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LINGUISTIC AND STYLISTIC TRENDS IN ADVERTISING ACROSS ANGLOPHONE, FRANCOPHONE AND LUSOPHONE MARKETS IN THE 21ST CENTURY

BY

SHABI ADUKE OLUFUNMILAYO
LAGOS STATE UNIVERSITY, OJO, NIGERIA
E-mail:  aduke.shabi@lasu.edu.ng/shabifunmiade@gmail.com

ABSTRACT

The main aim of this paper is to investigate the linguistic and stylistic trends in advertising across Anglophone Nigeria, Francophone Benin Republic and Lusophone Mozambique. The research employs qualitative, sociolinguistic and comparative analysis of accessible advertisements gathered through the social media (Facebook, Twitter, Instagram, and YouTube) from the three regions.  The results reveal that advertising in the three countries reflects cultural values, overlaps in linguistic strategies and stylistic devices, reflecting the social cultural and economic contexts of each country. The essential contribution of this research is to unveil the dynamics of multilingual and multicultural advertising in a globalized digital landscape.
Keywords:  Linguistic features, Stylistic devices, Advertising, Advertisement, Anglophone, 			Francophone, Lusophone.

Introduction

 The 21st Century has encountered a great augmentation in global communication. This necessitates a new trend in advertising, striving to balance between local and global communication needs. Advertising as a major means of communication which unites companies with consumers is gaining more popularity in this era. Various companies of the world are working very hard to annex the cultures of their regions with the global trends in advertising.
With the breakthrough in technology, advertisers seem to use social media platforms such as Facebook, twitter. Instagram and YouTube to reach their audience. 
Nigeria, Benin Republic and Mozambique are major countries in the Sub-Sahara Africa that are very rich in culture with local languages, official languages and foreign languages. These multiple languages are combined to beautify the advertisements (ads) thereby fitting into the local and global needs, enabling customers’ satisfaction.

Background to the study
As more companies get into competition on daily basis, it is imperative for their advertisements to fit into the desires of their immediate environment and the world at large. This study is therefore crucial as it fosters local and global advertisements.
Objectives of the study
The objectives of this research are as follow:
(i)	To investigate the linguistic and stylistic features present in Anglophone Nigeria, Francophone Benin Republic and Lusophone Mozambique advertisements.
(ii)	To examine the similarities in advertisements in the three regions
(iii)	To examine the differences in advertisements in the three regions.
(iv)	To explore the global implications of advertisements in the three regions.
Theoretical Framework 
This study is guided by three key theoretical perspectives:
(i)	Cultural Dimensions Theory (Hofstede): This theory underscores the role of cultural values in shaping consumer behavior and communication styles. Hofstede’s dimensions, such as individualism versus collectivism, are particularly relevant in understanding the varying approaches to advertising in Nigeria, Benin Republic, and Mozambique.
(ii)	Semiotics (Barthes): Semiotics provides a framework for analyzing the signs and symbols in advertisements, emphasizing how meaning is constructed and conveyed through language, imagery, and music.
(iii)	Code-Switching Theory (Myers-Scotton): This theory explains the strategic use of multiple languages in communication, highlighting its effectiveness in creating relatability and cultural resonance in multilingual societies.
(iv)	 It also utilizes comparative theories of sociolinguistics and stylistics with major focus on:  
	Language and Identity: Examining how the choice of language reflects cultural identity in advertisements.
	Stylistic analysis:  Exploring the utilization of figurative language, rhetorical devices and visual semiotics in advertisements 
	Cross cultural communication/multilingualism, investigating how the local market is reached through the incorporation of regional language and the people’s identity.
	A qualitative and comparative approach
Literature Review
Advertising Languages and Style
Language in advertising is instrumental to enhancing effective communication and influence customers’ perspectives about specific goods, services and ideas. Advertisers carefully make their language choices of persuasion and convention such as metaphor, humor, hyperbole and narrative. The analysis of linguistic trends in advertising, involve therefore the exploration of how stylistic devices are used in reflecting audiences’ socio-cultural and linguistic understanding. 
Code Switching and code mixing
Both code switching and code mixing are the use of two or more languages interchangeably within a conversation, sentence or discourse. The nature and usage of the two are however different.
Code-Switching
Code switching means alternating two or more languages within a sentence or conversation. It occurs at sentence or clause boundaries. In his research on language and advertising in Nigeria, Akindele Durojaiye noted that code-switching is a crucial characteristic of Nigerian advertisement while English is usually mixed with local languages like Yoruba, Hausa and Igbo for effective and efficient communication (Akindele 1975). Adekoya (2016) sees code switching as a stylistic device that establishes a sense of cultural authenticity and emotional connection with the audience. He further explains that this connection is advertising. According to Kotler and Armstong, advertising is any paid form of non-personal presentation and promotion of ideas goods or services by an identified sponsor (189) the strategy of advertising is the overall decision and steps taken by a company to reach and persuade its audience through advertising. It is actually a very powerful cultural force that helps us to view the world from a different perspective. According to Myers-Scotton (1993), code-switching is a stylistic choice that enables speakers to emphasize certain cultural and social meanings, making it an effective tool in advertising.
Code-Mixing
Code-mixing happens when elements of one language are blended into another at the word or phrase level. These elements are borrowed from a particular language and then integrated into another, especially lexiques. It often occurs within the same sentence or phrase and in informal conversations. It shows higher level of bilingualism/Multilingualism. Code mixing is a major characteristic of the Nigerian advertisement
For instance:  “You go understand wipe kaki no be leather”  (Mixing Yoruba, English and Nigerian Pidging inside the same language). 
Advertising
Advertising is the process of creating awareness, informing and convincing consumers to purchase and use a particular product, service or idea. It involves all the strategies, techniques and activities utilized in reaching the target audience.  It may be carried out through billboards, tv, radio, prints, digital and social media. According to Kotler and Armstrong, advertising is "any paid form of non-personal presentation and promotion of ideas, goods, or services by an identified sponsor" (189). John E. Kennedy (1920) defines advertising as “Salesmanship in print” Rossiter and Percy emphasize that advertising strategy is the framework within which advertisements are created. They note, "advertising strategy is the totality of decisions made by a company about how to communicate with its customers through its advertising" (23).
Advertisement
Advertisement (or ad) refers to specific message or material created for the promotion of a good, service or idea. Each advertisement employs one or more strategies/avenues such as tv, radio, prints, billboards, banners, writings, posts, digital or social media platforms. Advertisement is therefore the outcome of advertising. Belch and Belch opine that an advertisement should effectively communicate and influence the attitudes of consumers towards products and services" (Belch and Belch 18). In the work of Arens Williams “Contemporary Advertising” (2021), he explains that advertisement is "the structured and composed non-personal communication of information, usually paid for and usually persuasive in nature, about products, services, or ideas" (10). For Shimp and Andrews, what makes a message referred to as advertisement is its ability to persuade people to behave in a particular way or believe in a product, brand or idea (Shimp and Andrews 5). Clow and Baack describe advertisements as "tools of persuasion that aim to influence the purchasing behavior of the target audience" (102).
The History of Advertising 
Advertising is not a new phenomenon as so many people think. It is as old as man. It commenced thousands of years ago and has gone through a tremendous evolution ever since. It has passed through six phases of development viz: 
The ancient beginnings, The medieval advertising ,The printing revolution (15th-17th centuries), The industrial revolution (18th-19th centuries), The 20th century known as the golden age of advertising and the digital era of advertising (1990s-present). 
(i)	The ancient beginnings: Advertising started in Egypt, Babylon and Greece, where traders used stone carvings, wall paintings, or town criers to create awareness about products and services. The Romans used town criers to announce sales and events. There was the use of symbols or signs to represent goods.
(ii)	Medieval Advertising   
Guilds and Markets: There was a high level of illiteracy during this era so public announcements and visuals were used for advertisements. There were street signs for instance a shoemaker or cobbler might tie a shoe at the entrance of his shop to indicate he makes or mends shoes.   
(iii)	The printing revolution (15th-17th centuries) William Caxton printed a handbill promoting his printed book. There was a great transformation in advertising with the emergence of Johannes Gutenberg’s printing press in the mid-15th century. Printed materials became popular and so by 1600, the first printed advertisements appeared in newspapers in England. 
(iv)	The Industrial Revolution (18th – 19th Centuries):  The industrial revolution birthed an increase in mass production as a result of high demand for goods. Multiple companies emerged and there arose competitions among them. Each of them started focusing on names, logos and slogans. 
Brand names logos and slogans first started in the 18th to 19th century due to great completion among the multiple companies birthed by the industrial revolution, The advertising revolutionized improved brands. The father of modem advertising Troklas J. Baratt played in a role by crafting messages that built trust and branded products.  The professionalization of advertising began with the first advertising began with the first advertising agency established by Volney B, Palmer in Philadelphia in the year 1841. 
(v)	20th Century: The golden age of advertising
The fathers of advertising such as Clade Hopkins and Edward Bernays improved on advertising by incorporating psychology. Their work focuses on consumer behavior, attitude and the role of advertisement in influencing them  to act in a particular way toward a product or service.  
(vi)	The digital era (1990s- present):  Advertising has developped tremendously with the advent of the internet and technology. The internet now afford us the benefit of e-commences and search engine advertising. There is now personalized advertising with the use of social platforms like Facebook, twitter Instagram, WhatsApp, YouTube. David ogilvry is referred to as the “father of modern advertising due to his immerse contribution which focuses on research – based advertising. He emphasizes on product value and convincing advertising. The 1920s employ mostly television and radio as major platforms from ads. 
Advertising has improved to include push notifications in app advertisement and geolocation targeting. Artificial intelligence and personalization of ads; in the 21st century that it can determine customers attitude and suggest suitable ads according to interest. Modern ads encourage corporate social responsibility, environmental impact and authenticity. 
Importance of advertising
The importance of adverting in the 21st century cannot be over-emphasized. 
(i)	Brand awareness and recognition 
(ii)	Consumer education: consumers are educated on the use and specialties of products and services.
(iii)	Market expansion and global reach:  Brands are not limited to their localities but know and expand beyond border.
(iv)	Economic growth and job creation: Advertised goods become more demanded and people engage in both wholesale and retail of such products thereby creating jobs and satisfaction which helps in economic growth.
(v)	Competitive advantage:  Ads help brands to compete for quality and consumer satisfaction.
(vi)	Cultural influence and social change: Ads influence societal values because of the creation of awareness of the happenings and new trends in the society and the world at large.
(vii)	Driving sales and Revenue:  Brands are able to generate more income. Advertisements are part of media and entertainment as it helps in creative storytelling, visuals and technology.
Factors Affecting Advertisements in Nigeria, Benin Republic and Mozambique
There are many factors affecting advertisement in Nigeria, Benin Republic and Mozambique. Some of these factors are:
(i)	Cultural hybridity: The three regions experience multi-cultural diversity that influence the advertisements
(ii)	Economic Situations: The economy of a country determines the nature of the advertisements. In this research, it was observed that Nigeria has the highest luxury brands and aspirational messaging focusing on wealthy audience due to higher purchasing power. Republic of Benin is in the middle, mixing luxury brands and affordable brands. Mozambique adverts however focus more on affordability and practicability.
(iii)	Regulatory framework:  The decision of the government on advertising is a crucial factor that determines the style of advertisements in a country. The researchers found out that Nigeria employs more creativity, freedom and confidence in their ads more than the other two regions because of the non-strict regulations guiding advertisements. Benin Republic has a strict regulation and therefore has a dominance of the use of French language in ads.
(iv)	Technological Access
The level of access to technology shapes advertising mediums and formats. In Mozambique, radio remains a popular medium due to limited internet penetration, while Nigeria’s advanced digital landscape supports vibrant social media advertising.
(v)	Globalization:  There is need to move with the international trends in this 21st century. There is therefore the adoption of foreign and global trends in the three countries to fit in to the globalization demands.
(vi)	The impact of Digital Transformation in advertising: In this era of digital advancement, advertising is taking a new shape and revolutionizing day by day. Advertisers now profit from the rich platforms such as: Facebook, Instagram, YouTube and Tiktok to reach their audience.
(vii)	Linguistic adaptation:  In these three countries, cultural uniqueness and modern communication trends are blended together to align with the global need. For instance, Nigerian ads include captivating hashtags and emojis to reach the younger generation.
(viii)	Stylistic Innovation: The 21st century has tremendously advanced through influence marketing. There exist a more conversational and informal tone in advertising. Digital advertising is now enjoying a more informal and conversational tone. There is prevalence of skits and parodies by Nigerian influencers and this is actually shaping ads across the country. The influencers mix entertainment with conviction, on the other hand, the influencers in Benin Republic and Mozambique adopt personal story telling to persuade their audience.
Methodology
The data for this research were gathered through advertisements on social media (Facebook, Twitter, Instagram and Facebook) in the year 2020-2024 from the three regions: Nigeria, Benin Republic and Mozambique. The analysis were done by:
(i)	Corpus collections: A corpus of 150 advertisements (50 from each region) was compiled from Facebook, Twitter, Instagram, Tiktok, and YouTube.
(ii)	Linguistic Analysis: The use of advertising words, code-switching/Code mixing and local languages were examined.
(iii)	Stylistic Analysis:  Visual elements, tones, rhetorical devices were analysed to identify patterns and trends
(iv)	Comparative Framework: The results from each country were compared to determine the similarities and differences in advertising in t he three regions
Analysis and Findings
Advertising in Anglophone Nigeria
Majority of Nigerians understand the Nigerian Pidgin as it does not obey any standardization. Both young and old , literate and illiterate are able to understand and speak it.  Ads infuse the Nigerian  Pidgin. For example:  In the Colgate tooth paste ad: “Na to dey do yanga with your smile”. The word “yanga” means “To proud”  “pride”  The advert means to “Pride yourself or to be proud in your smile. In the introduction of “Nigeria we hail o!” is often used in ads to captivate the attention of the audience. It is a sort of familiar greeting in Nigerian pidgin exalting the uniqueness of the country Nigeria.
There is also the incorporation of the Yoruba words,  proverbs, idioms and cultural specific references. For instance, “A kii fowo r’obe’ (One does not pay for the stew with empty hands) is a Yoruba adage that encourages wise spending. In several ads, Peak Milk combines English with Yoruba or Igbo phrases, targeting specific ethnic audiences while maintaining a universal appeal. Phrases like "Naija go sabi" (Nigeria will know) and "O ma ga o" (an expression of surprise or admiration in Yoruba) are used alongside English to connect emotionally with viewers. MTN Nigeria,  a major telecommunications provider, often incorporates phrases from local languages to create relatable content. For instance, ads like "Mama na boy" (a mother is happy with a boy child) tap into everyday Nigerian experiences, blending English with Pidgin to reach a broader demographic.
 Pidgin English as a Lingua Franca
Indomie Noodles: The iconic "Indomie Belleful" (indicating satisfaction from eating Indomie) ad slogan became a national catchphrase. "Belleful," a term derived from Pidgin, means "satisfied." The brand uses Pidgin to convey simplicity and make the product resonate widely.
Narrative and Storytelling Techniques
  Guinness Nigeria: The Guinness "Made of More" campaign focused on themes of resilience, unity, and strength, using storytelling to depict Nigerians striving for excellence. The ad incorporated scenes from Nigerian life and work, resonating with the local audience’s drive and values.  Airtel Nigeria: Airtel's "Data is Life" campaign tells a story about a young Nigerian entrepreneur overcoming challenges using Airtel’s data service. The campaign builds a narrative of ambition and perseverance, engaging viewers through an inspiring storyline that reflects societal aspirations.
 Use of Music and Local Slogans
   Coca-Cola: Coca-Cola's "Share a Coke Naija Style" campaign combines popular Nigerian music genres with the "Naija" slang, celebrating Nigerian pride. The ads featured well-known local artists, making the brand feel more localized and culturally relevant.
   Maltina: The "Happy Family Moments" campaign by Maltina often includes joyful Nigerian Highlife music, highlighting traditional gatherings with friends and family. Phrases like "You gatz feel am" (you've got to feel it) are woven into the soundtrack, making the product synonymous with Nigerian family celebrations.
 Influence of Digital Media and Social Media Language
   Dettol Nigeria: During the COVID-19 pandemic, Dettol ran a campaign with the hashtag #StayProtectedNaija, incorporating social media language and emojis in a TV ad to reach audiences accustomed to online interaction. The ad made use of phrases like "Naija no go carry last" (Nigeria won’t fall behind), a popular phrase on social media that resonates with a resilient spirit.
   Closeup Nigeria: Closeup Toothpaste ran a "Break the Barrier" campaign, which appealed to youth culture by using internet slang and creating ad content inspired by social media challenges. The ad featured popular influencers, making it easy for viewers to engage with the product through social trends.
Emphasis on Visual Imagery and Symbolism
   Maggi: In its "Cook the Difference" campaign, Maggi frequently shows Nigerian kitchens, utensils, and traditional attire, with the recognizable red and yellow color scheme symbolizing warmth and hospitality. The ad’s visuals, combined with language that reflects the joy of Nigerian cooking, reinforce the product’s centrality to Nigerian cuisine.
   Nigeria Breweries (Star Lager): Star Lager beer’s advertisements feature Nigerian symbols like the green and white colors of the national flag. Scenes of urban and rural life, as well as celebrations with traditional dance and attire, create a visually strong association between the product and national pride.
Global Influences and Local Adaptation
   Dettol's "Endorsed by Mothers" Campaign: Although Dettol is an international brand, Nigerian ads highlight traditional themes of motherhood and protection. This local adaptation of a global brand emphasizes family-oriented visuals and language to appeal specifically to Nigerian mothers. Pepsi Nigeria: Pepsi incorporates Nigerian celebrities and slang in its global “For the Love of It” campaign. Nigerian adaptations feature local pop culture elements and artists, blending global branding with local flavor.
Use of Imperative Language and direct address such as to encourage consumers to act fast for instance: “Try it now!”  “Get it yours today!”
Repetition and Alliteration
Repetition and sound devices like alliteration are major characteristic of Nigerian ads to create a memorable rhythm or to emphasize the usefulness of a product or service. For instance: Network advert:  “Fast, Faster, Fastest!”  The repetition helps to create a musical effect in the memory that can never be forgotten.  It helps to explain the speed of the network.  
Hyperbole and exaggeration
There is the use of hyperbole and exaggeration for example in advertising drinks:  “One sip and you are in heaven!” The audience often laugh at these exaggerations but they enjoy them as they create lasting impression in their minds.
Advertising in Francophone Benin Republic
In Benin Republic, French serves as the primary language of advertising. However, regional languages such as Fon and Yoruba occasionally feature in advertisements to reach rural audiences. A key linguistic trend is the use of poetic and rhythmic language to create memorable slogans. Advertisers often employ repetition, rhyme, and assonance, as in the slogan for a popular detergent: “Blanc plus blanc avec Blancor” (“Whiter than white with Blancor”).
French advertisements in Benin also exhibit a formal tone, reflecting the cultural emphasis on politeness and decorum. For instance, the use of honorifics and polite expressions such as “Éprouvez la différence” (“Experience the difference”) positions products as sophisticated and aspirational.
Advertising in Lusophone Mozambique
Mozambican advertisements predominantly use Portuguese, often incorporating elements of local languages such as Shangaan and Makhuwa to resonate with diverse audiences. A unique linguistic feature is the use of colloquial Portuguese and regional slang, which fosters a sense of authenticity and relatability.
An example is the telecommunications company Vodacom’s campaign slogan: “Mais perto, mais fácil” (“Closer, easier”). This slogan not only emphasizes convenience but also reflects the conversational tone preferred in Mozambican advertising. Additionally, humor plays a significant role, with wordplay and puns enhancing the appeal of advertisements.
Visual Elements
Visual storytelling is a common stylistic trend across the three markets. In Nigerian advertisements, vibrant colors, traditional attire, and symbolic imagery dominate, reflecting the country’s rich cultural heritage. For example, telecommunications ads often depict large family gatherings to emphasize connectivity and shared values.
In Benin Republic, visual elements are often minimalist, focusing on product functionality and elegance. Advertisements for luxury goods, such as perfumes, rely on monochromatic themes and artistic cinematography to convey sophistication.
Mozambican advertisements, on the other hand, frequently integrate natural landscapes and everyday scenes to create an emotional connection. For instance, campaigns for beverages like 2M beer feature picturesque beaches and communal celebrations, emphasizing relaxation and unity.
Music and Sound
Music is a pivotal component of advertising in all three markets. In Nigeria, Afrobeat and contemporary pop music are commonly used to capture the energy and dynamism of youth culture. Popular artists like Burna Boy and Tiwa Savage often lend their voices to commercial jingles, enhancing brand credibility.
Beninese advertisements tend to feature traditional rhythms and instruments, such as the talking drum, to evoke cultural pride. Similarly, Mozambican ads incorporate marrabenta, a traditional music genre, to create a sense of nostalgia and authenticity.
Narratives and Storytelling
Storytelling is central to advertising in these regions. Nigerian advertisements frequently employ humor and drama, weaving narratives that resonate with local experiences. For example, commercials for Indomie Noodles often depict relatable family scenarios, emphasizing convenience and love.
In Benin Republic, narratives are more aspirational, portraying success and sophistication. Mozambican advertisements strike a balance between aspirational and relatable themes, often highlighting communal values and resilience.
Challenges and Opportunities in advertising
While advertising in these regions reflects vibrant linguistic and stylistic diversity, it also faces challenges such as cultural sensitivities, economic disparities, and linguistic fragmentation. For example, ensuring that advertisements are inclusive and culturally appropriate requires careful consideration of regional differences.
However, these challenges also present opportunities for innovation. By embracing multilingualism and leveraging local cultural elements, advertisers can create campaigns that resonate deeply with audiences. The increasing accessibility of digital tools further enhances the potential for creative and targeted advertising.
Conclusion
The linguistic and stylistic trends in advertising across Anglophone Nigeria, Francophone Benin Republic, and Lusophone Mozambique highlight the dynamic interplay between language, culture, and consumer engagement. From the use of code-switching and poetic expressions to the integration of traditional music and digital innovations, these trends reflect the evolving nature of advertising in the 21st century. As globalization continues to shape communication, understanding and leveraging these unique regional characteristics will be essential for creating impactful and culturally resonant advertisements.
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