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ABSTRACT
The study examines conventional linguistic and nonlinguistic characteristics of sponsored
advertisements on Facebook to determine whether certain features can be considered
hallmarks of a language whose primary function is persuasion. As a theoretical background,
the paper used Henderson’s copywriting course and Suby’s self-help book for aspiring
copywriters and marketers. Consequently, this also means that the study examined whether
the techniques both marketers propagate were, in fact, used by expert advertisers. Two most
prominent linguistic characteristics found were the use of active and conversational language
in copies. The paper further discusses how such a language is achieved, and it found that
there are several different factors that contribute to the final effect: brevity, contractions,
questions, direct addressment of the reader, active voice, and the imperative mood.
Nonlinguistic characteristics were not analysed as deeply, but two most relevant
characteristics were discussed and exemplified. The first characteristic is a discontinuous
structure where long paragraphs are broken into smaller ones or even single lines. The second
characteristic is the use of emojis for the purposes of aesthetics or to denote feelings. Finally,
it has been found that such nonlinguistic characteristics reflect the linguistic ones, as both are
employed to establish a friendly and an informal relationship with a consumer. It has been
noted that there are certain differences in the findings based on the type of service or product
an advertisement advertises. Still, most advertisers did seem to try to appear reliable and
trustworthy by relating to the reader and imitating a spoken dialogue between them.
Keywords: advertising, conversational language, active language, Facebook.

SAŽETAK
Istraživanje je bilo usmjereno na konvencionalne lingvističke i nelingvističke karakteristike
sponzoriranih oglasa na Facebooku kako bi se odredilo mogu li se određena svojstva smatrati
oznakom jezika čiji je glavni cilj uvjeravanje. Teoretska pozadina izgrađena je na temelju
Hendersonina copywriting tečaja i Subyijeve self-help knjige za one koji tek žele postati
copywriteri ili marketinški stručnjaci. Posljedično, to također znači da je istraživanje ispitalo
koriste li stručni oglašivači doista tehnike koje ova dva marketinška stručnjaka propagiraju.
Istraživanje je pokazalo da su dvije najistaknutije lingvističke karakteristike u oglasima
aktivan i konverzacijski jezik. One su postignute korištenjem određenih lingvističkih tehnika
koje rad detaljno analizira: kratkoća, kontrakcije, pitanja, izravno obraćanje čitatelju, aktiv i
imperativ. Nelingvističke karakteristike nisu dublje analizirane, već su dvije najrelevantnije
karakteristike kratko razmotrene i oprimjerene. Prva karakteristika je

nekontinuirana

struktura u kojoj su duži odlomci razdvojeni na manje odlomke ili pojedine redove. Druga
karakteristika je upotreba emojija u svrhu poboljšanja estetike ili signalizacije osjećaja.
Napokon, zaključeno je da takve nelingvističke karakteristike odražavaju lingvističke, budući
da oba aspekta doprinose uspostavi prijateljskog i neformalnog odnosa s potrošačem.
Zabilježene su i razlike u rezultatima istraživanja te je naznačeno kako one mogu ovisiti o
tipu proizvoda ili usluge koju oglas oglašava. Ipak, većina oglašivača pokušala se prikazati
vjerodostojnima povezujući se sa čitateljem i imitirajući živi razgovor između njih i čitatelja.
Ključne riječi: oglašavanje, konverzacijski jezik, aktivni jezik, Facebook.
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1. Introduction
At the very core of every advertising process effort lie words. The choice of words
and their structure can either make or break a sale, which is, of course, the final and most
important result advertisers are hoping for. Therefore, advertisements offer great insights into
how words can be used to influence others and produce wanted effects. Etymological
analysis of the term “advertising” is indicative of the main aim of a typical advertisement.
The term is connected with the Latin verb “advertere”, which means “to direct one’s attention
to” (El-Dali 2019: 96). A typical advertisement aims to draw people’s attention to a particular
product, service, or qualities. The focus of this paper is to conclude how that aim is achieved
by using specific linguistic and non-linguistic conventions, which will be examined by an
analysis of this paper’s corpus of advertisements.
The paper has to be prefaced by a disclaimer. It is clear that advertising discourse is
complex and, as other authors agree, it would be depressing and self-deceptive to believe that
one could exhaust all the aspects of this genre (El-Dali 2019: 96). This paper does not aim to
describe all the linguistic and non-linguistic conventions used in advertisements in general. It
does examine the usage of, primarily, linguistic and, secondarily, non-linguistic conventions
applied in contemporary Facebook advertising because both conventions play an important
role in marketing. As Kesić (1997: 108) says, there are two basic code systems in marketing
communication, verbal (linguistic) code and nonverbal code.
This paper is based on a particular theoretical background that restricts its range of
research and analysis. The theoretical background for the paper is built on information
extracted from Sabri Suby’s book Sell Like Crazy and Tamsin Henderson’s course The
Complete Copywriting Course: Write to Sell Like a Pro. These two marketers and
copywriters give actionable advice to businesses on how to write advertisements in general
and Facebook advertisements in particular, which means their content falls into the category
of self-help content for aspiring marketers and/or copywriters. This further means that many
other possible conventions that do exist and are applied in Facebook advertising are not
examined by this paper. The pieces of advice offered by the two aforementioned authors have
mostly been compared to the findings noted in Jezik reklama written by Diana Stolac and
Anastazija Vlastelić in 2014, who reported on linguistic characteristics found in, for the most
part, advertisements written in Croatian. Where it was not possible to compare their pieces of
advice with Stolac and Vlastelić’s findings due to the inevitable differences between Croatian
and English language, they were compared to findings by other authors.
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The paper then compares the theoretical background to the actual examples of
Facebook advertisements that make up this paper’s corpus, and these were all sponsored
advertisements.
The aim is to describe the contemporary advertising discourse by examining whether
the linguistic and non-linguistic techniques described by Suby and Henderson are actually
used and whether they are still used, in what way, and how these findings correlate to
Facebook as a social media platform. Consequently, the paper draws much broader
conclusions that reflect the contemporary approach to marketing and advertising in an online
environment, especially in an environment that users primarily utilize in order to socialize
and less to make purchase decisions.
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2. Marketing
The particular term used in the title of this paper is “Facebook marketing”. However,
the paper’s main focus is to analyse Facebook advertisements. According to Kotler’s (2002:
4) definition of marketing, advertisements or promotion may be the vital part but certainly
not the only part of marketing:
»Marketing (management) is the process of planning and executing the conception,
pricing, promotion, and distribution of ideas, goods, and services to create exchanges
that satisfy individual and organizational goals. «
According to the definition, marketing is a much broader concept than advertising.
The focus of this paper is on advertising but references to marketing are made when it is
relevant for this paper’s linguistic research. For example, marketing involves the
conceptualization of a target audience. The target audience may, and should, determine
linguistic characteristics of copy, so it is only reasonable to presume that it will have an effect
on the language being used as well. Furthermore, advertising and the style of advertising
surely reflect a broader marketing plan behind it. As was previously mentioned in the
introduction, the paper consequently draws conclusions on how marketing goals have
evolved and changed in the era marked by social media, such as Facebook, based on
linguistic and, secondarily, non-linguistic analysis of Facebook advertisements. Therefore, it
is inevitable for the concept of marketing to be a crucial part of this paper.

2. 1. Marketing Communication
According to Kesić (1997: 96), each instance of marketing communication has
approximately seven elements: a source, a message, coding, a channel, a receiver, decoding,
and effects of communication.
SOURCE → MESSAGE → CODING → CHANNEL → RECEIVER → DECODING

→ EFFECTS OF COMMUNICATION
All these elements are interdependent. For example, a message depends on the
characteristics of a receiver and should be adapted accordingly. On the other hand, a receiver
depends on the message, i.e. the message should target only those receivers who are perceived
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as more willing to comply with the message in some way, shape, or form. This means that all
marketing messages should be analysed as instances within a particular context. The
language used for attracting middle-aged clients will, most probably, enormously differ from
the language used to attract teenagers. This would at least be true in the case of seasoned
marketers who understand the interdependence of these seven elements.
When analysing this structure, it is transparent that marketing communication always
aims to produce some type of effect. For example, the sender of the message might hope that
someone makes a purchase or simply signs up for his newsletter. Nevertheless, the effect
should be achieved; otherwise, the message fails. Therefore, it is interesting and relevant to
see how linguistic and non-linguistic conventions help produce these effects.
The channel for all advertisements mentioned in this paper is Facebook. Facebook
marketing will further be examined in the following chapter.
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3. Facebook Marketing
As Kesić (1997: 189) mentions, the selection of the medium which will be used for
advertising is a crucial tactical decision in every advertising plan, which means that the channel
used for advertising already speaks volumes about the wanted effects of marketing
communication. Businesses abandoned the “shotgun approach” that aimed at a mythical average
consumer and now design their products and marketing strategies for specific micromarkets
(Kotler 2002: 145). Trying to appeal to the mass market seems to be a rather unprofitable shot in
the dark, which is why companies now dedicate a lot of time and effort to defining their target
audience and ideal customer. As was already mentioned, Facebook offers an outstanding way to
target such a customer due to the immense amount of personal data collected through a user’s
behaviour on the platform and Facebook’s many available filters that an advertiser can use in
order to target the most prolific prospects, or the ones that are most likely to eventually make a
purchase. Facebook, as well as similar social media platforms, allows advertisers to choose their
audience based on location, demographics, interests, behaviour, and connections (“Reach
everyone, or just a few”). “Demographics” includes age, gender, education, job title, and more.
“Behaviour” includes prior purchases and device usage, and “connections” include some type of
prior connection to the business whose advertisement is being displayed. This makes Facebook
the perfect platform for tailor-made marketing which might have users believe that an
advertisement was specifically targeting them when, in reality, this targeting was based on
various profile characteristics that apply to a number of users. Later on, the paper will briefly
reference these filters when discussing linguistic characteristics found after the analysis. For now,
it is important to note that it is exactly this wide range of available determinants that makes
Facebook such an irresistible advertising option for many businesses, as well as making
Facebook advertisements immensely relevant for further linguistic and non-linguistic analysis.

Another reason why Facebook was chosen as the source of advertisements for this
paper’s corpus is the fact that it has many users who are active daily, an important piece of
information for advertisers. 1.62 billion users visit Facebook daily, and 88% of users stay on
the platform to stay in contact with their family and friends (Aboulhosn 2020). This means
they are not at all likely to delete their accounts because of, possibly, excessive amount of
advertisements on their newsfeed. They are also likely to keep visiting the platform as they
have a good reason to. Moreover, as much as 53% of adults on Facebook do not understand
how Facebook chooses the content that will appear on their newsfeed (Aboulhosn 2020),
which further supports the claim above that many Facebook users might feel as if the
advertisement
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is specifically made for them, and this is exactly what an advertiser hopes for. Lastly, and
most importantly, reach on Facebook is currently higher than it has ever been. Overall
Facebook Ad impressions increased 37% in 2019, and they keep rising (Aboulhosn 2020).
In conclusion, the statistics and aforementioned characteristics of Facebook almost
guarantee supreme results which advertisers possibly could not achieve if they advertised on
other platforms or across more traditional media. This again makes Facebook advertisements
interesting for research and, possibly, the most representative examples of contemporary
marketing and copywriting.
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4. Methodology
4. 1. Corpus design
The paper deals with sponsored advertisements exclusively because it is safe to assume
that if the advertiser is willing to pay money for its exposure, the advertisement was probably
created either by a professional copywriter or someone with a lot of knowledge and
experience in copywriting. Therefore, sponsored advertisements can best provide an accurate
picture of conventional linguistic and non-linguistic characteristics of Facebook
advertisements. This means that the paper looks into examples that targeted the author of the
paper, so it is essential to take some profile characteristics into account:
o AGE: 23
o GENDER: Female
o EDUCATION: Bachelor
Other characteristics – interests, behaviour, connections – serve to determine whether
prospects are suitable to be targeted by a specific type of advertisement. When looking at the
advertisements that were collected, it becomes transparent that the aforementioned
determinants definitely played a role in choosing the target audience for an advertisement.
The author of this paper is a student who recently purchased a course and a book online and
is looking into creative software and tools for her future job. That is probably why many of
the advertisements are connected to courses, business tools and software, or online books.
However, it is very difficult to determine what kind of effect, if any, this data had on the
language used in the advertisements which is the focus of this paper. Therefore, these
determinants will not be further examined or taken into account. On the other hand, it is
probable that the first three determinants, age, gender, and education, might have had an
important influence on characteristics examined by the paper and this will be taken into
account when drawing the final conclusions.
The advertisements were collected by saving them after they came up on the Facebook
newsfeed. Then, they were sorted into several different categories based on the type of product or
service they were advertising. The process of collecting went on and a few types of
advertisements started standing out in terms of frequency of occurrence. In the end, only the most
frequently appearing types of products or services were chosen for the corpus. The paper analyses
four groups of advertisements in total, namely advertisements that advertise student
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programs, courses, books, and business tools and software. There is a total of 57 advertisements
and 285 sentences in the intro text of these advertisements that will be analysed.

Table 1: Types and number of advertisements analysed
Type of advertisement

Number of advertisements

Student programs

13

Courses

17

Books

14

Business tools and software

13

Total

57

Table 2: Average and total number of sentences in the corpus
Types of

Average number of

Total number of sentences in

advertisements

sentences per

sections of the corpus

advertisement
Student programs

3

37

Courses

5

92

Books

7

91

5

65

Business

tools

and

software
Total

285

4. 2. Procedure
For the purpose of simplicity and concision, as well as maintaining the focus on
linguistic conventions of Facebook advertisements, the paper does not deal with videos in
advertisements. The following figure illustrates 3 main parts of a Facebook advertisement
that will be examined:
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Figure 1: Parts of Facebook advertisements that the paper analyses (see Appendix 1)

The paper’s main focus is on the intro text as this is the part of a Facebook
advertisement which offers the most material for linguistic analysis. CTA (call to action)
buttons will also be analysed because copywriters and marketers this paper refers to consider
them to be a crucial part of every advertisement, the lack of which means the advertisement
will almost surely be unsuccessful. As Henderson (“How to Captivate” 8:31 – 8:35) advises,
advertisers should always tell their readers exactly what to do next. Lastly, the paper will
briefly touch upon the advertisement’s image when discussing the non-linguistic conventions
in advertisements.
Once the corpus was compiled, manual analysis was conducted. There were some
issues concerning whether to count certain entries as separate sentences or as parts of larger
sentences. Some entries were treated as shortened versions of full sentences when it was not
possible to conclude that those entries were meant to be parts of a larger sentence, as in the
following figure:
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Figure 2: Example of an advertisement with an entry treated as an independent sentence
(see Appendix 1)
As an example, the entry “CPD Certified Online Course” could be expanded into a
full sentence which could read something like “Our online course is CPD certified.”
In other cases, it was clear that entries were a part of a larger sentence and were
treated as components of enumeration, as in the following figure:
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Figure 3: Example of an advertisement where an entry was treated as a part of a sentence
(see Appendix 1)
Entries were treated as parts of the sentence above, making up the sentence: “You can
use Create to boost you[r]: Youtube channel, Udemy & Skillshare training courses, Facebook
& Instagram pages, sales videos. “
Another problem cropped up when detecting the sentences that start with verbs. Some
of the sentences start with a gerund, so it was a bit unclear whether to treat them as verbs or
nouns. It was decided to treat them as verbs, so it should be noted that the number of found
initial verbs might be lower depending on the theoretical background.
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5. Linguistic Conventions
This chapter is dedicated to examining linguistic conventions used in Facebook
advertisements based on the gathered data. The focus will then be on the verbal (linguistic)
code of a marketing message. Kesić (1997: 108) says that the verbal code is a set of linguistic
symbols combined according to an appropriate set of rules. The verbal code is more suitable
for expressing thoughts and ideas than feelings and emotions. Although there are certain rules
that need to be met, a verbal message can involve a lot of freedom and individual decisions
made by the sender of a message depending on the effect that the sender is trying to achieve.
The chapter is further divided into two main subchapters titled “Ready, Set, Action!”
and “Conversational Language”. The first subchapter examines active language in
advertisements and the common techniques used to achieve it. The second subchapter
examines the specific type of language frequently used in advertisements, namely
conversational language. The goal is to examine common linguistic conventions and, finally,
understand the motivation behind the decision to use those specific conventions.

5. 1. Ready, Set, Action!
As Henderson (“How to Write Like You Speak” 0:35 – 0:40) notes, the advertiser
should seek to command the reader rather than gently suggest taking an action, especially in
the case of the advertisement’s call to action, and should therefore use verbs and active
language.
Suby (2019: 342) says that a copywriter should never ask prospects to buy, click or
act, but tell them. This again means that in order to inspire action, a copywriter should use
active language as well. There are several features of the so-called active language that both
Suby and Henderson discuss, and Henderson gives an in-depth presentation of just how
important active language is and how to achieve it.
Henderson’s and Suby’s advice on using active language in copywriting is supported
by Stolac and Vlastelić’s (2014: 151) notes on key elements of commercials in general. One
of the five mentioned elements is replacing “passive” words with “active” words.
This chapter examines the features that both Suby and Henderson mention, namely
using the active voice instead of the passive voice, using »action words«, i.e. verbs and using
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them at prominent places in sentences, and using verbs in call to action (CTA) buttons, an
irreplaceable part of every advertisement.

5. 1. 1. Active Voice Conquers Passivity
As DeVito (1969: 406) explains, an initial noun phrase makes active sentences:
a) more effective
b) easier to be recalled.
The reason why active sentences are more effective is because the meaning is
conveyed more forcefully and more clearly (DeVito 1969: 401). This property is cleverly
exploited by advertisers. By using active sentences, advertisers try to ensure that their
message is remembered by the audience and, even if they do not act on it immediately, they
will be able to recall it when making a relevant purchase decision. Furthermore, based on
DeVito’s claims, it is reasonable to assume that the active voice imbues sentences with more
force and, perhaps, even more authority than the passive voice could.
DeVito (1969: 401) also mentions that active sentences are regarded as the more basic
structures from the point of descriptive grammar. This indicates that the prevalent use of active
voice in advertisements is intentional and deliberate, its main purpose being to keep the language
conversational and simple. One could presume that it is exactly the fact that the active voice is
considered more basic than the passive voice that which ensures the message is clear and
understood by the receiver of the message. Once again, advertisers aim to achieve a high degree
of clarity in order to avoid any miscommunication that could result in the absence of a wanted
action by the receiver of the message. This and other reasons that motivate advertisers to avoid
complex structures, such as the passive voice, as well as complex lexical items, will be further
discussed in the chapter on conversational language in advertisements.
Our corpus-based research showed that the prevalent voice in advertisements is by far the
active one. The passive voice was used only in 8 sentences out of total of 285. In terms of
percentage, this means that the passive voice was used only in 2,8% of the analysed sentences.

Here are some examples of the sentences in which the passive voice was used:
1)
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[S] [aux. to be] [past participle]

Plus, you’ll be protected by a 100% money-back guarantee.

2)
[S]

[aux. to be] [past participle]

The variety of courses are taught by Technion’s faculty in English.
3)
[S]

[past participle]

Courses recognized by ICOS
These and other examples lead to the conclusion that the passive voice is used in a
traditional way, i.e. to put the emphasis on the action or the object of the action rather than on
the doer of the action in question. This is especially prominent in example 3) where the
emphasis is put on the fact that the courses are backed up by some type of authority, a piece
of information that might be of special importance to the receiver of the message. In example
2), the reader already understands that the advertisement advertises Technion’s faculty, so the
advertiser now wants him to focus on the variety of courses from which he may choose.
Example 1) is especially interesting, as it seems that the advertiser made the decision to put
emphasis on the personal pronoun “you” and the verb “protected” to showcase his focus is on
the receiver of the message and his safety.
However, one might add that if the sentence was formulated in the active voice, it
would appear clumsy and, perhaps, confusing. It would read something like:
A 100% money-back guarantee will protect you.
This point, however, is not completely valid because it is not exactly the case that “a
100% money-back guarantee” is the real doer of the action. In fact, a customer is protected
by the advertiser or, rather, the business that issued the advertisement.
This means that the sentence could have been worded in the following way:
We protect you with a 100% money-back guarantee.
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The above reformulation shows that the decision to use the passive voice instead of the
active voice might have been intentional. When looking at the above reformulation, one can
notice that the focus is no longer on the receiver of the message, or at least not as much as it was
when the passive voice was used. This goes to show that the above conclusion that the passive
voice is used to put the emphasis on the object of an action or an action itself is probably correct.
Furthermore, the following chapters will show that the advertisers consciously put the emphasis
on the receiver of their message and will briefly discuss why that is.

5. 1. 2. Action Words - Verbs at the Beginning
As Warriner (1969: 268) noted, the great majority of English sentences—both spoken
and written—begin with the subject. This, however, is not exactly the case with sentences
used in advertisements. A total of 116 sentences, excluding the interrogative sentences
starting with an auxiliary verb, start with a verb. There were 285 sentences total, which
means that more than 40,7% of declarative, exclamatory, and interrogative sentences used in
advertisements begin with a verb. It is especially important to emphasise that here only
interrogative sentences beginning with a main verb were included.
Here are only a few of many examples found in the analysed advertisements:
(1)
Study in English and visit a global financial centre.
(2)
Grab your guide today!
(3)
Looking for inspiration in 2020?
8 interrogative sentences beginning with an auxiliary verb can further be added to the
initial number, though it is certainly very common that questions begin with an auxiliary verb
and it might be said that Warriner was not referring to interrogative sentences when stating
that the great majority of English sentences begin with the subject. Nevertheless, for the
purposes of this research, it can be mentioned that, if interrogative sentences beginning with
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an auxiliary verb are added to the initial number, then 123 sentences in total begin with a verb
which then makes up for more than 43% of the sentences in the analysed advertisements.

Here are some examples:
(1)
Are you an HR professional looking for a career change?

(2)
Do you want to be inspired by enthusiastic scholars who are leaders within their
discipline?
Though this is certainly less than half of the analysed sentences, it is still a fairly large
percentage when compared to Warriner’s statement used as the basis for the analysis. This
goes to show that advertisers do in fact use a more active and dynamic language than one
could expect in everyday English. As was mentioned at the beginning of this chapter, both
Suby and Henderson advised to inspire action by using active language. Putting verbs at the
beginning of sentences creates a more dynamic effect and, hence, helps the advertisers
persuade the receiver of the message to take the recommended action himself, namely to:
grab the guide, study in English, and look for inspiration.

5. 1. 3. The Imperative of Call to Action Buttons
Kesić (1997: 18) distinguishes four functions of communication, namely the informative,
educational, recreational, and persuasive function. Sponsored Facebook advertisements mostly
serve the purpose of expanding the advertiser's current market to customers that are not yet ready
to buy (Suby 2019: 80) or are not yet educated about a product or service a business offers.
Hence, the message of Facebook advertisements usually aims to merely inform the audience
about the existence of a brand and its products and/or services. That is

why Facebook

advertisements are usually not designed to persuade the receiver of the message to buy something
straight away. Therefore, the most prominent functions of communication in Facebook
advertisements are the informative and the educational function. The recreational function of
communication aims to entertain and relax the receiver of the message (Kesić 1997: 18) which is
one of the more marginal goals of many advertisements, and Facebook advertisements
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are no exception. As Kesić (1997: 18) says, this type of communication is used in order to
make the receiver of the message ready to accept the content of communication, identify with
it, and act accordingly. This means that the recreational function of communication in
advertisements serves as a means to an end, rather than being an end in itself. However, this
does not mean that recreational function is not present in advertisements and this paper will
show that it actually plays quite an important role in Facebook advertisements in particular.
The fact that the audience is usually not expected to buy something after reading a
Facebook advertisement is not to say that the persuasive function of communication is not
present here. The prospect is persuaded to download, sign up, subscribe, or take a similar
action recommended by the advertiser, but the service or product will usually be delivered to
the prospect free-of-cost.
This is best demonstrated in CTA (call to action) buttons in Facebook advertisements. It
is very rare to come across an advertisement whose CTA reads “shop now“. In most cases, it is
something much less direct and threatening, such as “learn more”, which can be considered as
supportive evidence for our previous claim that one of the main aims of sponsored Facebook
advertisements is to inform the audience and simply come into contact with them. Suby (2019:
245) also mentions that he found that “learn more” call to action button is the least threatening
and converts best at that moment. Even though the commanded action here might be quite
different than what an average consumer would expect from an advertisement, the main function
of communication in the case of Facebook advertisements is still the persuasive function, as is
usually the case with advertisements. Persuasion here is simply directed at something that
requires less investment or risk-taking on behalf of the consumer.

Though he advises to use alternatives to “buy now”, Suby (2019: 196) goes on to say
that the call to action should be clear and direct; moreover, the call to action must absolutely
be a command, though it could be formulated in a less offensive way.
Table 3: Number of specific CTA buttons per each section of the corpus
Student

Courses

Books

programs
LEARN

Business tools

Total

and software

8

5

7

7

27

1

4

2

3

10

MORE
SIGN UP

26

DOWNLOAD

-

-

4

1

5

SHOP NOW

-

3

-

-

3

GET OFFER

-

3

-

-

3

APPLY NOW

1

1

-

-

2

WATCH

1

-

-

-

1

1

-

-

-

1

1

1

1

2

5

MORE
CONTACT
US
No CTA
button

The table shows that “learn more” is still the most popular option for CTA buttons,
followed by an equally non-threatening “sign up”. It also shows that “shop now” is not
avoided as much as one might expect, though it is more direct and straightforward than some
of the other alternatives. However, it should also be noted that the more specific and less
direct CTA buttons such as “apply now” or “watch more” were simply not suitable for a large
number of analysed advertisements and the product or service they promote. Therefore, these
calls to action fall under some of the least used CTA buttons, though they do not appear as
threatening as, for example, “shop now”. Stolac and Vlastelić (2014: 115) note that direct
commands, such as “shop now” or “buy now”, are usually present in advertisements made by
companies that have a limited budget, which implies a lack of expertise and experience on
behalf of the advertiser or copywriter. On the other hand, more prosperous businesses (Stolac
and Vlastelić 2014: 116) formulate their commands as pieces of friendly advice or, in the
more extreme cases, as mild reproaches.
100% of the case study examples used the imperative form of the verbs. As
Henderson (“How to Write an Irresistible Call to Action” 0:26-0:39) advises, call to action
should be direct and use active language to appear forceful. Though none of the analysed
CTA buttons do not include the subject directly, the second person is implied in all cases.
Greenbaum (1996: 49) observes that second person imperatives are by far the most frequent
imperatives and generally do not have a subject, but the second person personal pronoun
“you” is implied as the subject. This is, of course, the case with advertisements as well
because the command is directed at the reader of the advertisement.
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The Cambridge dictionary defines imperative clauses (“Imperative clauses (Be quiet!)”)
as clauses used when one wants to command someone to do something, and the paper has already
established that this is precisely what the advertisers are trying to do. Thus, utilizing the
imperative mood in calls to action only makes sense. However, since imperatives can be used to
give commands, orders, or instructions, an advertiser could come off as rude or overbearing. This
could be the reason why advertisers avoid using the more explicit verbs such as the
abovementioned “buy” or “shop”. By using other verbs, the CTA in advertisements resembles a
polite request, suggestion, or even a piece of friendly advice. As Suby (2019: 340) mentions, the
purpose of using commands is to move the reader’s mind in the direction the advertiser wants it
to go, without seeming to be intruding or ordering in any way.

Finally, the table also shows that there were 5 advertisements in total without any sort
of CTA button. This means that only 7,8% of advertisements have no prominent call to
action, though some advertisements included something similar in their intro text. Consider
the following example:

Figure 4: Example of an advertisement with no CTA button (see Appendix 1)
Though the advertisement does not use the default Facebook CTA button, the call to
action is still present at the end of the advertisement:
(1)
Please visit ww.cityinvestmenttraining.com
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However, these were not taken into account as the paper deals with the default
Facebook CTA buttons exclusively. We can thus conclude that the number of advertisements
without a call to action is even lower than was initially stated.
The whole of an advertisement can be analysed as a piece of information prompting the
reader to do something. The text preceding the CTA button serves the purpose of mentally
preparing the reader to take some sort of action which is commanded or recommended at the very
end of the advertisement. That is possibly why an outstanding number of sentences in the intro
text begin with a verb, which is, as the paper has already demonstrated, quite unusual for the
English language but can serve as a prompt for the reader to take action himself.

5. 2. Conversational Language
Conversational language is often referred to as everyday language, natural language,
or even social communication (Coggins 2007: 1) which might be especially indicative for the
findings of the present research. As Coggins (2007: 1) notes, conversational language
includes informal language that one would use in his everyday situations such as shopping or
completing household tasks.
Writing in a conversational language is, according to many top-level marketers and
copywriters, a crucial part of a good copy. As Henderson (“How to Write Like You Speak”
0:25-0:30) notes, conversational copy has become the language of the business. Suby (2019:
340) offers the same advice to his readers, making talking to readers as one would to their
best friend one of his key points. Suby (2019: 336) makes a demand which reads much like
the title of Henderson’s lesson, namely to write the way one talks, i.e. to write
conversationally and to not try to sell something to the reader straight out of the gate.
This is especially important when crafting Facebook copies. People use Facebook to
socialize and rarely think about buying something when using Facebook (Ramsaran-Fowdar and
Fowdar 2013: 77). As was already mentioned, statistics show that 88% of users use the platform
to stay in contact with family and friends (Aboulhosn 2020). This means that Facebook
advertising requires a different and more personal approach that will make it seem as if the
advertiser is a reader’s friend offering him something valuable without any investment on the
reader’s behalf. This should not be regarded as a disadvantage for advertisers. On the contrary, as
Cialdini (2007: 147) says, in order to influence others, one should first make friends with them,
and Facebook

29

advertising offers advertisers an outstanding opportunity to do just that in the most natural way.
Facebook advertisements should mimic the language used on Facebook in general, meaning the
language used should be conversational to a higher degree than advertisements that perhaps
appear in other media, such as newspapers. However, even in general, businesses need to strike a
balance of giving out the product information without sounding “too much like a salesperson“
(Ramsaran-Fowdar and Fowdar 2013: 79). This chapter examines the linguistic techniques
advertisers use to achieve the conversational language and the balance between selling something
and appearing friendly and, consequently, reliable and trustworthy.

These techniques have also been mentioned by Stolac and Vlastelić (2014: 151).
Three out of the proposed five key elements of commercials in general correspond to some
suggestions made by both Suby and Henderson. These three elements are: the shorter an
advertisement is, the better, an advertisement should offer only clear and relevant
information, and humour in advertisements is welcome. The following chapter analyses these
points, except for the usage of humour due to the difficulties that arise from such an
examination as well as its lesser importance for this paper’s formal linguistic research. Other
features that contribute to the achievement of the conversational language according to Suby
and Henderson, namely posing questions, speaking to one person directly, and using
contractions, will be mentioned in the rest of this chapter as well.

5. 2. 1. Short and Sweet – the Cleverness Behind Simple Language
Using simple language certainly means avoiding complex and advanced words, but
also keeping the sentences as short as possible. This paper will not analyse the words used in
the gathered Facebook advertisements because of the challenges that arise when trying to
draw a line between simple and complex lexical items.
However, the paper does analyse the length and the structure of the sentences found in
the advertisements. Suby (2019: 336) advises to use short sentences, small paragraphs, or
single lines, and equates this with writing conversationally. Henderson (“How to Captivate”
8:19 – 8:25) advises to aim for 12 words or less per sentence. Suby’s advice has more to do
with the structure of Facebook copies and will be further discussed in the chapter on nonlinguistic conventions of Facebook advertisements. For now, the paper focuses on the length
of the sentences and uses Henderson’s criterion to determine whether the sentences used in
the collected advertisements were prevalently short or long.
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The sentences were analysed and each sentence that contains more than 12 words has
been noted. The findings are shown in the following table:
Table 4: Number and percentage of sentences longer than 12 words per each
section of the corpus
Type of advertisement

Number of sentences longer

Percentage of longer

than twelve words

sentences

Student programs

16

43%

Courses

19

21%

Books

52

57%

Business tools and software

22

34%

109

38%

The table above confirms that shorter sentences are much more frequent in Facebook
copies. Sentences containing less than 12 words were used in 62% of the analysed cases. It
should also be noted that the highest percentage of longer sentences was found in the section
that contains advertisements advertising books which could further be connected with the
type of product that was being advertised. It might be that case that a prospect interested in
purchasing a book would not mind reading long-form copy and longer sentences. The longer
sentences were, however, often divided into two or more paragraphs. These structural
features will be further analysed in the following chapter on non-linguistic conventions used
in Facebook advertisements.
In conclusion, it seems that the advertisers advertising their products and/or services
on Facebook do follow Suby’s and Henderson’s advice on keeping their sentences short. It
might be the case that this shortness ensures that the message is as clear and direct as
possible. Furthermore, this finding could also be connected with the wider social situation. In
information-centred society, social media became the tool for online exchange, connection,
and communication (Ramsaran-Fowdar and Fowdar 2013: 77). In such a society, and
especially in the environment such as social media, it is important to quickly get to the main
point as the abundance of information available contributed to the shortening of a reader’s
attention span and, perhaps, to a reduction of his interest at the piece of information at hand.
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5. 2. 1. 1. Elliptical Sentences
As Stolac and Vlastelić (2014: 111) noted in their research on advertisements in
Croatian, sentences used for persuasion are usually simple, often lack auxiliary verbs, and are
sometimes even elliptical. If they are complex, they are short. The paper has already
confirmed Stolac and Vlastelić’s findings that most sentences that were analysed are short
and simple, at least according to the standards Henderson prescribed in her copywriting
course. However, some attention needs to be paid to elliptical sentences as well, as it became
transparent during the analysis that many analysed advertisements contained such sentences.
Incomplete or elliptical sentence lacks one or more elements that would normally be
present in the canonical structure. Though words are omitted from elliptical sentences, they
can easily be supplied with no further context (Chalker and Weiner 1998: 209).
Here are some examples of elliptical sentences used in the analysed advertisements:
(1)
Ever wondered how customer targeting works?
(2)
Not the brand or entrepreneur.
(3)
Mapped to CEFR Levels
Greenbaum (1996: 309) notes that elliptical sentences are particularly common in
spoken dialogue and in written representations of dialogue. In the light of Greenbaum’s
conclusions, it can be concluded that it is probable that advertisers use elliptical sentences as
profusely as they do in order to mimic a spoken dialogue between the advertiser and the
reader.
This does not infringe the demand for clarity, which is made by both Henderson
(“How to Captivate” 3:37-4:20) and Suby (2019: 342). The context is clear enough for the
reader to extract all the missing information:
(1)
(Have you) Ever wondered how customer targeting works?
(2)
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According to Facebook stats, MORE THAN HALF of all conversions are attributed to
high-quality ads.
 Not the brand or entrepreneur.
(3)
Learn a new Language – Only $35 USD
▪

Mapped to CEFR Levels

The examples above, as well as other examples found in the corpus, illustrate how
elliptical sentences in fact contribute to the clarity and sharpness of the message, instead of
diminishing them. Once again, the decision to use elliptical sentences instead of complete
sentences was probably made in order to attain the desired brevity which is, as the paper has
demonstrated, a crucial feature of advertisements.

5. 2. 2. One Person at a Time
As Henderson (“How to Write Like You Speak” 3:54-4:15) notes, advertisers should
talk to just one person instead of a crowd either by addressing them directly with 2nd Ps Sg or
by adopting their voice and construing advertisements in 1st Ps Sg to mimic a dialogue
between the sender and the receiver of the message.
For example, instead of saying:
Free coupons for those who completed the survey.
It is better to say:
You get a coupon for completing the survey.
Finding definitive instances where the reader was addressed directly is problematic
since the criteria are not very clear. There were, however, some examples where it was very
transparent that the advertiser is not talking to the reader directly:
(1)
Technion’s Summer School of Engineering and Science is an opportunity for
outstanding undergraduate and postgraduate students to enhance their academic
profiles…
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(2)
Our Investment Banking Internship Training programme give a real edge to students
looking to add investment banking experience and knowledge to their CVs.
Both examples, as well as others that are not included here, do give a call to action
later in their advertisements. This makes it clear that the message was, in fact, intended to be
read by the reader:
(1)
Spend your summer at the Start-Up Nation. Apply now!
(2)
Please visit www.cityinvestmenttraining.com
It is worth noting that such advertisements were an exception rather than the rule. It
might also be indicative to note that the most of such examples that would most likely be
considered bad examples of copywriting by Henderson and Suby were found in the category
of student programs. This might have something to do with the fact that the advertisements
for such programs tend to have a less of a commercial role than other categories in this
paper’s corpus.
Nevertheless, as previously mentioned, in most cases it is difficult to determine
whether an advertisement does or does not address the reader directly. Therefore, this paper
focused on analysing instances where the advertisement uses the pronouns »you«, »your(s)«,
or »yourself« which do provide proof that an advertisement addressed the reader directly.
Table 5: Total number of found instances of personal, possessive, and
reflecting pronouns that address the reader directly
You
Total number of

77

Your(s)
53

Yourself
1

found instances

The table above shows just how much pronouns addressing the reader directly are used.
This means that an average advertisement contains at least two pronouns listed in the table. A
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more in-depth analysis reveals that these pronouns are often completely unnecessary and
might even sound forced and unnatural:
(1)
✓ Evaluates your text’s readability using Flesch-Kincaid formula
✓ Shows related keywords which could fit your article
✓ Validates your target keywords in text and title
The above example demonstrates that it would be entirely clear what the advertised
product does even without the usage of the pronoun »your«. In fact, the overwhelming usage
of this pronoun makes it seem as if the product will evaluate only the readability of the text
by the single reader reading the advertisement at a given moment or show keywords that
would fit only his article in specific.
This finding illustrates that advertisers make a very conscious effort to talk to the receiver of
the message directly. The reason behind it might be to further prompt the reader to take the
prescribed action because the reader is convinced that the message was sent to him specifically.
While reading an advertisement, an average reader will not be consciously aware of the fact that
the same message is displayed to everyone who comes across that same advertisement and might
even feel that taking the recommended action is his personal responsibility.

5. 2. 3. Questions
Advertisements aim to draw the potential buyer into communication (Stolac and
Vlastelić 2014: 110), and questions are a functional way to do just that. As Henderson (“How
to Captivate” 3:00-3:10) notes, posing questions in a copy forces people to answer them in
their head.
There are 17 interrogative sentences out of 285 sentences total, which means 5,96%
of sentences are interrogative.
An especially important piece of information to mention is that, if questions are used
in an advertisement, the advertiser expects no other answer but a positive one (Stolac and
Vlastelić 2014: 111). An answer by the reader is desirable, but it should never question the
statement that is indirectly made in the advertiser’s question. Here are only three out of
seventeen similar examples:
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(1)
Do you want to be inspired by enthusiastic scholars who are leaders within their
discipline?
(2)
Did you know that you are always one step away from a completely new life?
(3)
Are you an HR professional looking for a career change?
These questions indirectly contain a particular statement in themselves. As was
already mentioned, the advertiser does not welcome any doubt about these statements. Here
is what the questions presuppose:
(1)
We have enthusiastic scholars who are leaders within their discipline, and they can
inspire you (and help you).
(2)
A completely new life is only one step away (and by applying for our bartending
course, you will be on your way to a better life).
(3)
We offer education for HR professionals looking for a career change.
The first two questions are rhetorical. Reading them might and should provoke a thought
similar to – well, who does not? Who does not want to be inspired by first-rate experts, or who
does not want to believe that a completely new life, especially a better one, can be achieved by
making small and easy steps? According to Stolac and Vlastelić ( 2014: 52), a rhetorical question
has the following characteristics: informality, directness, casualness, democratic character, and
openness. This suggests that questions, especially rhetorical ones, are posed to relate with the
reader and establish what seems to resemble an informal, even friendly relationship. Furthermore,
the advertiser wants the reader to agree with his statements. Once the reader does that, s/he is
almost forced to respond to the advertiser’s call to action at the end of the advertisement.
Otherwise, the reader might feel as though s/he did not follow through or taken an action that
s/he, as he himself previously confirmed by answering the posed question,
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believes would lead to personal success and a better life. This has to do with a psychological
principle Cialdini refers to as commitment and consistency. Once someone chooses
something or makes a decision, they are faced with a personal and interpersonal pressure to
be consistent with their initial choice or decision (Cialdini 2007: 53). This makes questions at
the beginning of advertisements, especially rhetorical questions, powerful allies in persuading
the receiver of the message to take the recommended action later in the advertisement.
The last example is not a rhetorical question. In fact, the advertisers rely on the reader
to answer the question truthfully and either keep reading the advertisement or ignore it. The
question seeks to filter out everyone who this advertisement does not apply to, namely
anyone who is not an HR professional. There is then no need to pose a rhetorical question.
The question here was used for the purpose of targeting only the right audience, and making
it known who the advertisement is for from the very beginning. These types of “filter”
questions were not rare in the analysed advertisements.

5. 2. 4. Contractions
Since this entire chapter is dedicated to examining the conversational language in
Facebook copies, it is inevitable to mention the use of contractions which are one of the most
important markers of an informal language. Henderson (“How to Write Like You Speak” 7:18

– 7:58) demonstrates just how big of a role contractions play in conversational language
when she advises the participants of her course to use contractions in a copy because it will
supposedly help them »sound more human«.
For the sake of clarity and conciseness, this paper analyses only NOT contraction and
verb contraction when the verb functions as an auxiliary. Though it is possible to contract
certain verbs, such as the verb »to be«, even when they function as main verbs, this is not the
focus of this paper’s analysis. Contractions that were analysed are taken from Kjellmer’s
research (see Appendix 2 and Appendix 3).
As Kjellmer (1997: 160) mentions, there has been a number of observations and
findings made by various researchers indicating that contractions depend on the formality of
a text. Kjellmer’s own research also confirms that the higher percentage of contractions used
in a text, the higher informality aspect of that text. Kjellmer (1997: 159) also points out that it
is a common observation that contractions are far more frequent in speech than in writing.
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Analysis of the gathered corpus of Facebook advertisements shows that there were 67
instances in total in which the NOT contraction or the contraction of the verb functioning as
an auxiliary could have occurred. Contractions were found in 45 such instances, while there
was no contraction in 22 of such instances. Furthermore, this means that contractions were
used in more than 67% of the analysed cases.
Consider the following examples:
(1) Verb contraction
It’s practical language learning that gets you speaking a new language
(2) NOT contraction
Don’t miss our sales
Going back to the aforementioned Kjellmer’s observation that contractions are far
more frequent in speech than in writing, it can be concluded that advertisers are inclined to
make their writing seem more like a speech or, in light of the previous findings, a
conversation between them and their prospects. This conclusion can be linked to a demand
made in Henderson’s copywriting course which reads »write like you speak«.
Furthermore, Kjellmer’s research (1997: 182) also confirms the general assumption
that NOT contractions would be preferred to verb contractions because speakers and writers
want to ensure communication and avoid ambiguity. As the paper has already demonstrated
in most of its previous findings, this is especially important for advertisers that want their
prospects to clearly understand their message and what they want them to do. The present
research confirms Kjellmer’s findings. Out of 6 instances in which both options were
available, i.e. both verb and NOT contraction, advertisers opted for the contraction of the
negative word »not« in 4 instances. When looking at the two instances where the advertisers
opted for the contraction of the verb, it becomes clear that the sentences would require a
decent amount of rewriting if they were to use the »not« contraction instead:
(1)
There’s no fluff (There isn’t any fluff)
(2)
There’s no need for you to (There isn’t any need for you to)
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In light of this paper’s previous findings, it is clear that the advertisers opted for the
verb contraction only in instances where the NOT contraction would make the sentences
longer and more complex, as is demonstrated in the rewritten version of the sentences in the
brackets on the right. As was previously mentioned, complexity and long sentences should be
avoided in advertisements according to Suby, Henderson, and even Stolac and Vlastelić.
In conclusion, it can be said that copywriters do use NOT contractions whenever it is
possible, i.e. whenever the NOT contraction itself will not violate the demand for clarity. Also,
contractions in general will be used in 67% of the cases when a contraction is at all possible.
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6. Non-linguistic Conventions
This chapter is dedicated to the examination of the second code system in marketing
communication, the nonverbal code. The nonverbal code (Kesić 1997: 108), much like the
verbal code, consists of symbols that are combined according to a set of rules. However, the
nonverbal code is more suitable for expressing feelings and emotions than the verbal code
which is usually used to express thoughts and ideas. This chapter is a brief overview of the
two most prominent non-linguistic conventions found in the corpus, namely a discontinuous
structure of copies and the usage of emojis. These characteristics are the two most important
non-linguistic conventions for this paper’s research because they reflect the tendencies visible
from the linguistic analysis.

6. 1. Discontinuous Structure
When looking at the structure of the gathered advertisements, it is clear that the
majority of advertisements are structured according to Suby’s advice. As was already
mentioned in the paper, Suby (2019: 336) advises to use short sentences, small paragraphs, or
single lines and equates this with writing conversationally.
Consider the following example of such a structure:
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Figure 5: Example of dividing longer paragraphs into shorter paragraphs or single
sentences (see Appendix 1)

The above figure is clearly an example of a long-form copy. In fact, this particular
advertisement is one of the advertisements that contain the highest number of sentences in the
corpus. This particular example also happens to be an advertisement for an eBook, and the
paper has already concluded that most long-form copies with the highest number of sentences
were found in this section of the corpus.
Nevertheless, when analysing the structure of this copy, it becomes transparent that
many of those sentences were broken into different lines, so the copy appears shorter and,
thus, more reader-friendly:
(1)
Of course, as soon as the word got out, countless kids and their parents wanted to
know just how she did it…
…and that’s when Emily found the message-spreading strategies in Expert secrets.
The above example could serve as proof that breaking sentences up into several single
lines not only helps create a certain amount of suspense and, thus, makes the message more
compelling, but it also helps maintain the reader’s attention in the information-filled
environment such as any social media platform is, but especially Facebook. One could
compare Facebook with Instagram that is mostly filled with photographs or pictures, or with
Twitter where the character count is currently limited to 280 characters (Counting characters)
and conclude that Facebook allows advertisers, as well as other users, a much freer
expression of their thoughts. Thus, it is highly important for advertisers to present their
content in the shortest way possible, or at least in a way that creates the illusion of brevity.
In the light of the previous findings of this paper, it is very likely that breaking sentences
into single lines also serves another purpose, namely achieving a more conversational style and
trying to make the written form as similar as possible to the spoken form of language. Making
pauses is not unusual for the spoken form, but it surely does not make sense in the written form of
language, i.e. there must be a reason why the decision to break sentences into several chunks
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was made. The reason could be one of the aforementioned suggestions or, most likely, all of
them. It is important to note that there are other reasons why this particular decision was
made. Dividing sentences and paragraphs make the tempo more dynamic and quicker. This
could be explored in further detail in future research.
6. 2. Emojis and Emoji Marketing
Emojis are an important part of every social media platform. For example, as many as
half of the comments on Instagram were expressed by using emojis by mid-2015 and about 5
billion emojis are sent daily on Facebook Messenger (Sümer 2017: 29), which further shows
just how important of a role emojis play in everyday interactions among users of social
media. This leads to a conclusion that, if the businesses want their advertisements to be
successful on a social media platform such as Facebook, they should think about
incorporating emojis in their copies.
The corpus of this paper swarms with examples of advertisements that contain a decent
amount of emojis. As was said at the beginning of this chapter, this is not meant to be an in-depth
analysis of how many emojis were used throughout the corpus. It is worth noting, however, that
the least amount of emojis was used in the “student programs” section of the corpus which makes
sense from the perspective of the type of product or service being advertised. Emojis, especially
excessive usage of emojis, decreases the level of formality of a text which might be quite
important for official student programs that often offer some type of a degree, certificate or other
documents that can very well influence a consumer’s professional life, even more so than lowerranking courses that make up another section of the corpus.

Here are a few examples of how emojis were used in this paper’s corpus:
(1)
Bored of your routine?

Looking for inspiration in 2020?

(2)
12 Essential Courses in Bundle (Facebook, SEO, PPC, Email and Affiliate
Marketing)
Certification for Each Course, Total 12 Certificates
Courses Recognized by ICSOC

(3)
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Submit your application now.
The first two examples are taken from the “courses” section of the corpus. In the first
example, emojis are used to denote emotions and moods and, consequently, to further relate
with the reader on an emotional level. In the second example, emojis are used solely for an
aesthetic purpose, making the enumeration more reader-friendly. The third example is taken
from the “student programs” section of the corpus and it is one of the very few examples of
emojis used in this section. It is, in fact, the only emoji used in the advertisement from which
it was taken. It was probably used to instigate action, though it might have something do to
with aesthetics much like the previous example. Nevertheless, it does not seem to be used for
the purposes of relating with the reader or to portray emotions, which could be taken as an
argument for a higher level of formality of this particular advertisement advertising a student
program.
There are several benefits to be gained from using emojis. Firstly, emojis illustrate but
also sometimes replace words that are sent digitally and convey the warmth of face-to-face
communications (Mathews and Lee 2018: 47). This means that using emojis adds to the
conciseness of the message because they can replace words or even clusters of words. As was
previously mentioned in the paper, brevity is of utmost importance in advertising, according
to both Henderson and Suby. As Sümer (2017: 29) notes, emoji marketing is the shortest way
of sharing thoughts and messages between businesses and consumers. Furthermore, emojis
give advertisers an additional chance to imitate a conversation between them and their
audience, the importance of which was also previously noted. There is a higher chance that
the reader will be able to connect to an advertiser in a friendly way because emojis provide
electronic gestures (Mathews and Lee 2018: 47) and further advance the illusion of real-life
interaction which is typically rich in nonverbal signals and communication that a strictly
written text is deprived of. Lastly, using emojis is preferable to not using them because it
makes the advertisement look more natural in an environment such as Facebook is. It has
also been discussed how important it is for advertisements to resemble other content that
would usually be shared on a social media platform.
Lastly, it can be concluded that emojis are another signal that advertisers make
attempts to write copies in a way that resembles everyday communication and can be linked
to the conversational language. However, it should be noted that the usage of emojis in this
paper’s corpus was not excessive, except in the case of a small fraction of advertisements.
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7. Conclusion
The aim of this research was to examine the most prominent linguistic and non-linguistic
conventions used in Facebook advertisements, which could then be connected with, primarily,
the persuasive function of communication. Additionally, these could further be linked with other
functions of communication that are also important when it comes to Facebook advertisements,
i.e. the informative, educational, and recreational function. The results of the study indicate that
the vast majority of Facebook advertisements are in agreement with the formulas prescribed by
both Henderson and Suby, the two marketers and copywriters whose works served as the basis
for this research. Furthermore, this study has also proven that the businesses have largely
abandoned formal language when addressing their audience.
The language used in Facebook advertisements is predominantly conversational, and the
research has shown exactly which conventions were employed in order to achieve it. First and
foremost, advertisers chiefly use active voice rather than passive voice which is indicative of the
level of formality of a text. Secondly, advertisements largely contain sentences that have up to
twelve words, which was used as a determiner for establishing whether sentences were
predominantly short or long. Besides the sentences being chiefly short, they were also often
elliptical in contexts where the demand for clarity would not be infringed. Another indicator of a
conversational language was the quite frequent usage of interrogative sentences that were most
likely employed to draw the consumer in communication. This was further proved with the
analysis of the usage of pronouns that directly address the reader. The analysis showed that
advertisers used the pronouns “you”, “your(s)”, and “yourself” even in contexts in which such
direct addressment was certainly unnecessary. Lastly, it was found that the analysed
advertisements contained verb and NOT contractions in as much as 67% of the cases where such
contractions were possible. This last point is, perhaps, the most definitive indicator that the
language used in Facebook advertisements is conversational rather than formal. A brief analysis
of the non-linguistic conventions demonstrated that the structure of Facebook advertisements
reflects the same attempt made with employed linguistic conventions, i.e. to mimic a natural,
everyday communication. Rather than writing long paragraphs, most advertisers opted for
breaking them into smaller paragraphs or even single lines, most likely to imitate pauses that
would occur in spoken interaction. Lastly, emojis were often used to either replace words or
clusters of words so as to shorten the sentences or to mimic the warmth of face-to-face
communication and, thus, create a more friendly relationship with the reader.
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Furthermore, the research has shown that advertisers achieve the persuasive function
of communication by using active language. It was already mentioned that the active voice is
largely predominant in all analysed advertisements, with the passive voice occurring only in
2,8% of the analysed sentences. In addition to that, in order to maintain the illusion of activity
and dynamism, advertisers often use action words, i.e. verbs, at the beginning of the
sentences which is quite unusual in both written and spoken English. Furthermore, only five
advertisements did not have a call to action button at the end, and some of them did contain a
call to action in the intro text. All calls to action were verbs in the imperative mood, which
further highlights the intention to persuade the reader of an advertisement to take the
suggested or, rather, commanded action.
Language is a vital part of every advertisement and examining linguistic conventions
was the primary focus of this paper. It can finally be concluded that advertisers use specific
linguistic conventions to achieve an active and conversational language, while non-linguistic
conventions reflect and aid in this attempt. However, it should also be noted that the
explanation offered by this paper as to why certain conventions are employed is certainly not
the only possible explanation. For example, short sentences might also have something to do
with the decline of the human attention span rather than with pure imitation of conversational
language. Also, as was said at the beginning of this paper, certain variables used in sponsored
advertisements that make up this paper’s corpus should be taken into account when
discussing the final results of this study. These variables, namely age, gender, and level of
education of the author of this paper, might have influenced the language used in the gathered
advertisements.
Future research could try to take those variables into account and compare the language
used in advertisements that target audiences whose aforementioned variables differ to determine
whether the linguistic and non-linguistic conventions mentioned in this paper do apply to
Facebook advertisements in general. Also, it could be further examined to what extent the
medium in which advertisements appear influences the language of those advertisements.
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Appendix 1: Tables of Advertisements Used in the Analysis
STUDENT PROGRAMS (13)

https://facebook.com/story.php?story_fbi
d=2967666329934088&id=13345025335
5724
Accessed 27 April 2020.

https://facebook.com/105450756155514/

https://www.facebook.com/5652276234899

posts/3006031622764065/

10/posts/3062034850475829/

Accessed 27 April 2020.

Accessed 27 April 2020.

49

https://www.facebook.com/27273795034
0728/posts/303445213936668/
Accessed 27 April 2020.
https://www.facebook.com/19980164037
67319/posts/2602930706609216/

Accessed 27 April 2020.

https://www.facebook.com/125216045644/
posts/10158045999575645/
Accessed 27 April 2020.

50

https://www.facebook.com/story.php?stor
y_fbid=2570051196603310&id=1806701
926271578
https://www.facebook.com/13035606864
00938/posts/2754028068020852/
Accessed 27 April 2020.

Accessed 27 April 2020.

https://www.facebook.com/3656853339542
09/posts/771806790008726/
Accessed 27 April 2020.

51

https://www.facebook.com/story.php?sto
ry_fbid=10157260211238075&id=32776
988074
Accessed 27 April 2020.

https://www.facebook.com/32776988074/
posts/10157259988683075/
Accessed 27 April 2020.

52

https://www.facebook.com/1602676106617
821/posts/2522435664641856/
Accessed 27 April 2020.

https://www.facebook.com/32296853770
7/posts/10158392975807708

Accessed 27 April 2020.

53

COURSES (18)

https://www.facebook.com/648528708657585/
posts/1321204038056712/

https://www.facebook.com/137528501663/p
osts/10157641989786664/

Accessed 27 April 2020.

Accessed 27 April 2020.

https://facebook.com/story.php?story_fbid=15
34410243402880&id=408088722701710
Accessed 27 April 2020.

54

https://m.facebook.com/story.php?story_fbid=2
374429476132524&id=1399143866994428
https://facebook.com/story.php?story_fbid=1
2
90542057813478&id=971601969707490

Accessed 27 April 2020.
https://www.facebook.com/21074370227922
1/posts/2957141274306103/
Accessed 27 April 2020.

Accessed 27 April 2020.

55

https://www.facebook.com/100858346620905/
posts/2806390896105903/
Accessed 27 April 2020.

https://facebook.com/story.php?story_fbid=25
02780623297408&id=1399143866994428
https://www.facebook.com/30118634075493
3/posts/525913918282173/
Accessed 27 April 2020.

Accessed 27 April 2020.

56

https://www.facebook.com/1399143866994428
/posts/2374429232799215/
Accessed 27 April 2020.

https://www.facebook.com/64852870865758
5/posts/1321478521362597/
Accessed 27 April 2020.

https://www.facebook.com/177351576115071
/posts/796024384247784/
Accessed 27 April 2020.

57

https://www.facebook.com/100858346620905/
posts/3806350469404989/

Accessed 27 April 2020.

https://facebook.com/story.php?story_fbid=1
525318650978706&id=408088722701710
Accessed 27 April 2020.

https://www.facebook.com/story.php?story_fb
id=3115168258503398&id=76161616385863
1
Accessed 27 April 2020.

58

https://www.facebook.com/761616163858631/
posts/3067428776610680/
Accessed 27 April 2020.

https://www.facebook.com/10085834662090
5/posts/3593985257308179/
Accessed 27 April 2020.

59

BOOKS (14)

https://www.facebook.com/468559229937
687/posts/2559125024214420/
Accessed 27 April 2020.

https://www.facebook.com/179875063710
5701/posts/2372882699692489/

https://facebook.com/story.php?story_fbid
=2859161630818900&id=467983576603
396

Accessed 27 April 2020.
Accessed 27 April 2020.

60

https://www.facebook.com/43930
5759518
485/posts/2623280291121010/
Accessed 27 April 2020.
https://www.facebook.com/100543188217
061/posts/100557378215642/
Accessed 27 April 2020.

https://www.facebook.com/story.php?stor
y_fbid=2587466341379323&id=1434082
39118491
Accessed 27 April 2020.

61

https://www.facebook.com/115160120154
3725/posts/3118574021513090/
Accessed 27 April 2020.

https://www.facebook.com/partnerwmikeb
/videos/p.809887539343886/8098875393

https://www.facebook.com/649263631941

108/posts/1039678029566331

62

43886/?type=2&theater
Accessed 27 April 2020.

https://www.facebook.com/AcadiumOffici
al/videos/p.616757779160267/616757779
160267/?type=2&theater
Accessed 27 April 2020.

https://facebook.com/story.php?story_fbid
=2491551524465843&id=152642322764
5349
Accessed 27 April 2020.

Accessed 27 April 2020.

63

https://www.facebook.com/115160120154
3725/posts/3151633061540519/
Accessed 6 June 2020.

https://facebook.com/story.php?story_fbid
=2035132606602451&id=439305759518
https://www.facebook.com/439305759518
485
485/posts/2737357349713303/
Accessed 27 April 2020.
Accessed 27 April 2020.

64

BUSINESS TOOLS & SOFTWARE (13)

https://www.facebook.com/157307754299
282/posts/3196060663757294/

Accessed 27 April 2020.
https://www.facebook.com/157307754299282/
posts/3196051340424893/
Accessed 18 May 2020.

https://www.facebook.com/802295706804672/pos
ts/888787231488852
Accessed 27 April 2020.

65

https://www.facebook.com/147711021968232/ posts/3072446659484702/
Accessed 27 April 2020.
https://facebook.com/story.php?story_fbid=22884
43484589444&id=275637382536741
Accessed 27 April 2020.
https://www.facebook.com/802295706804
672/posts/921286778238897
Accessed 27 April 2020.

66

https://facebook.com/204361966462
/posts/220700 7919411564/
Accessed 27 April 2020.

https://www.facebook.com/159573020407
1266/posts/2380665155577763/

https://www.facebook.com/wix/photos/p.1015
7774325200429/10157774325200429/?type=3

Accessed 27 April 2020.

Accessed 27 April 2020.

67

https://www.facebook.com/5720169626/p
osts/10157871621714627/

https://www.facebook.com/794753190886981/
posts/1066792947016336/

Accessed 27 April 2020.
Accessed 27 April 2020.

https://www.facebook.com/watch/?v=2449089085
403417.
Accessed 18 May 2020.

68

https://facebook.com/story.php?story_fbid
=3084208564957201&id=154436661267
754
Accessed 27 April 2020.
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Appendix 2: Verb contractions when the verb functions as an auxiliary verb (Kjellmer
1997: 157)
I am
I have
I had
I will
I would
you are
you have
you had
you will
you would
he is
he has
he had
he will
he would
she is
she has
she had
she will
she would
it is
it has
it had
it will
it would
we are
we have
we had
we will
we would
they are
they have
they had
they will
they would
that is
that has
that had
that will
that would
there is
there are
there has
there have
there had
there will
there would

I’m
I’ve
I’d
I’ll
I’d
you’re
you’ve
you’d
you’ll
you’d
he’s
he’s
he’d
he’ll
he’d
she’s
she’s
she’d
she’ll
she’d
it’s
it’s
it’d
it’ll
it’d
we’re
we’ve
we’d
we’ll
we’d
they’re
they’ve
they’d
they’ll
they’d
that’s
that’s
that’d
that’ll
that’d
there’s
there’re
there’s
there’ve
there’d
there’ll
there’d
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Appendix 3: NOT contraction (Kjellmer 1997: 169)

am not

aren’t, ain’t

are not

aren’t, ain’t

is not

isn’t, ain’t

have not

haven’t, ain’t

has not

hasn’t, ain’t

do not

don’t

does not

doesn’t

shall not

shan’t

will not

won’t

cannot

can’t

may not

mayn’t

was not

wasn’t

were not

weren’t

had not

hadn’t

did not

didn’t

should not

shouldn’t

would not

wouldn’t

could not

couldn’t

might not

mightn’t

need not

needn’t

ought not

oughtn’t

must not

mustn’t

