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Background & Purpose: As the voice of the advertiser for the purposes of informing, 
persuading and reminding the consumer about the brand, advertising utilizes many tools in 
order to achieve its purposes, including the slogans (Denton, 1980; ), a 
golden component of its persuasive language. The slogans, which are short, simple, unique, 
catchy and memorable words, phrases and/or statements reflecting and strengthening the 
identity of the brand, employ figures of speech, a hidden power of advertisers enabling them to 
economize on words, embellish and beautify the language (Mermer et al., 2006), and so appeal 
to the emotions of the consumers easily. While there are some scholarly work on the uses of 
figures of speech in traditional advertisements (Dowling and Kabanoff, 1996) and a few 
research focusing on the digital advertisements, the literature is insufficient in revealing the 
differences between the traditional and digital advertisements in terms of their uses of figures 
of speech. Thus, this paper attempts to find out how digital advertisements differ from those in 
the traditional media in terms of their use of figures of speech by taking into account their 
slogans.  

Research Method: In line with the purpose, this descriptive study content-analyzed the slogans 
-2018 period. The 

advertisements were chosen through purposive sampling method, and accordingly, the study 

October 8, 2021 and analyzed on between February 20 and April 10, 2022. The slogans of the 
selected advertisements were analyzed through a coding sheet via MAXQDA 2020 data 
analysis program, and the coding sheet comprised of the following themes: a) Language of the 
slogan, b) Functions of the slogan, c) Business Sector, d) Award Type, and e) Figures of Speech. 

he sub- - -
-

study (2009). For the analysis of the data descriptive statistics tools, namely frequencies and 
cross-tabulations, were used, and code relations and case comparisons were illustrated through 
MAXMaps models.  

Conclusion: The current study  being the first study in the literature which conducted a 
reseach on a corpus of award-winning advertisements in terms of their use of figures of speech 
in slogans  yielded some significant findings to consider regarding the use of figures of speech 
in the advertising slogans. One of the most substantial findings was that advertisements in the 
three categories (press, region, and digital) incorporated slogans containing the trope-related 
figures of speech at the highest rate, and scheme-related ones at the lowest. While pun was the 
most preferred trope-related figures of speech in all the three categories, simile was the least 
used one. When the comparisons of slogans by category were made in terms of the use of trope-



related figures of speech, it was realized that metaphor was employed in the advertising slogans 
of the digital category more than those in the press and region categories, in which the level of 
use of metonymy was higher. Another finding of importance was that while the hyperbole was 
the most used meaning-related figure of speech in the three categories, advertising slogans in 
the digital category differed from those in the other two categories since the former employed 
the rhetorical questions and aphorisms more frequently than the latter, which preferred the use 
of oxymoron and double-entendre more instead. The other interesting finding was that the most 
used scheme-related figure of speech in the advertising slogans in all the three award categories 
was homeoptoton, followed by homonym and adnomination. When the categories were 
compared in terms of the use of scheme-related figures of speech, the findings showed that the 
advertising slogans of the digital category differed from others in that they avoided anaphora 
while those in the press and region categories benefited from the anaphora at a rate of 26,6% 
and 38,7% respectively. Depending on the findings of the study, it can be concluded that the 
differences in the use of figures of speech in advertising slogans can originate from the fact that 
digital media users have a shorter span of attention than those spending time on traditional 
media, and that slogans in the digital advertisements include figures of speech, which can draw 
the attention of the audience to the promoted brand more easily and quickly. This conclusion is 
also supported by one of the findings of the current study that the primary aim of the slogans of 
the advertisements awarded in the digital category was to draw attention while that of those in 
the press category was to make signals of line of busines of the brand, and the aim of those in 
the region category was brand positioning. 
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