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the persuasive strategies of advertising texts. It investigates how advertisers select and
substitute specific lexical items to construct desirable meanings and influence consumer
perception. Drawing from linguistic theories and contemporary examples, the study
highlights the role of paradigmatic structures in shaping brand identity and emotional
appeal.
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Advertising language is crafted with meticulous care to persuade, inform, and
emotionally engage consumers. In linguistic terms, this involves both syntagmatic
(sequential) and paradigmatic (substitutive) structures. While syntagmatic relations concern
the combination of elements in a linear order, paradigmatic relations deal with the selection
of elements from a set of possibilities. This paper focuses on the latter, examining how
paradigmatic choices—particularly lexical substitutions—are instrumental in shaping the
persuasive quality of advertising discourse. By analyzing how certain words or phrases are
chosen over others with similar grammatical roles, this article aims to uncover the deeper
semiotic mechanisms underlying advertising language. The study situates itself within the
broader field of discourse analysis and draws upon structuralist linguistic theory,
particularly the work of Ferdinand de Saussure and Roland Barthes, to contextualize the
function of paradigmatic relations in constructing consumer appeal and brand narratives.

The concept of paradigmatic relations originates from Saussurean structuralism, which
posits that meaning in language arises not from intrinsic properties of words but from their
differences within a system. In advertising, every lexical choice exists within a paradigmatic
chain—what is said versus what could have been said. These selections are rarely neutral;
they are often ideologically and psychologically loaded to achieve persuasive goals. Barthes
(1972) further developed this idea in his semiotic analysis of cultural texts, suggesting that
advertising texts are "mythologies” where certain signs are preferred to encode dominant
cultural values. Similarly, Leech (1966) noted that the connotative value of words in
advertising often exceeds their denotative meaning, reflecting paradigmatic considerations.
Paradigmatic analysis thus becomes essential in uncovering how advertisers strategically
select words that align with cultural ideals, emotional resonance, and branding go i/
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examining these choices, we can better understand how language constructs desirability,
urgency, and identity in consumer culture.
Paradigmatic Choice and Lexical Strategy in Advertising
Lexical Substitution and Connotation

One of the most evident manifestations of paradigmatic selection is in the use of
emotionally charged or ideologically loaded synonyms. For example, an advertisement for a
luxury car may use the term "prestigious” instead of "expensive," despite both denoting
high cost. The paradigmatic substitution here reframes the product not as financially
inaccessible but as socially desirable.

This principle extends across product categories:

"Natural" vs. "Chemical" in skincare ads.

"Artisan" vs. "Homemade" in food products.

"Exclusive" vs. "Limited" in fashion marketing.

Each lexical choice carries unique connotative values, and the advertiser's preference
reflects targeted identity construction for the brand and its consumers.

Paradigmatic Choices and Target Demographics

Advertisers tailor lexical paradigms to different demographic groups. Language aimed at
younger audiences often includes informal, playful, or tech-savvy terminology (e.g., “epic,”
“next-gen,” “game-changer”), while advertising for older consumers might lean on more
formal or nostalgic vocabulary (e.g., “timeless,” “classic,” “heritage”). These paradigmatic
shifts not only reflect age-related preferences but also socio-economic and cultural factors.
For instance, in global marketing, the paradigmatic choices may reflect local idioms or
culturally resonant terms to enhance relatability and acceptance.

Many advertising texts employ metaphor and metonymy to compress meaning and
evoke emotional responses. In such cases, paradigmatic choices are not merely between
synonyms but between figurative associations. A perfume described as “liquid seduction”
evokes a mythic ideal not found in literal descriptors like “scented spray.” Here,
paradigmatic selection becomes a poetic mechanism, enabling advertisements to move
beyond factual description into the realm of affective and symbolic communication. This
aligns with Roman Jakobson's view of the poetic function of language, where selection and
combination shape textual aesthetics and communicative impact.

Case Studies
Coca-Cola: “Open Happiness”

In this campaign slogan, “happiness” is the paradigmatic choice over alternative
emotions such as “joy,” “pleasure,” or “satisfaction.” The word “happiness” suggests a
more universal, enduring emotional state. Its use also ties into broader ideological narratives
about consumer well-being and lifestyle aspiration. The paradigmatic preference here helps
position Coca-Cola not just as a beverage, but as a mood-enhancing experience.
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Apple: “Think Different”

The paradigmatic deviation from “think differently” to “think different” is
grammatically unorthodox but semantically strategic. It draws attention, embodies
innovation, and aligns with Apple’s brand ethos of non-conformity. The choice of “different”
over potential synonyms like “creatively” or “uniquely” focuses the user’s attention on
identity rather than process.

Paradigmatic choices in advertising texts play a crucial role in shaping consumer
interpretation, emotional response, and brand perception. Far from being arbitrary, these
lexical selections reflect deep semiotic and psychological considerations. By privileging
certain words over others, advertisers construct compelling narratives that resonate with
cultural values and consumer aspirations. Understanding these paradigmatic dynamics
enables a deeper appreciation of how language functions not just to inform but to persuade
and shape ideologies. As advertising continues to evolve with digital media, the importance
of precise lexical selection—and the paradigmatic structures that underpin it—remains a
cornerstone of effective brand communication.
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