 20 pounds in two weeks???” in this advertisement, 

causes customers to have answers to the question in mind. This question attracts the 

attention of people who want to lose weight and they are triggered to purchase the 

advertised product. 

2.13.3.6 Hypophora 

Rhetorical questions are not the only questions used in advertisements, but advertisers 

also use what is called hypophora. Hypophora is when someone asks a question and 

also gives the answer.  

This is used in many advertisements to catch the attention of customers. Customers 

may think that the advertisers have answers to all their questions (Chetia, 2015). An 
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example can be: “Do you want to remain poor? NO!” This may catch the attention of 

the audience to buy the product, because no one wants to remain poor.  

2.13.3.7 Hyperbole  

Chetia (2015) defines hyperbole “as a deliberate overstatement or extravagant 

exaggeration of facts used for producing comic effect” (p. 982). Chetia (2015) also 

states that hyperbole puts emphasis on the features of the products.  

A business person who owns a printing shop may advertise his /her products like:  “We 

do printing with the colour that stays forever”. This advertisement may attract the 

attention of many customers, because it creates trust and it gives a profound impression 

to the audience. Therefore, customers may believe it has quality, because it is claimed 

to last forever. This device is also important for the current study, because the two 

telecommunications providers also employ it in their advertisements. 

2.13.3.8 Fallacies  

Ad hominem is one type of fallacy that gives a bad impression about a person or a 

certain product (Kenechukwu, Asemah & Edegoh, 2013). It is employed in 

advertisements to put down other products or people.  

An advertiser of OMO products can advertise their washing powder and claim that the 

Sunlight product is of low quality, because it leaves stains and holes on clothes, as it 

was advertised in newspapers. This is done on purpose just to grab the full attention of 

the customers and persuade them to buy OMO products and hate Sunlight products. 

However, this techniques may not be commonly used by the two telecommunications 

providers under study. 
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2.13.3.9 Testimonials  

Testimonials are used by many advertisers to catch the attention of customers. An 

advertiser may use a celebrity as an example to the audience and claim that the product 

is of good quality and that is why it is used by that particular person (Kenechukwu et 

al, 2013).  

One example is Gazza, a well-known artist in Namibia. He is used on a variety of 

advertisements to attract a great number of customers. As customers admire him, they 

will pass on the same feeling to the product. The two telecommunications providers 

under study also use testimonials when designing advertisements. This technique 

invites a great number of customers to buy the product. 

2.13.3.10 Bait and switch 

Bait and switch is another technique used in advertisements to attract customers. 

Advertisers use lower prices during advertisements and change them back to higher 

prices later (Kenechukwu et al. 2013). Advertisers change the price at the till and claim 

that the products on sale are out of stock. They were sold to the customers who came 

first. 

Bait and switch happens mostly in food and clothing shops. However, 

telecommunication providers also use it as a method of attracting a number of 

customers.  

2.13.3.12 Metaphor 

A metaphor is a direct comparison of things. Smit (2012) defines a metaphor as a 

“change or transfer in significance from one object to another” (p. 158). Metaphors are 
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divided into different parts. However, conventional and creative metaphors were used 

for the purpose of this study.  

“Conventional metaphors are metaphorical usages which are found again and again to 

refer to a particular thing” (Smit, 2012, p. 161). Conventional metaphors can be used 

over and over by different disciplines and in different cases. An example of a metaphor 

is “The day rolled on”. This means that the day continues. The other kind of metaphor 

is creative (novel) metaphors. Smit (2012, p. 161) defines creative metaphors as 

“metaphors that a writer constructs to express a particular idea or feeling in a particular 

context”. In terms of advertisements, customers are expected to figure out the meaning 

of the metaphor. However, this might be tricky for customers, but it attracts the 

attention of customers and persuades them to purchase products. An example of 

creative metaphor is: 

  

 

 Different customers may understand the advertisement differently and also react 

differently to it. Telecommunications providers also employ metaphors in their 

advertisements; that is why metaphors are important for this study. Salda (2009) 

highlights that “consumers see the connection between the literal and figurative 

meaning of an item” (p. 19). This helps customers decide on whether they will buy the 

product or not. 
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2.13.4 Identification 

Identification is when one relates to another person based on interest, class or attitude. 

This is an important aspect in advertising. Advertisers use role models or important 

people in the society in advertisements to attract the customers’ attention. According 

to Burke (1969), people are born as separate beings and yet they want to belong to one 

group or another, despite their differences. Identification is important in the current 

study, because customers of the two telecommunications providers (MTC and TN 

mobile) also identify themselves with the people used in advertisements. 

2.13.5 Propaganda 

According to Smit (2012), propaganda is “something written or spoken with the 

intention of making people believe what the writer wants them to believe” (p. 229). 

She further explains that the purpose of propaganda is to “persuade, and it uses some 

questionable techniques to do so” (p. 229). Propaganda is usually used in speeches by 

politicians to persuade the listeners. However, nowadays advertisers also use 

propaganda in their advertisements to win the hearts of people, especially young 

people who are attracted to new things. 

 

The advertiser uses propaganda in this picture to invite a number of people to join the 

army. Readers may join the army because they associate themselves with the famous 

https://www.google.com.na/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiGs-fWz7jNAhUEnBoKHREGAPgQjRwIBw&url=http://www.slideshare.net/mrbelprez/animal-farmpropaganda-persuasion-and-advertising-techniques&bvm=bv.125221236,d.ZGg&psig=AFQjCNGLMUGltHo2-rWsVxBC7kDxZCnDDA&ust=1466580863265226
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character used in the advertisement. The audience may also feel that the words 

accompanying the picture are directed to them. 

2.13.6 Bribery  

According to Kubicova (2013), bribery is another technique used where customers are 

given free gifts when they purchase certain products but the prices of the free products 

have already been included in the main price. Bribery is common in advertising and 

many of the customers are not aware of it. Customers are persuaded to buy cellphones 

and promised to get free airtime or an extra free cellphone. This example is commonly 

used in advertisements, because customers want to save money.  

 

The above advertisement may persuade customers to buy these phones despite the 

price so they get an extra phone. Customers are bribed without them knowing.  

2.13.7 Summary  

This chapter focused on literature about advertising that was reviewed. The chapter 

includes the linguistics-stylistic theory, as well as linguistic and stylistic components 

in details as this study aimed to analyse the language used by the two 

telecommunications providers (MTC and TN mobile) in Namibia. The following 

chapter will focus on methodology used in the current study. 

 

https://www.google.com.na/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwjj1-mqjpbNAhWFVxoKHepIBhkQjRwIBw&url=http://www.mobilenapps.com/articles/5438/20121207/galaxy-s3-sprint-offer-buy-one-free.htm&psig=AFQjCNGWJbskwLmMV9kFKdu_E4Ti__kTlg&ust=1465395541843003
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CHAPTER 3 

RESEARCH METHODOLODY 

3.1 Introduction 

The main purpose for this study was to critically analyse the English online 

advertisements of MTC and TN Mobile. The advertisements were analysed from a 

linguistic-stylistic point view. This chapter gives a description of the procedures and 

methods used to collect data for this study. This study was a desktop study which was 

conducted by making use of the accessible information. 

3.2 Research design 

A qualitative approach is defined by Hennink, Hutter & Bailey (2011) as an approach 

used by researchers in order for them to gain a detailed insight of underlying reasons, 

beliefs and motivation (p. 17). In addition, they also state that a quantitative approach 

is used by the researchers to test an existing theory.  

For the purpose of this study, a qualitative research approach was used as the 

researcher gained new understanding of stylistic components found in advertisements. 

According to Leedy and Ormrod (2010), a qualitative approach allows the scholar to 

gain new understandings about a certain phenomenon and to ascertain the problems 

that occur within the phenomenon. The study was a desktop study, because there was 

no field work conducted, and the researcher used the data that was available online. 

Kothari (2004) defines a research design as “the arrangement of conditions for 

collection and analysis of data in a manner that aims to combine relevance to the 

research purpose with economy in produce” (p. 31). He further states that “the function 
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of the research design is to provide for the collection of relevant evidence with minimal 

expenditure of effort, time and money” (p. 31).  

The research design is very important in research and a research cannot be conducted 

without research designs. The designs are important because they include the “outline 

of what the researcher will do from writing the hypothesis and its operational 

implications to the final analysis of data” (Kothari, 2004, p. 31). Furthermore, the 

research design can be important because it enables the researcher to answer specific 

questions. This statement is supported by Bhattacherjee (2012) who states that a 

research design is a “blueprint for empirical research aimed at answering specific 

questions or testing specific hypotheses, and must specify at least three processes: (1) 

the data collection process, (2) the instrument development process, and (3) the 

sampling process” (p. 35). Babbie (as cited in Griffee, 2012, p. 43) postulates that 

research design is determined by the topic to be studied, the targeted population and 

what research methods will be used. This is why the research design is very important 

in research. Lastly, the research design is important because it includes the approaches 

to be used: qualitative, mixed or quantitative. 

The researcher used content analysis to analyse the data, because it focuses on “any 

verbal, visual or behavioural form of communication” (Leedy & Ormrod, 2010, p. 

146). Leedy and Ormrad (2014, p. 151) define content analysis as “a detailed and 

systematic examination of the contents of a particular body of material for the purpose 

of identifying patterns, themes, or biases”. Content analysis was used to analyse 

advertisements as it is used in analysis of books, newspapers and videotapes of human 

interactions (Leedy & Ormrad, 2014). The researcher of this study was prompted to 
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use content analysis during data analysis of the selected advertisements. The researcher 

used the content analysis because she analysed the language and the format that 

appeared in the selected advertisements.  

3.3 Population  

Bhattacherjee (2012) defines population as “all the people or items (unit of analysis) 

with the characteristics that one wishes to study” (p. 65). Population is vital in research 

because the researcher should have a specific people or things to study. The population 

has to be chosen for the researcher to have people or unity to which she will generalise 

the conclusions. The population of this study was all the English online advertisements 

from all the telecommunication providers in Namibia.  

3.4 Sample  

Bhattacherjee (2012) defines sample as “the actual units selected for observation” (p. 

65). In simpler terms, a sample is a way of selecting a small amount from the large 

population. It is difficult and time consuming to study the whole population. However, 

sampling makes it easier for the researcher to do an in-depth analysis because much 

attention will be given to each selected unit. 

 For the purpose of this study, thirty advertisements from two telecommunication 

providers (Mobile Telecommunication Limited and TN Mobile) in Namibia were 

chosen as the sample of the study. Fifteen advertisements were chosen from each 

company based on the availability of the advertisements. The available online 

advertisements were collected dated from January 2015 to December 2015, because 

they were the most recent ones that appeared online during data collection. A sample 

was chosen since the advertisements were a lot and they would take time to study if 
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they were all used for the study. Moreover, 30 advertisements were chosen, because 

they were manageable. 

This study used purposive sampling to make sure that the researcher obtain the needed 

information for the study. Easterly-Smit, Thorpe and Jackson  (2015) define purposive 

sampling as “a form of non-probability sampling design where the criteria for inclusion 

in a sample are defined, and entities are first screened to see whether they meet the 

criteria for inclusion, and those entities that meet the criteria are included in the 

sample” (p. 339). In addition, Cooper and Schindler (2014) state that with purposive 

sampling, “the researcher has a clear idea of what sample units are needed according 

to the purpose of the study, and then approaches potential sample members to check 

whether they meet eligibility criteria ” (p. 87). The samples that meet the requirements 

of the researcher are chosen for the purpose of the study and those that do not meet the 

requirements are ignored (Cooper and Schindler, 2014). 

The above definitions of purposive sampling were crucial for the current study, 

because the researcher chose the criteria of purposive sampling. This was done by 

going through the available advertisements and choosing those that are applicable to 

the current study. The researcher ignored the units or samples that did not meet the 

requirements for the study.  

Cousin (2011) defines “purposive sampling as the recruiting […] on the basis of a 

shared characteristic which will help in your inquiry” (p.79). This study was linked to 

this definition because the two telecommunications providers share the same 

characteristics or themes when using linguistic-stylistic components and rhetorical 

devices. This helped the researcher obtain the desired information for this study.  
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3.5 Research instruments 

The researcher constructed a checklist that was informed by literature reviewed for the 

purpose of data collection. The primary sources were analysed, and secondary sources 

were employed to inform the study. 

3.6 Procedure  

The researcher collected and printed thirty online advertisements, fifteen from each 

telecommunication providers from their websites, Face-book pages and Twitter 

accounts. The study used advertisements published between January 2015 and 

December 2015. The researcher was aware that online advertisements are often 

accompanied by animation, but for this study the adverts with animation were not 

considered or selected.  

The researcher analysed the advertisements critically by scrutinising the linguistic-

stylistic components used by the telecommunications providers. Furthermore, the 

researcher looked at the significance of advertising techniques such as bribery, 

association, humour and layout in advertisements that includes visual, caption, 

headline, copy, signature and white space in MTC and TN Mobile’s adverts. 

Moreover, the researcher looked at how the Namibian telecommunication providers 

use rhetorical devices such as Aristotelian’s proofs of persuasion, foregrounding and 

deviation to target the youth and also looked at the AIDA principle. 

3.7 Data analysis 

Data was analysed by making use of the linguistic-stylistic theory which focuses on 

language use. The researcher studied 30 advertisements to determine the use of 

stylistic features such as slogans, repetition, metaphors, puns, wordplay, ellipses, 
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alliteration schemes and tropes. Aristotle’s proofs (ethos, logos and pathos) and the 

AIDA principles (attention, interest, desire and action) were used to analyse, categorise 

and interpret the advertisements. Emerging themes were categorised, analysed, and 

interpreted. The data was summarised according to the themes and they were recorded 

in paragraphs. 

3.8 Research ethics 

Bhattacherjee (2012) defines ethics as “conformance to the standard of conduct of a 

given profession or group” (p. 137). However, it is important for one by abide to the 

standards set. Research ethics is important in research, because “science has often been 

manipulated in unethical ways by people and organisations to advance their private 

agenda and engage in activities that are contrary to the norms of scientific conduct” 

(Bhattacherjee, 2012, p. 137). 

The data collected and their analysis were used solely for this study. The researcher 

was objective in the data analysis and avoided compromising the names of the 

telecommunications providers used in the study. In addition, the researcher obtained 

permission from the University of Namibia to conduct this study and abided by the 

rules and regulations of the university during this study.  

3.9 Conclusion 

This chapter presented methods, procedures and strategies used in the study. 

Methodology included research design, population and sample. Moreover, research 

instruments, procedures, data analysis and ethical consideration were also discussed in 

this chapter. 
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The following chapter will be focusing on the findings of the study. It will further 

present what was collected from the 30 advertisements selected for this study. 
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CHAPTER 4 

DATA PRESENTATION, ANALYSIS AND INTERPRETATION 

4.1 Introduction  

This chapter focuses on the analysis of data collected for this study. MTC’s and TN 

Mobile’s online advertisements are analysed. The data collected are critically analysed 

and interpreted according to the research questions of the study: 

1. How do Namibian telecommunications providers use linguistic-stylistic devices in 

advertising to target young adults? 

2. How do Namibian telecommunications providers use rhetorical devices in 

advertisements when they target young adults? 

3. How do the advertisements of these telecommunications providers incorporate non-

verbal elements to persuade young adults? 

4.2 Linguistic devices  

Linguistic devices are commonly used by advertisers to accompany the images to 

persuade young people to purchase products. However, advertisers intentionally use a 

greater number of linguistic devices to manipulate the youth to purchase the advertised 

products or services. The commonly used devices in the 30 selected advertisements of 

the two telecommunications providers are imperative verbs, adjectives, adverbs, 

nouns, pronouns, phrases and run-on sentences. 
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4.2.1 Adjectives 

Adjectives are words that modify nouns, other adjectives and adverbs. The advertisers 

of the two telecommunications providers often incorporate adjectives on their 

advertisements to motivate young people to purchase advertised products. In the 15 

selected advertisements, MTC has used adjectives in all the advertisements to impress 

young people to believe what they are advertising. Young people are brainwashed by 

words like “new” and “free” which are commonly used in these advertisements. 

However, there are other adjectives used to captivate the young adults to purchase the 

products or services which are advertised. A good example of these adjectives is 

“virtual” in advertisement 5. 

 

Advertisement 5 

The word “virtual” is used to describe the noun “artist”. The word virtual can be 

interpreted as effective or as something that does not exist physically, but made by the 

software. Young people are left to think critically about the meaning of this adjective 

and this creates desires in them to find out more information about the product. In 
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addition, the adjective “large” that is used in the sentence “I’m large in terms of 

followers, friends and retweets” also prompts young people to register for “Aweh Gig” 

because they want to identify themselves with it as they would love to have a great 

number of followers, friends and retweets online. 

Another example of an MTC advert that use adjectives is advertisement 9 below: 

 

The superlative form of the adjective is used in this advertisement. The superlative 

form is usually formed by the inflectional morpheme “est” or by using the word 

“most”. In the sentence, “The fastest internet in Namibia,” the customers are made to 

believe that this product has the fastest internet in Namibia. The advertiser has used 

this adjective carefully to impress young people to purchase the advertised product. A 

great number of young people are addicted to internet, so they would love to have the 

internet that is fast to do their transactions as fast as possible. In addition, the phrase 

“New Netman” contains the adjective “new” which the advertiser has used to make 

the Netman more attractive and persuasive to young people. This adjective influences 

young people who like new things. As technology is always advancing each and every 

day, the young people prefer the new products so that they will be up to date with 
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others around the world. Moreover, the advertiser has used another adjective 

“postpaid” from the phrase “Postpaid Packages.” This adjective attracts the attention 

of the young people since it is a compound adjective and it implies that they are able 

to pay for their packages later.  

TN Mobile advertisers have used a great number of adjectives in their advertisements 

too just like MTC. This is done to make the advertisements more attractive and 

convincing to young people. Adjectives are powerful and colourful words which are 

always used by advertisers to manipulate the audience and lead them into purchasing 

the advertised product. Out of the 15 selected advertisements of TN Mobile, 12 

advertisements have a great number of adjectives. However, 3 advertisements do not 

have adjectives in them. This leads one to a conclusion that the use of adjectives has a 

very big influence on the minds of the young people. The good examples of adjectives 

used by TN Mobile are seen in advertisement 20 below: 
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In the sentence “Make free unlimited on-net calls to your favourite fixed-line 

numbers”, the advertiser has used the adjectives to make the advert more attractive and 

convincing. The adjectives like “free unlimited on-net” create desires in the customers 

and persuade them to purchase the advertised product. “Favourite fixed-line” are 

adjectives that are used to describe the numbers to be called in the advert. These 

adjectives are more attractive and convincing for young people because they like 

products which are free and not limited so that they will be online as much as they 

want. 

In advertisement 21, the advertiser has used powerful adjectives to target the young 

people by manipulating them with colourful words and make them desire to purchase 

the advertised product. In the phrase “Fast and unlimited internet access”, the 

advertiser has used adjectives such as “fast” and “unlimited” to convince the young 
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people to buy this product. In addition, these adjectives are also promising the audience 

that the advertised products are efficient. In return, this creates trust between the 

advertiser and the audience. Moreover, words such as “weekly, “unlimited” and 

“prepaid” in the phrase “Weekly unlimited prepaid data” are also adjectives that the 

advertiser has used to make the advert more convincing. The word weekly is used to 

convince the young people that they have the data that is available every week and it 

is unlimited so they can have as much fun as they like online.  

 The young people are targeted purposely using adjectives, because they are the ones 

who are impressed easily and they like following new fashions or technologies. The 

young adults are targeted differently unlike the adults or elders who do not care really 

more about fashion or technology. Moreover, young people are more influenced by 

their peers on social media. Therefore, advertisers take advantage of that and create 

advertisements that are more manipulative to brainwash the young people. Advertisers 

make sure that young people are convinced to believe what they put on their 

advertisements. TN Mobile uses a greater number of adjectives than MTC to 

accompany the images and make the advertisements more persuasive. 

4.2.2 Verbs 

The advertisers incorporate imperative verbs in the advertisements to draw the 

attention of the youth. Imperative verbs are words that command or order. Customers 

may feel that the designer is talking to them directly. A great number of young people 

do things because they are commanded to do so. This happens in our everyday lives 

and it gives a good platform for the advertisers of the two telecommunications 

providers under study, to use imperative verbs to manipulate the young people. MTC 
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has used  imperative verbs such as “get inspired”, “SMS”, “dial”, “download”, “click”, 

“buy” and “send” in their advertisements (refer to advert 1, 3, 7, 8, 9, 11, 13 and 15). 

In addition, out of 15 advertisements of MTC, 8 advertisements have imperative verbs 

and the other 7 advertisements do not have imperative verbs. However, imperative 

verbs are used in 12 advertisements of TN Mobile and only 3 advertisements do not 

use imperative verbs. TN mobile use imperative verbs such as “sign up”, “send”, 

“apply”, “visit” and “dial” to convince the young people to purchase the products (refer 

to advertisements 16, 17, 18, 20, 24, 25, 26, 27, 28, 29, 30 in the Appendix). This 

shows that imperative verbs are some of the best linguistic devices that the 

telecommunications providers use to persuade young people to purchase their products 

or services. 

Advertisers also use infinitive verbs to manipulate the young people to believe what 

they are saying about the advertisement and also to create desires in them. Infinitive 

verbs are not commonly used in the 30 selected advertisements, but in the few 

advertisements where they are used they sway adults. Infinitive verbs are used to 

promise young people something and as young people love to receive gifts on top of 

what they are supposed to have, they are influenced by these words and they lead them 

into taking action by purchasing the product advertised. However, these words are also 

used to persuade the young people to enter competitions and win something. Infinitive 

verbs like “to win”, “to receive” are used in some advertisements to promise the 

customers that they may win if they enter the competition (see advert 3 in the 

Appendix). 
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4.2.3 Pronouns 

In persuasive language, pronouns are used for identification purposes, trust and 

creating a bond. Most of the advertisers prefer to create identity in the audience, create 

trust and unity. The two telecommunications providers have used a great number of 

personal pronouns in their advertisements.  The commonly used pronouns are I, you, 

we, us, your and who. I is used in 2 advertisements, you is used in 7 advertisements, 

“your” in 5 advertisements, “we” in 3 advertisements, “us” in 4 advertisements and 

“us” in 3 advertisements (see advert 1, 3, 7, 13, ,16, 17 and 20)  about 6 advertisements 

did not use pronouns.  

In advertisement 1 of MTC the advertiser has used I which refers to the First Lady 

Monica Geingos. This pronoun shows the commitment and purpose that the First Lady 

has in life and to the advertised event. This is done to draw the attention of the young 

people because they know that the First Lady is an influential person who is also a 

young adult, although she is a First Lady and a mother. In addition, the pronoun “you” 

is used in advertisement 7 to attract the attention of young people because they may 

feel that the advertiser is talking directly to them. Another pronoun that is used is 

“your”. This pronoun is also used for the same purpose as “you” but it is used together 

with the word free to manipulate the customers and also to make them feel loved and 

appreciated by the advertiser. The second person always creates a sense of identity and 

acceptance in the scope of the advertiser. 

In advertisement 20, the advertiser of TN Mobile has used a pronoun “your” in the 

sentence “Make free unlimited on-net calls to your favourite fixed-line numbers”. This 

pronoun “your” is used to manipulate the young people to think that the advertiser is 



66 
 

 
 

talking to them directly. Moreover, this pronoun is also used to show the unity or 

relationship between the young adults and the advertiser. The young people also 

identify themselves with the advertisers and feel they are directly talking to them. In 

the sentence “Multiple ways to get in touch with your customers and friends in a fast, 

convenient and quick way”, a pronoun “your” is used to play around with the young 

people’s emotions and prompt them to identify themselves with the statement the 

advertiser. Moreover, the pronoun “your” is used three times in the advert to create a 

relationship between the advertiser and the customers also see advertisement 17. This 

is carefully done by the advertiser to draw the attention of the audience by them 

relating and identifying themselves with the advertiser. 

4.2.4 Nouns 

Advertisers use different types of nouns such as common nouns, proper nouns and 

compound nouns to attract the attention of the young people. New names which are 

funky, are created purposely for young people because they are exposed to the street 

and informal language when they are communicating to their peers.  

4.2.4.1 Common nouns 

 A great number of common nouns are used in the advertisements. However, common 

nouns like Recharge Voucher, Starter Packs are used by the advertiser to attract the 

attention of the young people because they are written with capital letters at the 

beginning like proper nouns (see advertisement 11). Capital letters always shout to the 

audience so they are also shouting to the young people in this advertisement and they 

are prompted to purchase these advertised products. 



67 
 

 
 

4.2.4.2 Proper nouns 

Proper nouns in persuasive language are used to show brand names to the audience. 

However, the young adults are targeted by the two telecommunications providers to 

buy brand names or branded products. Brand names are common nowadays in 

Namibia. Therefore, the two telecommunications providers use brand names such as 

Samsung, Nokia and Apple iphone. Out of the 30 selected advertisements only 4 

advertisements use brand names for mobile phones (see advertisement 10, 12, 9 and 

22). However, the other advertisements such as 26, 27 and 30 have brand names of 

Wi-Fi or internet products and services. 

4.2.4.3 Compound nouns 

A compound word is used by the advertiser to attract the attention of young people in 

advertisement 7. The word “o-yeah” can be interpreted as an exclamation, because it 

sounds like an expression that is usually used to mean yes or true by young people. 

This can be an exclamation word but it does not have an exclamation mark at the end. 

However, it is used as the name of the product that is advertised to motivate young 

people to read the advertisement and find out more information about it. This is a cool 

word and every young person wants to be associated with this word. In addition, the 

advertiser of advertisement 5 has used the compound word “#cantfeelmythumb” to 

impress the young adults. This is the language that is trending on social media, so it 

will attract the attention of the customer and create desire in them to purchase the 

advertised product. MTC has used other compound nouns such as 

“#MTCGETINSPIRED”, “hotspot” and “auto-play”. 
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The designer used the compound nouns to impress the young people. Examples of 

compound nouns the designer used in Advertisement 20 are:  “once-off”, “fixed-line”, 

“off-net” and “on-net”. These compound nouns are words that are joined together to 

convey a special meaning. The word “once-off” gives the young people confidence 

and trust on the advertised product. Moreover, the word “off-net” also promises the 

young people that they can use the advertised product even when they are not 

connected on the internet. This is targeted to the young people because they like new 

things and they prefer to pay the product once off. TN Mobile has used other 

compound nouns such as “homephone”, “Callmakercombospecial”, 

ShareUlimitedinternetAccess to impress the young adults and this leads them into 

taking action by purchasing the advertised product. 

4.2.5 Adverbs 

The two telecommunications providers have used adverbs in their advertisements to 

captivate the attention of the young adults. However, adverbs appear only in 7 

advertisements out of 30 selected advertisements. The other 23 advertisements do not 

use adverbs to attract the young people. Adverbs such as ‘‘now’’, ‘‘weekly’’, ‘‘daily’’, 

‘‘today’’ and ‘‘fast’’ are used in the advertisement to create immediacy (see 

advertisement 2, 3, 4, 11, 17, 18, 21). Young people are manipulated to enter 

competitions, to buy products or attend events through the use of these words. 

4.3 Rhetorical devices  

4.3.1 Deviation 

Deviation is a powerful weapon that most advertisers use to manipulate the audience. 

Different types of deviation such as lexical deviation, grammatical deviation, 
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graphological and phonological deviation are employed in the 30 selected 

advertisements of the two telecommunication providers.  

4.3.2.1 Lexical deviation 

Deviation is important in advertisements as the advertisers divert from of English 

norms. Deviation is usually used in advertisements to attract the attention of the 

customers. The advertiser has used lexical deviation by using this compound word 

“#MTCGETINSPIRED” to attract the attention of young people and make them reread 

the advertisement (see advertisement 1). The attention of the young people is drawn 

through the use of a new word that is formed with existing words. The advertiser has 

done this purposely to target the young people because they are exposed to these kinds 

of words on social media, unlike the elders who do not understand such words and 

their effects. Lexical deviation is used in a great number of advertisements for MTC. 

Other lexical deviation is seen through the use of words such as “#cantfeelmythumb”, 

“O-yeah” and “auto-play” (see advertisements 7, 8, 9 and 14). On the other hand, TN 

Mobile has used words such as “CallmakercomboSpecial”, 

“ShareUnlimitedInternetAccess”, “Gigaset” and “Outlook2SMS” to make young 

people to consider the products or services advertised (see advertisement 17, 18, 24, 

25, 26 and 27). 

4.3.2.2 Graphological deviation  

Advertisers usually use bold letters, hyphenation, different font sizes, capitalisation 

and small letters for proper nouns to divert from the norms of the language. MTC 

advertisers also use the same elements to divert from the norm so that they grab the 

attention of young people. MTC advertisers use hyphenation in advert 1 and 14, bold 
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letters in advert 1 and capitalisation and different font sizes in all the advertisements. 

All these elements are used to impress the young people. Hyphenation is also used to 

attract the attention of the audience in the phrase “I am Monica, Mrs Monica Geingos-

First Lady”. The hyphen is used to remind young people who Mrs Monica Geingos is 

(see advert 1). As she is a role model for many young adults, this persuades them to 

attend the event. 

Below is an example of advertisement 2 which uses graphological deviation 

 

Graphological deviation appears in this advert when the advertiser has used the small 

letter at the beginning of the word “aweh” which is the name of the product. This is 

done purposely to attract the attention of the young people. Proper nouns are supposed 

to be written with capital letters at the beginning. This means that the advertiser 

diverted from the English norm. The word “prime” is also italised to draw the attention 

of the audience. The name “aweh prime” is supposed to be written with the same font 
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and style because it is one name but the designer designed it in an attractive way to 

make sure that it persuades the young people to purchase the advertised product. 

On the other hand, TN Mobile has used the same graphological elements to influence 

the decisions of the young people about the new products and services. The font sizes 

of some advertisements are different throughout the advert. The main heading is 

usually expected to have a larger font size comparing to other words in the 

advertisement. However, the advertiser diverted from that norm because the 

subheading “Share Talk” has a larger font size than the main heading 

“TalkInternational”. The important information that the advertiser wants to bring out 

are written in large font sizes, (see advertisement 16). 

4.3.2.3 Grammatical deviation 

Grammatical deviation appears in the 30 selected advertisements for this study. 

However, it is not used often. One example of this kind of deviation is seen in 

advertisement 3. The advertiser uses an ellipse in the sentence: “The more you know 

about Aweh the better your chance to win.” The advertiser is supposed to use a comma 

between the clauses, but he/she has not used it. This is done intentionally to grab the 

attention of the young people and forces them to reread the sentence. However, this 

sounds cool to the young people since they are used to the street language they use 

every day (see also advert 7 for ellipsis). On the other hand, grammatical deviation is 

also used in advertisement 16. This appears when the advertiser uses an incomplete 

sentence “Call us Toll Free on 1100”. A word or a symbol is missing between call us 

and toll free. This will captivate the attention of young people and create curiosity in 
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them to reread the sentence or take an action of calling the number to find out more 

information about what is being advertised. 

4.3.2.3 Phonological deviation 

Out of the 30 selected advertisements for this study, only 2 advertisements have used 

phonological deviation (adverts 17 and 30). Phonological deviation has appeared in 

advertisement 17 when the advertiser used a combination of letters and numbers 

“Outlook2SMS” and “Web2SMS” to formulate new words. The number 2 used in the 

advert represents to. This attract the attention of the young people and create desires 

in them to find out more about the advert and the meanings of those words. 

4.3.4 Gender consideration 

The advertisers always consider gender when they design their advertisements. Out of 

the 15 selected advertisements for MTC, only 1 advertisement uses a picture of a 

woman (see advertisement 1).  In addition, 4 pictures incorporate pictures of men. The 

colours used in the 15 advertisements are mostly blue, white, maroon, yellow and 

white. These colours are common colours for both women and men. They are used 

differently to attract the attention of young people. The blue and white colours are the 

company colours. That is why they are used in every advertisement for identification 

purposes. The use of the young men attracts the attention of both young men and 

women. Many are persuaded to purchase the advertised product of service so that they 

are at the same level as the other young men in the pictures. Moreover, the young 

women are attracted by young men with funky styles. Therefore, they are induced into 

purchasing the advertised products for the sake of the men used in the pictures.   
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On the other hand, TN Mobile has used more images of women than men.  Out of the 

15 advertisements of TN Mobile, only 4 pictures have images of men whereas the 

other 11 have pictures of women. Moreover, a great number of young men are attracted 

by beautiful ladies. Once they see their pictures, they are prompted to making a 

decision of purchasing the advertised products. In addition, young people are affected 

by peer pressure, once they see that other young women in pictures are using the 

products and are happy as portrayed in the pictures, they will try to get the same 

products to experience the same. In short, young women identify themselves with 

those women used in the selected advertisements. 

4.3.5 Pun 

Advertisers always play around with words to impress the audience. Young people are 

attracted by funky words, phrases or sentences. In advertisement 5, the advertiser has 

used an adjectival phrase “I’m the “I like it, tweet it, @ you, @ me, share a #selfie”, 

to describe the hipster. This phrase is purposely used to impress young people to 

purchase the advertised service. This service will give them an opportunity to have 

enough data so that they do what the young man in the picture does online. In the 15 

selected advertisements of MTC only 1 advertisement has a pun and the other 14 

advertisements do not have a pun. This is an indication that the advertisers for 2015 

employ other devices to persuade young people. Moreover, puns are also common in 

both TN Mobile advertisements and MTC advertisements. In advertisement 17, the 

advertiser has used words like “Outlook2SMS” and “Web2SMS” to encourage young 

people to purchase the products. The young people’s minds are played with by the 

advertiser to figure out the meaning of the words. The young people’s attention is 

caught by using a combination of words and numbers to form other words. In addition, 



74 
 

 
 

adults and young children usually do not understand the words or phrases that are 

combined with numbers or other symbolic signs. Therefore, advertisers of these two 

telecommunications providers target young adults who are used to combinations of 

letters and numbers because they are able to understand the messages better.  

4.3.6 Simile 

Similes make advertisements more attractive and persuasive. However, only 1 out of 

the 30 selected advertisements has employed a simile. A simile is incorporated in 

advertisement 18 to motivate young people to purchase the advertised product. The 

simile “as little as N$ 169 per month” is used to create desire in the audience. However, 

the advertiser see the amount as little for the young people to pay, that is why the word 

“little” is compared to N$ 169. 

 4.3.7 Metaphor  

It is ideal for the advertisers to use metaphors to make advertisements more attractive 

and persuasive. Out of the 15 selected advertisements of MTC for the study, only 3 

advertisements have employed metaphors to attract young people (see advertisement 

2, 5, 14). All the other 27 advertisements do not have metaphors in them. 

Advertisement 2 is a good example of how the advertisers use metaphors in 

advertisements: 
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Metaphors like “I’m a lover of conversation”, “a connector and a storyteller” refers to 

the product “Aweh prime” which is compared to a person. Young people love 

conversations, therefore, they are targeted by the advertisers through the use of this 

comparison. All the words in this advertisement are used metaphorically to grab the 

attention of young people. However, the young people may interpret the words from 

the beginning as the lyrics of the song that the young man in the picture is saying, but 

then the words refer to the advertised product. In addition, MTC has also used a 

metaphor in advertisement 14 to motivate young people to purchase the advertised 

product. This metaphor is “I am a comedian who flew to England in a container”. The 

container is a symbol of a plane, but it is used in a humorous way to attract the attention 

of the young people. This leads the young people to take a decision to attend the 

advertised event so that they will have fun at the event. Moreover, TN Mobile has not 

used any of the metaphors in their 15 selected advertisements.  
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4.3. 8. Personification 

Advertisers attract the attention of the audience by giving human characteristics to 

non-human things or objects. This device is not commonly used in the 30 selected 

advertisements in that only 2 advertisements out of 30 incorporate personification. 

This shows that this device is not favoured by the two telecommunications providers 

when it comes to persuasion. Advertisement 5 below is an example of how MTC uses 

personification to target young people to buy their products: 

 

The three sentences in this advertisement are all used as personification. They are 

giving human characteristics to the product “aweh Gig”. The sentence “I’m the “I like 

it, tweet it, @ you, @ me, share a #selfie” kind of hipster”  is personification whereby 

the product “aweh Gig” is given the characteristics of human beings. The product is 

compared to the hipster, a person who follows the latest fashion or trends. The word 

“hipster” may arouse interest in the young people because they know hipsters and they 

want to be associated with them. These young adults are prompted to find out more 
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about the advertised product, which later lead them into taking action by purchasing 

the advertised product. In addition, the sentence “I speak in pictures, symbols and 

codes”, is also personification, because the product cannot speak, only people speak. 

So the product is given the characteristics of people to persuade the young people to 

purchase the products. Furthermore, the sentence “I’m all set to chat any time, day or 

night” is also personification whereby the product “aweh prime” is given the 

characteristics of a human being (see advertisement 2). 

4.3.9 Epizeuxis  

The attention of young people is sometimes grabbed by the use of repetition of words 

in sequence for emphasis. Epizeuxis can be memorable and advertisers prefer to use it 

in advertisements to evoke the emotions of the young people. Out of the 30 selected 

advertisements, only advertisement 1 incorporates epizeuxis to grab the attention of 

young people. It is used in the run-on sentence “I was Aweh Aweh now I am Aweh 

prime” to attract the attention of the young people. The advertiser of this advertisement 

uses the words “Aweh Aweh” to target the young people because they understand what 

it is unlike the young children and elders who have no idea what that is. The word 

“aweh” is used by young people to show that something is cool and the person using 

it is impressed by what was said. The young people use this product “Aweh Aweh” so 

the advertiser in this advertisement is introducing a new product to the young people 

so that they purchase it.   
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4.3.10 Rhetorical question 

Rhetorical questions are favoured by most of the advertisers when designing their 

advertisements. Although the two telecommunications providers use some rhetorical 

questions in their old advertisements, only 2 advertisements out of 30 incorporate 

rhetorical questions. The rest do not use rhetorical questions. In advertisement 4, the 

advertiser uses a rhetorical question “Who inspires you?” to attract the attention of the 

young people. The advertiser does not expect the answer from the audience but rather 

grab their attention through the use of this question. This question creates answers in 

the minds of young people and persuades them to think about the main aim of the 

advertisement. Rhetorical questions do not need answers but answers are created in 

the minds of the audience. This question also causes the audience to identify 

themselves with the advertiser as they feel that the pronoun “you” refers to them when 

the advertiser is talking to them directly.   

Another advertisement which used rhetorical questions is advertisement 8 below: 
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Two rhetorical questions “Are your videos playing automatically when browsing your 

Facebook wall?” and “WANNA MAKE IT STOP?” are used by the advertiser to 

attract the attention of the young Facebook users. These questions make young people 

feel like answering the questions. The questions create desires in young people and 

prompt them to follow the steps given in the advert. Advertisers target the young adults 

because they are the ones who use Facebook most of the time. The question “WANNA 

MAKE IT STOP?” is also a hypophora because the advertiser has used a question and 

then answers it immediately. This leads the young people into following the steps 

given, so that they stop the videos on their walls automatically.  

4.3.11 Hyperbole 

A great number of advertisers use hyperbole to influence the decisions of the young 

people about the advertised products. Hyperbole is exaggeration of certain ideas or 

points. It is used in persuasive language to make people believe what the advertiser 

has said. Hyperbole gives the products greater importance, which is why the 

advertisers for the two telecommunications providers use it to impress the young 

people to purchase the advertised products.  Advertisement 5 below shows an example 

of how hyperbole is used by MTC to impress young adults: 
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The advertiser of this advertisement uses the hyperbole to attract the attention of young 

people. Hyperbole is used in the first sentence “I’m a virtual artist who never sleeps”. 

All the human beings need to sleep. The advertiser exaggerated at this point because 

it is not possible for someone to live and not able to sleep. The word “never” shows 

the exaggeration of the whole idea behind this sentence. Another peculiar sentence 

used by the advertiser to attract the attention of customers is “I’m the “I like it, tweet 

it, @ you, @ me, share a #selfie” kind of hipster.” The advertiser has used the above 

sentence to create desires in young people to purchase the advertised product. The 

product is compared to the hipster, a person who follows the latest fashion or trends. 

Furthermore, the sentence “I speak in pictures, symbols and codes” can also be a 

hyperbole that is used to attract the attention of the young adults. Another example of 

a hyperbole is seen in advertisement 9 in the sentence “The fastest internet in 

Namibia”.  This is a hyperbole because this internet is compared to all the other 

internets in Namibia while there was no research done to prove that is the fastest of 
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all. This claim is done to motivate the young people to purchase this product.  Young 

people are manipulated through the use of that sentence without their knowledge. 

On the other hand, TN Mobile has used hyperbole in advertisement 20, 25, and 29 to 

grab the attention of the young people. This means that out of 15 advertisements of 

TN Mobile only 3 incorporated the hyperbole. Moreover, below is an example of how 

a hyperbole is used in advertisement 20 to target young adults: 

 

The advertiser of this advertisement uses the sentence “Make free unlimited On-net 

calls to your favourite Fixed-Line numbers” as a hyperbole to persuade the young 

people to buy the advertised product. This is exaggeration because the calls are not 

free since customers have to pay a weekly or a monthly fee for that particular product. 

Another hyperbole used is on the heading “Best Friends Forever”. The advertiser 

claims that once one purchases the advertised product, he/she can be in touch with 
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his/her friends forever. Friendship cannot be measured and no one knows how long 

the friendship will last. The heading is used to fascinate the young people and make 

them believe that this product will prolong their friendships. Young adults are targeted 

through this advertisement because they like to be online with their friends unlike 

elders and young children. 

4.3.12 Testimonials  

Testimonials are used in advertisements to manipulate the audience. However, the 

advertisers make sure that they target the audience thorough the use of celebrities. 

Testimonials are not commonly used on the 30 selected advertisements. Moreover, the 

MTC advertiser uses the First Lady, Monica Geingos to grab the attention of the young 

people and persuade them to attend the advertised event (see advertisement 1). In 

addition, the advertiser also uses a famous actor, Nkem Owoh, to advertise the Masters 

of Success event. The young people will identify themselves with the two celebrities 

and decide to attend the event. On the other hand, TN Mobile does not use celebrities 

in their 15 selected advertisements but uses pictures of young people to motivate the 

young people to buy the products. 

4.3.13 Bait and switch 

Advertisers use the technique of bait and switch to attract the attention of the audience 

in advertisements. However, this technique is not commonly used in the 30 selected 

advertisements. In advertisement 12, the advertiser uses the discount of 30-70% off to 

attract a great number of young people. However, when these young people are going 

to the shop, the prices and switched back to the normal prices. In most cases customers 
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use their cards to swipe so they might not realise that the price was changed back to 

the normal price.  

4.3.14 Identification  

Young people are attracted by their peers. However, the advertisers of MTC and TN 

Mobile use pictures of happy people in the pictures to influence the decisions of young 

people in Namibia. Advertisement 1 and 14 have incorporated the First Lady, Monica 

Geingos, and the famous comedian, Nkem Owoh, to persuade young people to attend 

the event of Masters of Success. Young people identify with these people. Moreover, 

the young people identify themselves with the young women and men who are used in 

all the selected advertisements and this leads them into purchasing the advertised 

products.   

4.3.15 Bribery  

Advertisers always target the audience by making use of free gifts. The audience is 

promised something for free on condition. The two telecommunications providers use 

bribery in their advertisements. Out of 15 advertisements of MTC, 5 advertisements 

promise young adults free gifts, if they buy the advertised products (see advertisements 

7, 10, 12, 13, and 15). In advertisement 7, the advertiser uses bribery in the 

advertisement to motivate the young people to buy the product. This can be seen in the 

sentence “For your free minutes SMS’s & data, use the slider and create your own 

package”. The advertiser is promised free minutes, SMSes and data when purchasing 

the advertised product. These free incentives attract the attention of the young people 

and persuade them to buy the product. In addition, bribery is also used in advertisement 

13. The “free Huawei Bluetooth speaker” is bribery because young people are advised 
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to purchase an expensive product to receive free gifts. Young people are manipulated 

without their knowledge because the free product’s price is also included in the price 

of the main product. 

On the other hand, bribery is used in most of TN Mobile’s advertisement. 10 out of 15 

advertisements incorporate bribery. This is an indication that they use bribery more 

often to captivate the young people into purchasing the products. Furthermore, the 

advertiser of advertisement 18 uses bribery throughout the advertisement. This is used 

when the advertiser uses phrases like “Free unlimited calls”, “Free 50 minutes anytime 

fixed to mobile calls”, “Free GIGASET” and “Free Line Rental”. Young adults are 

prompted by the free gifts to purchase the product and they will end up buying the 

product for the sake of getting free gifts. This is done purposely to target the young 

people because they are impressed easily by new products and services. 

4.3.16 Alliteration 

The repetition of letters, words or phrases is one of the powerful weapons to impress 

young people with advertisements. Alliteration helps young people to remember 

certain words and products. Certain words will keep on popping up in their minds. 

Alliteration creates rhythm and makes the products to be cool to young people. 

Alliteration is not commonly used in the MTC advertisements. Only 5 out of 15 

advertisements incorporate alliteration to persuade young people to buy products. In 

addition, 10 out of 15 advertisements do not incorporate alliteration. This is a clear 

indication that this device is not as vital as other devices in terms of influencing young 

people. Advertisement 9 has examples of alliteration such as “New Netman”, 

“Postpaid Package” and “Turbo Boost Bundle”. The rhyme of the letters at the 
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beginning of the words draws the attention of the young people and forces them to 

read the advertisement over and over, and later forces them to purchase the product 

because it will keep on rolling in their minds. Another alliteration is used in the 

sentence “I was Aweh Aweh...”.  The name Aweh Aweh will pop up in the minds of 

the young people because it is a cool name and this triggers them into purchasing this 

product because it sounds cool (see advertisement 2). On the other hand, TN Mobile 

uses alliteration in 12 advertisements out of 15. Furthermore, only 3 advertisements 

do not use alliteration (see advertisements 17, 19 and 29).  

4.4 Aristotelian proofs and AIDA principle 

The Aristotelian proofs of persuasion are intertwined with the AIDA principle. It is of 

a great importance for the advertiser to consider them when designing advertisements, 

especially advertisements for young people. Young people’s attention is caught 

through different ways such as design, the use of colours, pictures and through the use 

of emotive words. All the 30 selected advertisements conform to the AIDA principle 

and the Aristotelian proofs of persuasion. 

4.4.1 Ethos   

Pictures of people are used by the advertisers to influence the audience on certain 

products advertised. However, 16 out of the 30 advertisement use pictures of people 

to grab the attention of young people. In addition, 14 advertisements have only pictures 

of products. It is through the use of people’s pictures that most of the young adults are 

persuaded when they identify with people in the pictures. 

MTC use pictures of young people in their advertisements to motivate their audience 

of young people who associate themselves with those people in the pictures and 
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purchase the advertised products. The advertisement below incorporates a picture of 

the First Lady of Namibia, Monica Geingos:  

 

Young people are persuaded through the use of her personality. Many people in 

Namibia admire the First Lady, so they may decide to take action by attending the 

event advertised. The First Lady is an influential and young person, the audience is led 

by her picture into taking action by attending the talk show. This is because they do 

not want to miss out on the speech by the First Lady. The facial expression of the First 

Lady also impress the young people because it is full of joy and happiness. 

 Furthermore, the advertiser has used a picture of a young man in advertisement 7 

below: 
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The marketer of this advertisement uses a picture of a young man holding a 

microphone. The young people are attracted by the picture and they may associate 

themselves with the young man because he shows excitement. Furthermore, this young 

man looks like an artist who is performing on stage. This attracts the attention of the 

young adults and leads them into taking action by purchasing the product, so that they 

may be happy like the man in the picture. In that way the picture conforms to the AIDA 

principles. 

On the other hand, TN Mobile uses a great number of ethos in their advertisements to 

captivate the attention of young people. Out of the 15 selected advertisements of TN 

Mobile, 11 use pictures of people to influence the decisions of young people to buy 

the advertised products.  
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Below is advertisement 21 which is an example of how TN Mobile incorporate ethos 

in their advertisements: 

 

The advert conform to the AIDA principle through design and colours. The attention 

of the young people is caught through the use of two young gentlemen holding laptops 

in their hands. The expressions on their faces also tell the young people how 

comfortable and relaxed the young gentlemen feel. This leads the young adults to 

associate themselves with the gentlemen in the picture to purchase the advertised 

product. 

This is another example of how TN Mobile incorporate ethos and AIDA principles in 

their advertisements. Advertisement 25: 
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The advertiser uses ethos when he/she displays a picture of a beautiful lady wearing a 

smile on her face. The lady is standing and using her hands to weigh options. 

Therefore, young adults are manipulated through this and they may choose one of the 

three options portrayed in the advertisement. Young people will identify themselves 

with the beautiful lady in the picture and take action to buy the advertised product. The 

use of a young person is vital in helping the advertiser to attract a great number of 

young people. 
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4.4.2 Pathos  

The advertiser has used pathos in advertisement 1 to appeal to emotions of the young 

people. This can be seen in the use of the sentence “I am Monica, Mrs Monica 

Geingos- First Lady” in the advertisement. This conforms to the AIDA principle 

because the young people are attracted by the words when the First Lady is introducing 

herself. First Ladies are important people in countries and they are respected for their 

positions. Furthermore, the advertiser uses the phrase “Africans inspiring you”. This 

phrase appeals to the emotions of young people, because they may feel that the 

advertiser is talking to them directly.  In addition, the advertiser has used advertisement 

15 below to portray the use of pathos and AIDA principles in MTC advertisements: 

 

The advertisement conforms to the AIDA principle through the use of different 

colours. Colours attract the attention of young people and they also appeal to their 

emotions. The red colour brings out the headlines while the blue colour is used in the 
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open space of the advertisement and the white colour is used on the body copy to 

complement the other colours used in the advertisement. This is done solely to make 

the advertisement more attractive. The use of different designs also persuade young 

people to purchase the advertised phone. Furthermore, the brand name “Samsung” 

creates desires because a great number of customers have been using that brand and 

they trust it and want to own any new Samsung phones that are advertised. Selfie sticks 

are very common nowadays since young people like taking pictures. Therefore, the 

free selfie stick also captures the attention of the young people which leads into them 

taking action by buying the advertised product. 

On the other hand, TN Mobile uses pathos and the AIDA principle when designing 

their advertisements. Pathos is commonly used in TN Mobile advertisements. Below 

are some examples of how pathos and the AIDA principle are incorporated in TN 

Mobile advertisements: 
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The marketer plays with the emotions of the young people by using the combo of two 

phones. When customers see the combo and the price, interest and desires are created 

in them which persuade them to purchase the advertised product. The advertiser 

appeals to the pathos and logos of young people by making use of the phrase “Once 

off fee only N$ 449”. In this case, young people are persuaded to pay N$ 449 at one 

moment, not on a monthly basis. Another pathos used in this advertisement is “Your 

prepaid service”. The advertiser has played with the emotions of the customers by 

making them feel like he/she is talking to them directly. 

Furthermore, the TN Mobile advertiser incorporates pathos in advertisement 19. The 

emotions of the young adults are evoked through the use of different colours and 

border lines in this advertisement. The borders are used as a frame for this 

advertisement. A well decorated gift box is used to create desires in customers so that 

they buy gifts for their moms. The word “mom” is a synonym for mother which is used 

by young people nowadays. It is used to prompt the young people to associate 

themselves with the advertiser and leads them into buying gifts for their moms, 

because moms are special people. The incentives of “500MB” and “10% off cash 

price” attract the attention of the young people, create desires and persuade them to 

take action by buying the products. The headings “TO ALL MOMS” and “WITH 

LOVE” appeal to the emotions and pathos of the young adults. The designer uses the 

heading “TO ALL MOMS” as a dedication to all the mothers out there and also the 

phrase “WITH LOVE” to attract their attention and lead them in deciding to purchase 

the advertised gifts (see advertisement 19). 
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4.4.3 Logos 

Young people are targeted by the advertisers through the use of logic. Sometimes 

statistics are given to convince them so that they believe what the advertiser has 

advertised. Logos is not commonly used in the selected advertisements for this study. 

The name “Masters of Success” appeals to the logic of the audience, because this 

means that Monica has become successful in a many ways. She is a businesswoman 

and the First Lady of the country. Masters of Success can also appeal to the logic of 

the audience because young people are persuaded to come and attend the event so that 

they learn more from the one who has a lot of success in life if they want to be 

successful. The phrase “free entrance” also attracts the attention of the young people 

and create desires in them and also leads them into taking action by attending the talk 

show (see advertisement 1). In addition, the sentence “Africans inspiring you” also 

appeals to the logic of the audience because the man who is used in the picture is an 

African man and he is well known and he inspires a great number of people (see 

advertisement 14). 

4.5 Non-verbal elements  

4.5.1 Slogans  

Slogans are important in advertisements. Advertisers use them to remind the audience 

that the advertised products belong to that particular company. MTC uses its slogan in 

13 advertisements. Only 2 advertisements (2, 5) do not use slogans. Slogans in these 

advertisements are used for identification purposes. On the other hand, TN Mobile 

uses slogans in 8 advertisements out of 15 for identification purposes. The other 7 

advertisements do not have slogans (see advertisements 19, 21, 22, 23, 28, 29 and 30).  
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These slogans are used to remind young people that the advertised products belongs 

to the telecommunications providers and this creates trust between the advertiser and 

the young people. 

4.5.2 Company name and logo 

In both MTC and TN Mobile advertisements, the advertisers incorporate the company 

names and logos for identification purpose in all the 30 selected advertisements.  The 

logos and company names are placed anywhere in the advertisement depending on the 

design of the advertisers.  

4.5.3 Headlines 

All the 30 selected advertisements have headlines and these headlines depend on what 

is communicated to the customers. Some headlines are product names and some are 

notices giving general information to the customers. Most of the headlines are short 

and attractive. The advertiser uses a headline “TO ALL MOMS WITH LOVE!” to 

attract the attention of the young people because they are fond of their mothers (see 

advertisement 19). The advertised products are dedicated to all the moms in the 

country. Therefore, the customers are persuaded to buy the products for their moms so 

that they are able to show them how much they love them. In addition to that, there are 

some examples of  headlines that are seen in advertisements like advert 1  “MASTERS 

OF SUCCESS”, advert 2 “Aweh prime”, advert 5 “aweh gig”, advert 6 “Tickets will 

be available on the following date:” advert 10 “SAMSUNG J1 ACE” and advert 29 

“Free money”. 
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4.5.3 White space / open space 

The white/open space makes it easier for the young people to read through the 

advertisement. Most MTC advertisements have open space in blue colour which is the 

main colour of the company. This is done to attract the attention of the young people 

and also for identification purposes. On the other hand, TN Mobile uses different 

colours in the open space. Colours like white, grey, purple, orange and other colours 

are used to attract the young people. Nowadays young people prefer a variety of 

colours, therefore, TN Mobile tries to meet the desires of the young people (see 

appendix advert 17, 20, 25, 29).   

4.5.4 Contact details 

Another common element the advertisers use in the advertisement are their contact 

details and physical address or website for further information. All the advertisements 

have contact details, physical address except advertisement 2. Contact details are used 

in the advertisements to grab the attention of the young people and give them a chance 

to call for more information. In addition to that, the advertisers have used the physical 

addresses for the young people to have a chance to visit the shops and see if the 

products are exactly the same as they are advertised online. Once they confirm they 

will be prompted to buy the advertised products. Moreover, the websites also give 

chances to the young people to look for more information before they make a final 

decision of purchasing product. 

4.5.5 Colours 

 Colours are always attractive and they grab the attention of the customers if they are 

well combined. All the 30 selected advertisements use different colours to grab the 
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attention of the young people. However, the commonly used colours are the main 

colours of the companies like blue, orange, red and white. These colours appear in 

almost all the advertisements and this is done for identification purposes. Pictures of 

products are used in many advertisements (see appendix advert 10, 13, 15, 19 and 22). 

Pictures of products are made attractive so that they draw the attention of the young 

people and persuade them to purchase the advertised products.  

4.5.6 Images 

Pictures of young people are used to persuade the young people to purchase the 

advertised products. However, the advertisers for the two telecommunications 

providers use pictures of people to capture the attention of young people. A great 

number of the selected advertisements use pictures of people with happy faces and 

smiles (see appendix advertisements 1, 2, 5, 7, 14, 16, 18, 20, 21, 23, 24, 25, 26, 28 

and 30). In addition, the advertisers also use pictures of products such as phone or 

internet devices (advert 10, 13, 15, 17, 19, and 22). The brand name “Samsung” is also 

used to impress the young people since a Samsung brand is trusted by many customers 

(see also advertisement 30). Moreover, MTC advertisements use images of funky guys 

with musical instruments to impress the young people because young people are keen 

to see musical instruments and they enjoy music. Furthermore, TN Mobile goes for 

laid-back advertisements and the people in the images are calmer than the images of 

MTC. 

4.5.7 Incentives  

The young people are impressed by the use of incentives in the advertisements. They 

are promised to receive incentives once they purchase certain products. The two 
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telecommunications providers promise young people free airtime and data in most of 

the advertisements. 
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CHAPTER 5 

DISCUSSIONS, CONCLUSIONS, AND RECOMMENDATIONS 

5.1 Introduction 

This chapter presents the conclusions and interpretations drawn from the findings of 

the data collected. Conclusions about this study are made based on the linguistic-

stylistic theory and the three research questions: 

1. How do Namibian telecommunications providers use linguistic-stylistic devices in 

advertising to target young adults? 

2. How do Namibian telecommunications providers use rhetorical devices in 

advertisements when they target young adults? 

3. How do the advertisements of these telecommunications providers incorporate non-

verbal elements to persuade young adults? 

5.2 Discussion 

5.2.1 Linguistic-stylistic theory 

According to Nnadi (2010), linguistics is based on applying linguistic techniques to a 

work of art (see 2.2.1).  In this case, linguistic techniques are applied to online 

advertisements. Furthermore, the advertisements were analysed by means of 

examining how certain features (devices) of the language had been used in the 

advertisements to achieve a special purpose, which was to target young adults. 
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5.2.2 Linguistic devices 

A great number of linguistic devices are employed in advertisements analysed in this 

study to target young adults. Vaicenoniene (2006) states that most marketers appeal to 

the emotions of the audience through extensive use of adjectives (see 2.2.1). 

Adjectives are commonly incorporated in the 30 selected advertisements for this study 

because they are used in 27 advertisements to motivate the young adults to purchase 

the advertised products. Adjectives such as “free” and “new” are often used and they 

make the advertisements more colourful and convincing (see 4.2.1).  The findings of 

the study conform to the statement made by Vaicenoniene (2006) in Chapter 2 because 

some of the adjectives used appeal to the emotions of the audience. Thus, one may say 

that adjectives are frequently used by the telecommunication providers to best target 

the young adults. According to Vaicenoniene (2006), verbs are used to show the tense 

and it is the tense that attracts the attention of the audience (see 2.2.1). The advertisers 

use imperative verbs such as “send”, “buy”, “click”, “visit” and “dial” in the 

advertisements selected for this study. However, these verbs provoke young adults to 

take the action of buying what is being advertised. These imperative verbs are 

frequently used in the advertisements because about 20 advertisements employed more 

than one imperative verb each. This means that these verbs instruct the young people 

what to do and they may feel that the advertisers are talking to them directly. Infinitive 

verbs are also employed in these advertisements to promise the young people specific 

gifts when they buy certain products (see 4.2.2). Furthermore, most of the selected 

advertisements conform to what Vaicenoniene (2006) suggested about verbs in 2.2.1. 

Salda (2009) states that pronouns create a sense of solidarity and inclusiveness 

between the advertiser and the customer (see 2.2.1). Pronouns are commonly 
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employed in the selected advertisements to create identity, trust and unity (see 4.2.3). 

This means that some advertisements in this study have adhered to what Salda (2009) 

has suggested. In the selected advertisements, pronouns are used to manipulate the 

young people to identify with the advertisers. However, the most commonly used 

pronouns are I, you, we, us, your and who. The first and second persons are used in the 

selected advertisements to create a bond between the advertiser and the young people, 

and also to make it appear as if the advertiser is talking directly to the targeted people. 

Furthermore, different types of nouns are employed in the advertisements. They are 

frequently used to convey special meanings that attract young people to purchase the 

advertised products. In addition, new nouns are created to target the young people. 

Some existing words are used to catch the attention of the young people. A good 

example is of the exclamatory word “aweh” which is used as a name of the advertised 

product. This word may create comfort in young adults and influence them to purchase 

the advertised product (see 4.2.4). 

Adverbs are frequently used in the selected advertisements to create immediacy (see 

4.2.5). The use of adverbs, such as “now”, “weekly”, “daily” and “today”, grab the 

attention of young people to purchase the advertised products or services. However, 

some advertisements also entice readers to enter competitions and attend certain 

events. Adverbs are used minimally in the selected advertisements. One may say that 

the two telecommunications providers have not used adverbs frequently when 

targeting the young people.  

The researcher came across some emerging themes during data analysis. These 

emerging themes are short phrases, short sentences, conditionals, run-on sentences, 
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fragment sentences, contractions and claims (see advertisements 2, 10, 14 and 18). 

These elements only appear in 4 advertisements out of the 30 selected. However, they 

are used effectively to target the young people to purchase the advertised products. 

5.2.3 Rhetorical devices 

The researcher has looked at 17 rhetorical devices in the analysis of data. However, 

parallelism (see 2.12.2), euphemism (see 2.13.3.1) and fallacies (see 2.13.3.8) are not 

used in the 30 selected advertisements contrary to expectations. Furthermore, devices 

such as alliteration, deviation (2.12.2) bribery (see 2.13.6), identification (see 2.13.4), 

and hyperbole (see 2.13.3.7) and gender consideration (see 2.13.1) are commonly used 

in the 30 selected advertisements. These devices are frequently used to target young 

adults to attend events or purchase the advertised products.  Alliteration creates rhythm 

and makes the advertisements look ‘cool’ to the audience (see 4.3.18).  

Akhter and Hayat (2012) define language deviation as the use of language without 

following the usual rules of the language (see 2.12.2). Different types of deviation, 

such as lexical deviation, grammatical, graphological and phonological deviation, are 

more frequently used in the 30 selected advertisements by the two telecommunication 

providers than any other device (see 4.3.2). This conforms to what Akhter and Hayat 

(2012) have suggested. However, graphological deviation was topping the list in 

targeting the youth (see 4.3.2.2). TN Mobile used more bribery and alliteration to 

influence the young people than MTC (see 4.3.17). In addition, devices such as bait 

and switch (see 2.13.3.10), testimonials (see 2.13.3.9), rhetorical questions (see 

2.13.3.5), hypophora (see 2.13.3.6), epizeuxis (2.13.3.4), personification (see 

2.13.3.3), metaphors (see 2.13.3.12), similes (see 2.13.32 and puns (see 2.13.2.1) are 
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employed minimally. However, these devices are used in advertisements to make them 

more persuasive.  

5.2.4 Aristotelian proofs and AIDA principles 

 Aristotelian proofs of persuasion and the AIDA principles are employed in all the 

advertisements to target the young adults. The two elements intertwined. Wijaya 

(2012) states that AIDA principle explains how persuasive techniques work, especially 

in advertising (see 2.2.2). Ethos appears in 16 out of the 30 advertisements when the 

advertisers make use of pictures of people. It is through the use people’s pictures that 

most of the young adults are persuaded when they identify themselves with the people 

in the pictures (see 4.4.1). In this case, interest and desire are created in the young 

adults to identify with the people in the advertisement and lead them to take action by 

purchasing the products. Ethos is an effective method to prompt a great number of 

young people through identification (see Appendix advertisements 1 and 14).  

Furthermore, pathos is highly employed in the 30 selected advertisements. This is done 

through the use of different designs, colours and words, such as adjectives, and through 

the use of status positions, such as that of the First Lady and actors (see Appendix 

advertisements 1 and 14).  This proof is effective since it has to do with the emotions 

of the audience, who are young people in this case. Young people’s attention is 

grabbed when they read the advertisements and are led into taking actions of 

purchasing products (see 4.4.2 and 2.2.3). Logos is not frequently used in the 30 

selected advertisements since it appears in only a few advertisements, such as 1 and 

14.  Advertisers appeal to the logic of the audience to convince them about the 

advertised product.  
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5.2.5 Non-verbal elements of advertisements 

The two telecommunications providers employ elements such as slogans, company 

names and logos, in many advertisements. These elements are used for identification 

purposes (see 4.5.1 and 4.5.2). They show that those advertisements belong to MTC 

or TN Mobile. Furthermore, all the 30 selected advertisements have headlines and sub-

headlines designed to grab the attention of young people. Salomo (2015) states that 

“headlines mostly give an outline of a problem, a need, using questions and commands 

in direct address to consumer”. Most of the headlines conform to Salomo’s statement. 

Moreover, Lazovic (2014) states that headlines are characterised by capitalisation, a 

combination of different letters, fonts, colours and sizes to produce association (see 

2.11.3).  Most of the headings in the selected advertisements also conform to his 

statement. 

Open space draws attention, because most young people do not like to read longer 

pieces. A great number of advertisements use open space which is either in white or in 

any other colour that attracts the attention of young people (see 4.5.3). Furthermore, 

advertisers use a great number of images to influence the decisions of the young people 

regarding the advertised products. Advertisements 1, 2, 5, 7, 14, 16, 18, 20, 21, 23, 24, 

25, 26, 28 and 30 incorporate pictures of people. Most of the young people usually 

associate themselves with these people in the pictures. In addition, the advertisers use 

pictures of products to illustrate what is available in the advertisements. Advertisers 

use pictures of products such as phones or internet devices (advert 10, 13, 15, 17, 19, 

and 22) to make the young people aware of the advertised products (see 4.5.6). 

Although 21 advertisements employ images, 9 advertisements do not incorporate 

images but only body copy. The brand name “Samsung” is also used to attract the 
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young people since the Samsung brand is trusted by many customers (see 

advertisement 30). The use of incentives is commonly employed in a great number of 

advertisements. Young people usually like free gifts. Therefore, this element is 

commonly used in the selected advertisements. All 30 advertisements incorporate 

body copy to accompany other elements so that the advertisements become attractive 

to young people. 

Colours and contact details are recurring themes regarding non-verbal elements. 

Colours used are attractive and usually create desires in the young people (see 4.5.4 

and 4.5.5). They are frequently used in the advertisements. Contact details attract the 

attention of the audience too, because they prompt them to call or visit the shops to 

find more information about the advertised products. Contact details are divided into 

physical addresses, websites and telephone numbers. They are used in all the 30 

selected advertisements for this study. 

5.3 Conclusions 

This study aimed to analyse the English language used by MTC and TN Mobile in 

their advertisements in order to attract young customers. The language used is well 

designed to target young adults. The conclusion drawn from the data is that the two 

telecommunications providers commonly use linguistic devices, such as adjectives, 

imperative verbs, pronouns and compound nouns, to motivate young people to buy the 

advertised products. In addition, the researcher expected the advertisers of the two 

telecommunications providers to use all the parts of speech when targeting the young 

people, but parts of speech such as adverbs, prepositions, interjections and 

conjunctions, were not frequently used in the selected advertisements. 
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 Rhetorical devices were also explored and the researcher found that alliteration, 

deviation, bribery, identification, hyperbole and gender consideration were commonly 

used in the advertisements of the two telecommunications providers. On that note, 

deviation, hyperbole and bribery are more commonly used by TN Mobile in 

comparison to MTC. In addition, it could be interesting to know if the advertisers of 

the two telecommunications providers could use parallelism, euphemism, fallacies and 

scare tactics to persuade the young people. These devices are crucial in persuasive 

language because they help the audience to remember the advertisements.  

The AIDA principle and the Aristotle proofs of persuasion are highly employed in the 

advertisements. However, logos are used minimally. It could be important if the 

advertisers could use logos in more advertisements because most young people believe 

in statistics and proofs.  

Advertisers have chosen non-verbal elements carefully to persuade the young people. 

The non-verbal elements most commonly used are colours, pictures, contact details, 

heading, body copy and open space. These elements are frequently used to make the 

advertisements attractive and persuasive. MTC appears to prefer using the company 

colours (corporate colours), such as blue and white, while TN Mobile appears to prefer 

using different colours. MTC maybe uses these colours for identification purposes 

while TN Mobile uses a great variety of colours to attract young people. Colours shout 

at the audience. Therefore, they might be attracted by different colours. In addition, 

the two telecommunication providers use pictures of products and people. MTC is 

associated with influential people, such as First Lady, Monica Geingos. However, 

MTC also uses trendy advertisements with funky people or people who are having fun, 
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holding musical instruments, such as a piano, microphone and trumpet. TN Mobile 

uses more laid-back advertisements where their people appear to be more sedate than 

MTC. These differences between the two telecommunications providers, leads one to 

the conclusion that the two companies target different groups of young adults. 

The findings also reveal that the advertisements, especially those that are placed on the 

websites, are almost the same as print advertisements. Only a few advertisements are 

given sounds and animation when placed online. The conclusion is also drawn that the 

advertisers for the two telecommunications providers prefer to use social media sites 

such as Facebook and websites to target the youth. Formats of online advertisements, 

such as sponsorship, keywords linking, pop-up advertising and banners, can also be 

used by the two telecommunications providers but for the purpose of this study the 

researcher used the available advertisements from the social sites, such as Facebook 

and websites. 

5.4 Recommendations  

Research in the field of advertisement in Namibia is not carried out frequently. 

However, a comparative study of the telecommunications providers and other 

companies on how to advertise their products targeting young adults online can be 

carried out to explore this field. Another recommendation is to conduct a study of how 

sound, animation and movement impact advertisements. Furthermore, a similar study 

can be carried out to include the opinions of young people on how they view the 

advertisements by MTC and TN Mobile.  
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Advertisement 3. MTC 
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Advertisement 4. MTC 

 

 

 

 

 

 

 

 



117 
 

 
 

Advertisement 5. MTC 
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Advertisement 6. MTC 
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Advertisement 7. MTC 
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Advertisement 8. MTC 
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Advertisement 9. MTC 
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Advertisement 10. MTC 
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Advertisement 11. MTC 
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Advertisement 12. MTC 
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Advertisement 13. MTC 
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Advertisement 14. MTC 
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Advertisement 15. MTC 
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Advertisement 16. TN Mobile 
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Advertisement 17. TN Mobile 
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Advertisement 20. TN Mobile 
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Advertisement 21. TN Mobile 
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Advertisement 22. TN Mobile 
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Advertisement 23. TN Mobile  
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Advertisement 30. TN Mobile  

 

 

 


