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ABSTRACT

The objective of this study is to analyse the linguistic characteristics of newspaper advertisements, with a specific focus on the Vanguard newspaper as a case study. The research employed a survey research design and utilised convenient sampling strategies to recruit a total of 67 participants who are employees of Vanguard News Nigeria. The researchers distributed a carefully designed questionnaire to the participants, resulting in a total of 55 responses. After careful validation, 50 of these responses were deemed suitable for inclusion in the study. The data was subjected to analysis utilising basic percentage calculations, as well as frequencies and tabulation. The study's findings indicate that certain aspects of a newspaper advertisement have the ability to capture the reader's attention and encourage them to engage with the advertisement. These attributes include well-designed visuals, the presentation of future advantages, the use of appropriate graphics, and maintaining consistency throughout the advertisement. The investigation also uncovered that the newspaper contains many sorts of advertisements, such as employment opportunity advertisements, promotional advertisements, health information advertisements, business advertisements, event advertisements, and school entrance advertisements. Furthermore, the study revealed that captions in newspaper advertisements should possess qualities such as attractiveness, simplicity, motivation, knowledgeability, and segmentation, among others. The study so suggests that it is imperative for marketers and advertisers to improve their communication abilities and constantly engage in on-the-job training for English language proficiency and effective communication. Effective communication is an essential requirement in the field of advertising. Furthermore, it is imperative for newspaper firms to exercise caution in promoting activities, events, or businesses that are not widely recognised by society. This includes refraining from advertising services offered by herbalists, shrines, and native spiritualists.

CHAPTER ONE

INTRODUCTION

1.1 Background Of The Study

Advertising has been characterized as a powerful communication force as well as a critical marketing instrument that aids in the sale of products and services, as well as images and ideas according to Anyanwu (2000). Advertising may alternatively be defined as "a set of activities aimed at and involving the transmission of information in any paid product or service in order to force behaviors consistent with the objective of an identifiable sponsor."

The first forms of advertising in Africa were town crying and peddling. These have persisted in many Nigerian villages to this day. In terms of media advertising, which is the subject of this study, t he print media first appeared in Nigeria in 1859, with the publication of Reverend Henry Townsend's Yoruba language newspaper "Iwe Iroyin" in Abeokuta. The newspaper included an advertisement for the Anglican Church in the guise of an announcement.

It is worth noting that the first types of newspaper advertising were crude and uneducated. However, they not only assist local merchants in selling their products or services, but they also set the pace for current ways of advertising, which have seen great changes over a long period of time, such that nowadays, a lot can be written about the language of advertising in Nigeria. 

1.2 Statement Of Problem

It is apparent that the copywriter is constrained by the use of language in marketing, and the owner of the advertisement has the primary goal of profiting from the advertisements. It is apparent that language counts in good advertisements in this context; so, the objective of this study will be to critically assess the most appropriate language for newspaper advertisement.
1.3 Purpose Of The Study

The purpose of this study will be to examine the following:

To know how to construct adverts to attract readers or viewers.

To be able to distinguish the terminology to use in different adverts.

To be able to determine the right choice of language used in newspaper advertisement.

Ascertain if an advert should be lengthy or short.
1.4 Research Question

The following will help guide the research study in achieving its objectives:

What makes you stop and look at the adverts?

What kind of adverts do you place on newspapers?

What kind of caption should be given to adverts?

What kind of message should be driven out through advertisement?

Should adverts be short or lengthy?

1.5 Significance Of The Study

This study will be able to unveil some of those hidden facts about the use and choice of languages used in newspaper advertisements, and also bring about a more refined advert outputs.

This research study will highly relevant to the readers, and especially to the world of journalism in the way and manner in which adverts are to be constructed and be placed on newspapers for public consumption.

1.6 Scope Of The Study

This study is undertaken with the general aim of investigating the language of Newspaper advertisement. To achieve the desired result, the study will focus on examining how adverts are constructed to attract readers or viewers, distinguishing the terminology to use in different adverts, determining the right choice of language used in newspaper advertisement, and ascertaining if an advert should be lengthy or short. The respondents for this study will be obtained from Vanguard News Nigeria at 2 Vanguard Avenue Kirikiri canal, Apapa Lagos State.

1.7
 Limitation Of The Study

Like in every human endeavour, the researchers encountered slight constraints while carrying out the study. Insufficient funds tend to impede the efficiency of the researcher in sourcing for the relevant materials, literature, or information and in the process of data collection, which is why the researcher resorted to a limited choice of sample size. More so, the researcher will simultaneously engage in this study with other academic work. As a result, the amount of time spent on research will be reduced.
1.8 Definition Of Terms 

Newspaper: a printed publication (usually issued daily or weekly) consisting of folded unstapled sheets and containing news, articles, advertisements, and correspondence.

Advertisement: an announcement online, or in a newspaper, on television, or on a poster about something such as a product, event, or job. 

Newspaper Advertisement:. a printed advertisement that is published in a newspaper.

CHAPTER TWO

LITERATURE REVIEW

INTRODUCTION
Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.

Precisely, the chapter will be considered in two sub-headings:

Conceptual Framework
Theoretical Framework
Chapter Summary
2.1
CONCEPTUAL FRAMEWORK
Language Style 

Language style is the way people manipulating to other and controlling people in interacting to other and it brings a message usually conveyed in words or voice. In the other word, language style is the way people use the language in communication, it can be written or oral language. Chaika (1982) gives description of what style actually is. She claims that style actually refers to the selection of linguistics form to convey social or artistic effects. Style also acts as a set of instruction. We manipulate other with style; even we are manipulated ourselves whether consciously or unconsciously. In doing communication people usually use formal or informal language which depend on the situation they are communicating with others. Style also tells the listener to take what is being said; seriously, ironically, humorously or in some other ways.

Language style uses all the resources of language such tone of voice, different way of pronouncing sound, even choice of the words and grammar. Tone of voice can be felt when the speaker says something in certain situation or condition. To identify whether people give question or just statement, it can be decided from the tone of voice. Moreover language style can be found in choice of the word and grammar that are used in communication. In educational institution people may use simple word and grammar in order their students can understand easier the material being educated, while it is more complex when language used in advertisement. Language conveyed more stylistic, for advertisement has several purpose to listener or reader. For instance the style of advertisement which researcher found in Newsweek magazine “Global Newsweek offers 12 editions in 190 countries reaching 23 million reader. This statement is not only content of some information but also has a purpose to persuade the reader though. From the grammar pattern advertisement has own style that distinguish with other communication. Even in some cases advertisements ignore or break the grammar pattern, yet it is inappropriate when we communicate in formal situation such in office, educational institution or in ceremonials situation. Using different style in communication gives different interpretation from the listener. In communication people can not leave the style because it is integral part of social aspect. As Chaika states that style is a part of social function interaction which can not go a head if one does not speak with the right style. It means in communication whether in writing or spoken, language style that we use to convey the message or ideas is very important to make our utterance effective and understandable by the reader. In addition, the language style is the selection of linguistics form of one person or a group of people made within the option presented by the convention of the language and the literature to convey social or artistic effect. Therefore, the characteristics of language style are: selection or choices of linguistics form appear from a person or group of people. Equally importance about language style is the same content can be expressed in different form of communication. Renkema (1993:97) states that the numerous of “style” divided into three categories. There are as follow: first, when the symbol aspect of language (the reference to reality) is central, style can be seen as a possible form for a specific content. Second, from the angle of the symptom aspect of expression (from perspective of writer or speaker) style can be seen as the choice of specific forms. Third, from the Engle of signal aspect of persuasion (the perspective of the reader or listener), language can be seen as deviation from a given expression. Crystal and Davy (1969:9-10) divide style into four categories, Firstly, style may refer to some or all of the language habits of one person as when we talk about the Shakespeare’s style, or James Joyce’s style, or when we discuss questions of disputed authorship. Secondly, style may refer to some or all of the language habits shared by a group of person at one time, or over period of time. As when we talk about the style of Augustan poets, the style of old English ‘Heroic poetry’ or style of public speaking. Thirdly, style gave more restricted meaning when it is used in an evaluative sense, referring to the effectiveness of a mode of expression. Implicitly, style is defined ad saying the right thing in the most effective way or as a good manner. And the last, style refers to literary language. Style has long been associated primarily or exclusively with literature, as a characteristics of good, effective, or beautiful writing.

The Element of Style 

Kenney (1966:60) states that the elements of style consist of three kinds; they are diction, imagery and syntax. 

Diction

Abrams (1993) says that the diction signifies the kind of words, phrases, sentence structure and figurative language that constitutes any works of literature. The choice of word is very importance in all of communication types, more in written language. Each word has several functions, such as, meaning, sound, and aesthetic function. In addition, the choice of word does not only know the meaning that is expressed but also it expresses some messages without leaving its aesthetic value. A good diction related to the word choices has a varieties of meaning to rise and develop reader' imagination.

Denotation 

Kenney (1996) states that denotation is the lexical meaning or the meaning, which is based on the dictionary. We say that denotation is the same as cognitive meaning, conceptual meaning, and referential meaning, because it gives some explanations as appropriate meaning with the result, such as sense of smell, sense of hearing, sense of touch, eyesight, or other experiences. Chaer (1995:65) said that denotative meaning is similar as referential meaning because denotative meaning gives an explanation as a meaning, which is suitable with result of observation. Consequently, denotative meaning describes the objective information. It is also called "the real meaning”.

Connotation 

Connotative meaning is a kind of meaning whose responds to emotional value. Connotative has different meaning with one society to another because it must be convertible with those society's views of the life or norms. Chair (1992:92) states that a word is called connotative meaning if that word has sense of value, either positive or negative. Furthermore, Soejibto (1992:54) says that connotation is differentiated in to two types, positive connotation and negative connotation. Positive connotation has high value of sense; good, polite, smooth, joyful, sacred, etc. while negative connotation has high value of sense, bad, impolite, dirty, etc. both of them depend on the language users themselves.

Imagery 

Kenney (1996) says that imagery is the evocation through words of a sensory experience: imagery is simply the collection of image in the entire work or in any significant part of the works. Furthermore, perrine (1984:552) states that imagery is the representation through language of sense experience. Based on the variety of figures of speech above, there are three kind of figure of speech that help on analyzing the language style on this study. They are hyperbole, metaphor, and personification.

Hyperbole 

Hyperbole is a figure of speech, which employs exaggeration (Reaske, 1996:34). Keraf (1881: 135) says that hyperbole is a kind of the figure of speech, which consists of an exaggerated expression. Exaggeration is the description of what we see and feel which are followed by emotion.

Metaphor 

Metaphor is figure of speech, which compare a thing to another directly (Reaske, 1996: 36) Parrine (1984: 565) states that metaphor is used as a mean of comparative thing that is essentially unlike. Moreover Keraf (1994:139) says that metaphor is a kind of analogy which compares two things directly. 

Personification 

Personification is the process of assigning human characteristic of objects, abstraction or ideas (Reaska, 1996:39).

Parrine (1984:568) states that personification consists of giving attribute of human being to an animal, an object or concept. It means that personification is used to compare something nonhuman if it has human’s characteristics. Consequently, the situation and event are often comparing a situation or event that has been experienced by human being. In addition, non-human object is considered as human being. It is used to make clear the situation or eventual description.

ADVERTISING 

Advertising is the market instrument which advertisers use to influence the behaviour of consumers at the point of purchase (Sandage, Fruburger and Rotzol, 1997). As the communicating element, within the marketing mix, it aims to manipulate consumer opinion towards particular products or market, mass media, bill boards, sky writing etc. It constitutes the medium through which advertising messages are passed on the target audience, while consumers’ response to the messages are monitored through the quality or volume of the advertising product (Comanor, 1999). Advertising research has its roots in the behavioural sciences consisting of Psychology, Sociology and Social Psychology hence, its central theme is people, therefore, the underlying purpose of all advertising is increased awareness of the consumers about a product (Diamond and Oppenheim, 2004) Advertising can make or mar a product in the market, depending on the effectiveness of the advertiser’s message and the atmosphere surrounding it. Advertising cannot turn a poor product or services into a good one but can create awareness about both old and new products and services and show how various needs and wants can be satisfied. Increasingly, advertising performs some advanced information, about products and services to consumers before they reach the place of purchase. Vance Packard in expressing his fear about the power of advertising charges that; Many of us are being influenced and Manipulated for more than we realize in the pattern of everyday life.
But consumers do not often change suddenly from one product to another, in many cases, they go through several steps before buying a product. In general, they move from awareness of the product or services to awareness and then to knowledge, liking, performance, acceptance (or conviction), and then to the purchase of the product or services. About 80% of the products manufactured in Nigeria have the likelihood of having a substitute. That is that fear that substitute which is established in the market section needs to retain or sustain leadership position. This makes it very important for manufacturers to advertise their products. The advertiser however makes sure that the value and quality of the product is developed continuously to meet consumer’s changing needs and standards. Advertising messages are always regarded as communication designed by the sender to produce certain forms of reaction, behaviour or attitude from the receiver of the message. According to Jefkins (1999): Advertising presents the most persuasive possible selling message to the right prospects for the products or services at its lowest possible cost.
The message has to get to the consumers. The consumer is an indispensable individual without whom advertising will be a useless effort because the consumer is still king as to what he does with his money. He is free to save or spend his money in any way he wishes. Advertising has been publicly condemned and praised. Concerns over the economic, social, moral and ethical issues of advertising has become one of the most economic and social forces in the society. Partly because of its influence, most people have learnt to want better products and services to take better care of their health and improve their living conditions. Advertising as a form of communication must be very effective because a bad advert is a bad use of medicine, therefore, the communication tasks are the main goals of advertising and these goals according to Encyclopedia Britanica (2000) are as follows: (a) To reach a definite audience, to a given extent, and during a given period of time. (b) To produce awareness and knowledge about the products and services (c) And to point out the qualities of the products or services to the persons the advertisers wish to influence.

In advertising, the advertiser endeavours to achieve a link between the sender and the receivers. This link is a form of communication and Fletcher (1998) describes this as bridging the gap between the sender and the receiver. There must be a message as well as a medium, therefore according to Sandage et al (1999);Advertising has to be through the mass media of newspaper, magazines, books, leaflets, posters, radio, television and cinema. It must be paid for in money not in sweat and energy.

This means that advertising messages may be placed either by an individual or group of people. For an advertisement to be effective, it has to consider first its audience; the educational, social, political and religious background. It has to consider the subject that will appeal to that will appeal to the audience and what should be avoided (Gumperz, 1982). In addition, alienating an audience by choosing subject which proves to be too high for the consumer level of satisfaction or comprehension and this is very important, especially in Nigeria and most undeveloped countries where the level of illiteracy is still very high. For example, Eco Bank advertisement on television is too sophisticated for most of the Nigerian audience. The relationship between the dog and the girl and how it relates to the business of banking is not quite understood by many Nigerians. Advertising has to consider the occasion and what is fitting for it. It should take into account the type of products or services to be advertised; whether it is a luxury goods or consumer goods. The age and sex of the target audience also play an important role. Language also is one of the important factors that determine the effectiveness of an advertisement on a target audience. Advertising has its advantages and disadvantages. The greatest advantage of the role of advertising is that it carries the sale message to a very large number of people. Achieving the quest of relaying the message to a large number of people is referred to as Broadcast Effect which is the most valuable skill of advertising Advertisement has to be placed where they are most likely to produce the greatest sales for it to be effective. It is evident that advertising means so much to many people. To the advertisers, it means a method of promoting sales to the media owners, it is a way of making money and to the agencies it means still utilization.

Kinds of Advertisement

The basic motivation to fulfill the need of human‟s life is the main consideration of the producers to determine in offering their product or service through advertisement. There are six kinds of advertisements, they are: 

1. Price advertisement 

This is the advertisement that offers product and service which emphasizes on attractive price. It means that the advertiser gives the lower price of his product than the other products, they usually include bonuses or discount for the consumers. 

Brand advertisement 

The second advertisement is the advertisement that tries to give the impression of a product‟s brand. Another name for this is national consumer advertisement. The advertiser attracts the consumers by focusing on the development of a long term brand identity and image. It tries to develop a distinctive brand image for product. 

Quality advertisement 

In this advertisement, the advertiser informs that their product has the best quality than others. It purposes to get the consumer‟s trust. 4. Product advertisement 

Here, the advertiser informs us how to use their product or services clearly, by clear information, it is hoped that the consumer will be interested in the product they offer. 

5. Institutional advertisement

Institutional advertisement is also called as corporate advertisement. The focus of these messages is on establishing a corporate identity or on winning the public over to the organization‟s point of view. It is an advertisement that is trying to introduce the name of their firm‟s name to give an impression to the new consumer. 

Prestige advertisement 

Prestige advertisement is an advertisement that attempts to magnetize people to associate with their status. Actually, the producer wants to inform the consumer that the product has a good quality and high price.

The Function of Advertisement 

The primary function of advertisement is to offer a product or service to the costumers. It carries out the producer’s want; need and purpose. Advertisement actually is giving a two-sided mutual impact for both the producer and the costumer, the producer will automatically gain his/her commercial benefit if the product use by many people, while the consumer will get adequate information about any product or service need. Gaw (1961:21) describes the function of advertisement as a tool of selling, as media of education, as a molder opinion and good will builder. 

1. As tool of selling 

Generally, producers offer their through advertisement either in television, newspaper pamphlet, or in magazine. It is primary function of advertisement to introduce and offer their product with varieties of style in order to get more attractive and impressive to the reader. 

2. As media of education 

As media of educator, advertisement teaches the people to adopt the newest and untried technology quickly. In reality, advertisement always carries out current information either economic or technological improvement. Furthermore, advertisement accelerates the application of advance technology in industry, help reduce accident and contribute to building a better understanding and appreciation of ideology. 
3. As a molder opinion 

Equally importance advertisement as a molder opinion means builds faith in democratic way of life. It is like the politician who promotes himself using rhetorical language to make the audience trust on him. 

4. As goodwill builder 

Last, the function of advertisement according to Gaw is as goodwill builder. It means advertisement also assist in maintaining goodwill among the various group interests that must function in harmony in a democracy. While Whitthier (1958:48-54) who states that an advertisement is any paid for message that seeks to motivate someone argued that advertisement should fulfill five functions as follow;

Idea 

In reading or listening an advertisement might be the first question in our mind is what the idea of that advertisement is. Advertisement as media of paid message that seeks to make someone buy a product has to contain of an idea about what is the purpose of producer or writer. The better the idea, the better any advertisement is likely to be. There is reasonably sure way to identify an idea. If the sales theme of advertisement can be summed up in a single sentence, chances are there is an idea in it. 

Immediate impact 

Immediate impact defined as “stopping power’. This is really the power to distract, to halt minds concerned with other things, to give people greater concern for the advertising message that appear suddenly. This power to stop people is one of the most importance functions of an advertisement, for if no body stops to look or read, the advertisement is a total loss. finally it must be seen before it can be persuaded. 

3. Incessant interest 

Ideally, any advertisement should hold a prospective customer’s attention until he has absorbed all the information it has to give him. Not just some of the information, but all of it such as the product has to satisfied, good, etc. Presumably everything in an advertisement contributes to the single purpose of making a sale, and maximum persuasion is the sum of all its parts. To hold attention, advertisement must maintain interest. It should make a reader or listener want to know more so long as the advertiser has more to tell. So the language use should make the readers anxious to know more. As a fact it is not amazed went we found many advertisement present in complete utterance. This way is make the reader’s mind predict the next word or utterance. As a result language use will catch the reader’s attention and interest. 

4. Information 

Some advertisement also has to contain some information about the product advertised. Enough information to satisfy curiosity and create conviction is usually sufficient. The information that conveyed has a power to make a reader interested in a product. This way can assert the competitive word to claim that the product is more effective than other such as “this television are clear, sharp, modern design, and excitingly real”. 

5. Impulsion 

The last function of advertisement based on Whittier idea is it should force the reader or listener’s desire to buy the product advertised. It can use a hyperbole to convince the costumer. Creative ability to use a language in different style can build the reader’s desire.

Originally, advertising was created to help someone sell something. That means the ultimate goal of advertising is to increase the advertiser's sales. However, in preparation for an advertising campaign, a more specific advertising goal is required to provide advertisers or advertising agencies a certain direction regarding how the campaign will be executed and how the campaign will be evaluated after the campaign period.

Although there are various advertising objectives targeting consumers, they can be largely generalized into the following eight areas:

1. To increase brand awareness 

2. To improve brand attitude 

3. To provide product information 

4. To convert product concept 

5. To establish public opinion 

6. To improve the advertiser's image 

7. To inform other promotion strategies 

8. To create a new fashion

Beyond the above objectives, the external functions of advertising should be examined considering its impact on our society. Generally, they can be categorized as four major functions: 

a) Marketing Function

The most effective way to increase the sales of a brand may not be advertising because other influential factors, such as price, product quality, or product distribution, can be more important factor in satisfying consumer needs and obtaining consumer acceptance for the advertiser's products, services, or ideas. However, advertising sends the advertiser's message to as many prospects as possible through mass media. Therefore, advertising can solve the possible limitations that might be caused by geographic, time, or perceptual differences between consumer and advertiser.

b) Economic Function 

Advertising stimulates the economy by informing many prospects about available products and services at a relatively low price. As a result, advertising helps advertisers decrease costs and increase profits, which can be distributed to more capital equipment and job offerings. Furthermore, competitive advertising activities help consumers compare several brands with a lot of information, so it brings about the improvement of the overall product quality and the failure of inferior products. 

c) Communication Function 

All forms of advertising deliver messages to consumers. As the message sender in the process of communication, advertising can let people know about a new brand, make an impression on consumers' minds about the brand, build or maintain positive attitudes toward the brand, form a strong motivation to make consumers take action, and establish a strong brand loyalty for repeated purchases.

d) Social Function

Advertising provides the opportunity to choose the most ideal products or services that best match consumers' social needs by identifying good products, teaching consumers how to compare each brand, and creating new trends. Moreover, advertising is the largest financial source for mass media and has a powerful effect on our society. Nonetheless, advertising is sometimes subjected to wide criticism due to the fact that advertising is the most visible marketing activity of advertisers. (http//.magazine/function of advertisement.net)

Language of Advertisement As the writer has been notes, the language in advertisement is different from the language used in daily life. According to Gaw ideas the different exists because it has several targets such as tool of selling product, as a media of education, as a molder opinion, and last as a goodwill builder. Therefore, the language used in advertisement should be creative, interested, informative, and persuasive. Creative means that the words used have to illustrate and arrange with different ways, such as contain of a jargon, hyperbole, personification, metaphor or good diction. Moreover to be creative advertisement have own style in producing their message. From the vocabulary advertisement has several features as follow: 

a) The advertisement commonly use Compound words: these occur as hyphenated words, such as 'competitively-priced'.

b) Use of adjectives: adjectives are used to an unusually high degree, eg. Shining, luxury, elegant, smooth. Adjectives are important in advertising for they are used to add prestige and desirability for the consumer. 

c) Use of the imperative: often in advertisements the imperative form of the verb is used, where we are told to do something, eg. 'try the...', 'see your dealer', 'call your State Distributor'. 

d) Use of repetition: advertisements tend to repeat words or ideas. Something repeated frequently is more likely to be remembered. Most often it is the brand name of the product, or some word associated with it. 

e) Slogans: Most advertisements use a catchphrase or slogan which becomes associated with the product such: 'Nike. Just do it', 'Always Coca-Cola' Neologisms: these are newly made words such as 'schweppervescence', 'mostest', 'roll-together'.

From the sentence structure the advertisement used simple, compound, complex, minor, or incomplete sentence.

a) Simple sentences: sentence with either a subject and a verb or a subject, verb and an object. For example the cat slept on the mat. 

b) Or in some cases advertisement used compound sentences: two or more simple sentences joined together by a conjunction (a joining word). For example, the cat slept and the mouse ate. 

c) Next, in Complex sentences advertisement have a subordinate clause. For instance, the cat, which was very old, slept.

d) Minor sentences: These are used in advertising because information is put across to the consumer in a very brief manner. The minor sentence does not have a verb. Example, A cool mint gel. 

e) Incomplete sentences are a group of words without a noun. eg. Help!

To be interested advertisement language uses a provocative phrase in sentence. It also contains newest information about technology or economy development, that the reader want to know more and want to try the good advertised. (Whittier, 1958:52).
The Language Styles in Advertisement 

Wells (1995) argues that language in advertisement has a creative concept to present a message to the reader or the audience. In addition, an advertisement as a tool of selling a product it should offer an object to the society using many styles of language to get successful in business aspect. The style refers to the way in which language is used in a given context, by given person for a given purpose and so on. According to Byrne (2004) using variation of style depends on the environment in which the message is presented; the language style used in upper class environment is different from the style used for the lower class environment. The environment also refers to the stratification, such as age, gender, and other social status. To sell a product, advertisement has varieties concept or style in presenting its message, which contributes to the successful of advertisement purpose. The creative concept of advertisement language brings the idea to life. Since effective advertisement is build on strategy, it is important to understand how different strategy effect creative perception of the reader. Wells (1995) states that there are several styles of advertisement formulas the message. These include hard sell, soft sell, lecture and drama, straightforward, demonstrations, comparison, problem solution, slice of life, and spokesperson.

Hard 

sell Hard sell is rational informational message that is designed to touch the mind and to create a response based on logic. The approach of this style is direct and emphasizes tangible product features, facilities and benefits. Hard-sell message try to convince the consumer to buy because the product is very good, better, or best.

Soft sell 

Soft sell use an emotional message and it is designed around an image intended to touch the heard and to create a response based on feeling and attitude. The message present with subtle, intriguing, and ambiguous illustrates how advertisement sell moods and dreams more than product feature. Hard sell style is clearly more persuasive than soft sell. Sometime hard and soft sell style come together.

Lecture And Drama

Most advertising use a combination of two basic literary techniques such as lecture and drama. Lecture is a serious structured instruction given verbally by a teacher. A drama is a story or play builds around characters in some situation. Lectures are a form of direct address. Stylistically, the speaker addresses the audience from the television or written page. The audience receives the message “at the distance” the speaker presents evidence (broadly speaking) and employs such technique as an argument to persuade the audience.

Straightforward 

In a straightforward factual message, the advertiser usually conveys information without using any gimmicks of embellishments. In other word in this style advertisement conveys the messages more rational rather than emotional. Cigarette advertisements that make claims about low tar, For example, are usually presented in a straightforward manner.

The Demonstration

The demonstration style is the way of delivered an ideas or message which is focused on how to use the product of what it can do for you. The product strengths take center stage. In demonstration people persuade to believe what has been said by advertiser. Moreover in presenting the messages the speaker speak loudly, and enthusiasm as if what has been speak is fact and true. Demonstrations can be a very persuasive technique.

The Problem Solution 

The problem solution also known as the product as hero technique, the message begins with some problem and the product is presented as solution to that problem. This style is common technique which is used by advertiser to make their product advertised run smoother. 

The Slice of Life 

The slice of life is an elaborate version of a problems-solution message presented in the form of a little drama. It uses some commonplace situation with “typical people” talking about the problems. It puts the audience in the position of overhearing where the problems is stated and resolved. 

The Spokesperson 

Using the person to speak on behalf of product is another popular message technique. Spokesperson and endorsers are believed to build credibility. They are celebrities we admire, expert we respect, or someone “just like us” who advice might seek out. 

Comparison 

Comparison is the way of advertisement conveys the ideas or message by compare certain product to other product. It contrast two or more products and usually finds the advertisers brand to be superior. The comparison can be direct, in which the competitor mentioned, or indirect way, which just a reference to other leading brands.

2.2 THEORETICAL FRAMEWORK 

The theoretical framework for this study is Interactional Sociolinguistics. Interactional Sociolinguistics is a theoretical and methodological perspective on language use that is based in linguistics, sociology, and anthropology. Because of these disciplinary roots, it shares the concern of all the three fields with language, society and culture. (Schiffrin, 2000). Speech Act Theory is part of Interactional Sociolinguistics. Speech Act Theory, the ethnography of communication and micro ethnography are concerned with language, society and culture. Goffman, (1963, 1971) analyzed face-to-face interaction and concluded that face-to-face interaction is very important because it provides and understanding of how language is situated in particular circumstances of social life and how it both reflects and adds meaning and structure to those circumstances. Also Gumperz (1982) analyses of verbal language revealed that communication helps us to understand how people may share grammatical knowledge of a language but differently contextualize what is said, in such a way that very different messages are produce and understood. The views of Goffman and Gumperz are very pertinent to advertising, especially in selected mass media commercials because advertising is a good example of Interactional Sociolinguistics.

2.3
Chapter Summary

In this review, the researcher has sampled the opinions and views of several authors and scholars on the concept of language, language style, kinds of language, advertisement, functions and kinds of advertisement, language in advertisement etc. The works of scholars who conducted empirical studies have been reviewed also. 

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION

In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3
POPULATION OF THE STUDY

According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 

This study was carried out on to examine the language of Newspaper advertisement using vanguard newspaper as case study. The population of the study therefore comprises staff of Vanguard News Nigeria in Kirikiri canal, Apapa Lagos State.
3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.   
In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of the entire staff of Vanguard News Nigeria headquarters,  the researcher conveniently selected 67 staff from the department of Advertising, Circulation, Printing and Administration as sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS

The responses were analyzed using the frequency tables, which provided answers to the research questions. 
3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

he study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

1 INTRODUCTION

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of sixty seven (67) questionnaires were administered to respondents of which fifty fifty (55) were returned while 50 were validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of  50 was validated for the analysis.

4.2
DATA PRESENTATION

The table below shows the summary of the survey. A sample of 67 was calculated for this study. A total of 55 responses were received whiles 50 was validated. For this study a total of 50 was used for the analysis.

Table 4.1: Distribution of Questionnaire

	Questionnaire 
	Frequency
	Percentage 

	Sample size
	67
	100

	Received  
	55
	82.1

	Validated
	50
	74.63


Source: Field Survey, 2021

Table 4.2: Demographic data of respondents

	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	18
	36%

	Female
	32
	64%

	Age
	
	

	20-30
	28
	56%

	30-40
	12
	24%

	41-50
	10
	20%

	51+
	0
	0%

	Education
	
	

	HND/BSC
	30
	60%

	MASTERS
	12
	24%

	PHD
	08
	16%

	Marital Status
	
	

	Single
	21
	42%

	Married
	26
	52%

	Separated
	3
	6%

	Divorced
	0
	0%

	Widowed
	0
	0%


Source: Field Survey, 2021

4.3
 ANSWERING RESEARCH QUESTIONS

Question 1: What makes you stop and look at the adverts?
Table 4.3:  Respondent on question 1
	Options
	Yes
	No
	Total

	Smart Designs
	50

100%
	0
	50

100%

	The Block Later Benefits
	50

100%
	0
	50

100%

	The Kind Of  Graphics Used
	50

100%
	0
	50

100%

	Advert Consistency
	50

100%
	0
	50

100%


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents said yes to the options provided in the question “What makes you stop and look at the adverts? There was no record of no to the given options.

Question 2: What kind of adverts do you place on newspapers?
Table 4.4:  Respondent on question 2
	Options
	Yes
	No
	Total

	Job Opportunity Adverts
	50

100%
	0
	50

100%

	Promo Adverts
	50

100%
	0
	50

100%

	Health Information Adverts
	50

100%
	0
	50

100%

	Business Adverts
	50

100%
	0
	50

100%

	Event adverts
	50

100%
	0
	50

100%

	School Admission Adverts
	50

100%
	0
	50

100%


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents said yes to the options provided on the question “What kind of adverts do you place on newspapers?” There was no record of no to the given options.

Question 3: What kind of caption should be given to adverts?
Table 4.5:  Respondent on question 3
	Options
	Yes
	No
	Total

	Attractive Caption 
	50

100%
	0
	50

100%

	Simplified Caption
	50

100%
	0
	50

100%

	 Motivational Caption
	50

100%
	0
	50

100%

	Knowledgeable Caption
	50

100%
	0
	50

100%

	Segmented Caption
	50

100%
	0
	50

100%


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents said yes to the options provided on the question “What kind of caption should be given to adverts?” There was no record of no to the given options.
Question 4: What kind of message should be driven out through advertisement?
Table 4.6:  Respondent on question 4
	Options
	Yes
	No
	Total

	Value Memorable Message
	50

100%
	0
	50

100%

	Suggestive Message
	50

100%
	0
	50

100%

	Informative Message
	50

100%
	0
	50

100%

	Educative Message
	50

100%
	0
	50

100%

	Risk And Unethical Free Messages
	50

100%
	0
	50

100%


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents said yes to the options provided on the question “What kind of message should be driven out through advertisement?” There was no record of no to the given options.
Question 5: Should adverts be short or lengthy?
Table 4.7:  Respondent on question 3

	Options
	Frequency
	Percentage

	Short
	32
	64

	Lengthy
	05
	10

	Undecided
	13
	26

	Total
	100
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, 64% of the respondents said short, 10% of the respondents said lengthy, while the remaining 26% were undecided.

CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS:

5.1 Introduction

This chapter summarizes the findings on the language of Newspaper advertisement using vanguard newspaper as case study. The chapter consists of summary of the study, conclusions, and recommendations. 
5.2 Summary of the Study

In this study, our focus was on the language of Newspaper advertisement using vanguard newspaper as case study. The study is was specifically focused on examining how adverts are constructed to attract readers or viewers, distinguishing the terminology to use in different adverts, determining the right choice of language used in newspaper advertisement, and ascertaining if an advert should be lengthy or short.
The study adopted the survey research design and randomly enrolled participants in the study. A total of 50 responses were validated from the enrolled participants where all respondent are staff of Vanguard News Nigeria headquarters in Kirikiri canal, Apapa Lagos State.

5.3 Conclusions

In the light of the analysis carried out, the following conclusions were drawn.

The attributes of a newspaper advertisement which enables reader to stop and carefully pay attention to the advert include; smart designs, the block later benefits, the kind of  graphics used,  and the advert consistency.

The categories of adverts placed on a newspaper include; job opportunity adverts, promo adverts, health information adverts, business adverts, event adverts, and school admission adverts.

Newspaper adverts captions should be attractive, simplified, motivational, knowledgeable , and  segmented.

Messages in  a Newspaper advert should be value memorable, suggestive, informative, educative, risk and unethical free.

A newspaper advert should be short and not lengthy.

5.4 Recommendation

Based on the findings the researcher recommends;

It is essential that marketers and advertisers enhance their communication skills and also undergo on-the-job training in use of English and Communication regularly. This is because effective communication is a sine-qua-non in advertising.

The management of newspaper companies should strictly avoid advertising any activity, event or business that is not generally accepted by the society such include, adverts placed for herbalists, shrines and native spiritualist.

Since advert on newspapers can be accessed by anyone include youngsters, relevant authorities should avoid publishing adverts which may mislead young readers. 
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APPENDIXE

QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(s) ON A QUESTION OF YOUR CHOICE

SECTION A

PERSONAL INFORMATION

1. Gender

Male

[  ]


Female 
[  ]

Age

20-30
[  ]
30-40
[  ]
41-50
[  ]
51+
[  ]
Education

WAEC

[  ]
HND/BSC
[  ]
MASTERS
[  ]
PHD

[  ]
Marital Status

Married
[  ]
Separated
[  ]
Divorced
[  ]
Widowed
[  ]
SECTION B

Question 1: What makes you stop and look at the adverts?
	Options
	Yes
	No

	Smart Designs
	
	

	The Block Later Benefits
	
	

	The Kind Of  Graphics Used
	
	

	Advert Consistency
	
	


Question 2: What kind of adverts do you place on newspapers?
	Options
	Yes
	No

	Job Opportunity Adverts
	
	

	Promo Adverts
	
	

	Health Information Adverts
	
	

	Business Adverts
	
	

	Event adverts
	
	

	School Admission Adverts
	
	


Question 3: What kind of caption should be given to adverts?
	Options
	Yes
	No

	Attractive Caption 
	
	

	Simplified Caption
	
	

	 Motivational Caption
	
	

	Knowledgeable Caption
	
	

	Segmented Caption
	
	


Question 4: What kind of message should be driven out through advertisement?
	Options
	Yes
	No

	Value Memorable Message
	
	

	Suggestive Message
	
	

	Informative Message
	
	

	Educative Message
	
	

	Risk And Unethical Free Messages
	
	


Question 5: Should adverts be short or lengthy?
	Options
	Please Tick

	Short
	

	Lengthy
	

	Undecided
	


