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 Abstract. This study investigates the semantic features and language 
strategies employed in advertisements within two prominent Nigerian 
newspapers, Punch and Vanguard. Anchored in linguistic theories such 
as the Denotational, Mentalist, Sense, and Use Theories of Meaning, the 
research explores how lexical and semantic choices shape consumer 
perceptions and engagement. The study focuses on three 
advertisements: Wema Bank, The Alternative Bank (Punch), Blue 
Diamond Logistics, and Lagos Internal Revenue Service (Vanguard). 

Findings reveal distinct differences in language use, reflecting the 
newspapers' editorial styles and target audiences. Punch adopts direct, 
action-oriented language, appealing to a pragmatic readership by 
emphasising immediacy and clarity. For example, Wema Bank's "5 for 5 
Promo" employs transactional terms like "daily draws" and 
"N135,000,000 prize," creating urgency and excitement. Similarly, The 
Alternative Bank uses aspirational phrases like "Be Unstoppable," 
encouraging empowerment and professional growth. 

Conversely, Vanguard employs emotive and sophisticated language, 
resonating with an urban, aspirational audience. Blue Diamond Logistics 
emphasises credibility and expertise through terms like "global logistics 
services" and "30-year track record," projecting reliability and 
international competence. The Lagos Internal Revenue Service ad 
promotes its eTax platform using language highlighting civic 
responsibility and convenience, framing tax compliance as a moral 
obligation. 

The study underscores the role of semantics in aligning advertisements 
with cultural and cognitive contexts, demonstrating how language 
constructs meaning to influence consumer behaviour. Advertisers 
effectively engage diverse demographics by tailoring linguistic 
strategies to specific audience profiles. Recommendations include a 
deeper exploration of cultural and regional factors in advertising 
language and expanding research to digital media platforms. 

In conclusion, the nuanced lexical and semantic choices in Punch and 
Vanguard advertisements exemplify the strategic interplay between 
language, meaning, and audience engagement in Nigerian print media. 

Keywords: Semantics; Advertising; Consumer Engagement; Meaning; 
Newspapers; Language. 
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INTRODUCTION 

Language plays a crucial role in human life. 
Without language, people would face significant 
difficulties communicating with others, resulting 
in a lack of interaction among individuals. Hu-
mans rely on communication as social creatures 
to build relationships and interact with their en-
vironment. Humans cannot separate themselves 
from language since they need it to communicate 
with others. Generally, language is divided into 
two main parts: written and spoken. Written lan-
guage encompasses all languages used in written 
texts, while spoken language refers to language 
used in speech, particularly conversation. 

Language is essential in relationships between 
individuals within a social group, community, or 
society. According to authors [1], language is the 
principal means by which people conduct their 
social lives. In everyday life, people use language 
for various purposes. Besides using language for 
communication, people also use it for negotia-
tion, introduction, and socialisation. In other 
words, language and society are deeply connect-
ed through communication. 

Linguistics is the scientific study of language. As a 
scientific study, it encompasses various lan-
guage-related issues, such as its history, devel-
opment, and the relationship between language 
and socio-cultural aspects. Several fields of lin-
guistics include morphology, phonology, syntax, 
and semantics [2]. Semantics studies the mean-
ing of words, phrases, or sentences in a language. 
Author [3] states, "Semantics is the technical 
term used to refer to the study of meaning." 
Meaning is one of the most ambiguous and con-
troversial terms in the theory of language, de-
termined by the arrangement of words in sen-
tences. 

According to the author [4], the meaning is de-
scribed as follows:  

1) The message that is intended or expressed or 
signified; 

2) The idea that is intended. Verbal communica-
tion is an everyday activity where we exchange 
information by speaking and hearing.  

Non-verbal communication involves exchanging 
information through expressions and body lan-
guage, while written communication uses sym-
bols, letters, and text to convey information. Par-
averbal communication involves changes in tone 

or volume, such as raising our voice when angry 
or lowering it when sad. 

Advertising campaigns are produced to achieve 
specific purposes the advertiser desires. In ad-
vertising, attracting people involves various 
strategies, such as using beautiful models, funny 
pictures, catchy lines, and attractive colours. 
Sometimes, marketers use foreign languages, 
mainly English, to create a "cool effect" and avoid 
formality in casual conversation [5]. 

This study investigates the semantic aspects of 
language used in advertisements in Punch and 
Vanguard newspapers. Semantics, a part of lin-
guistics, focuses on the relationship between sig-
nifiers (words, phrases, signs, and symbols) and 
their meanings. Author [6] defines linguistics as 
the study of human language and semantics as 
the study of meaning. 

Communication is essential in human life, and 
language is a typical attribute of humans. Accord-
ing to the author [7], communication is embed-
ded in human culture, and as society changes, so 
does the culture. Communication involves trans-
ferring thoughts or messages to another party for 
understanding and action. Advertising, a form of 
marketing, involves paying for space to promote 
a product, service, or cause. It aims to reach po-
tential customers and influence their percep-
tions, opinions, and purchasing behaviour. 

Advertising objectives have historically been to 
achieve direct sales by persuading consumers to 
buy. It involves communicating a message to sell 
by informing, influencing, and reminding poten-
tial customers of a product's value [8]. Advertis-
ing is responsible for promoting goods and ser-
vices, increasing product knowledge, persuading 
target audiences, and maintaining brand aware-
ness [9]. 

This paper analyses the semantics of advertising 
language in newspapers, focusing on selected ad-
vertisements from Punch and Vanguard newspa-
pers. The study of semantics is a broad, multidi-
mensional domain within linguistics, encompass-
ing numerous definitions and interpretations. 

Meaning and History of Advertising. Advertising is 
a form of mass promotion aimed at raising 
awareness about the uses and benefits of a prod-
uct, making it available to those who need it, and 
ultimately increasing sales. According to authors 
[9], advertising encompasses all written or ver-
bal communication directed at a target audience 
and paid for by a sponsor to sell or market a 
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product or service. The essence of advertising is 
to entice existing and potential customers to take 
action, whether to continue purchasing or initiate 
a new purchase. Authors [10] describe advertis-
ing as a method of communication that encour-
ages viewers to make purchasing decisions about 
products or services, providing essential infor-
mation and serving as a crucial factor in the eco-
nomic development of traders and companies. 

Generally, advertising promotes goods, services, 
businesses, and ideas, typically sponsored by a 
known entity. It involves crafting a message to 
sell a product, idea, or service. With the wide-
spread use of media, advertising has become a 
dynamic concept. Media for advertising include 
newspapers, periodicals, posters, neon and fluo-
rescent signs, billboards, television commercials, 
laser projections, and high-rise inflated figures 
and objects. The primary goal of advertising is to 
attract, modify, change, and influence public 
opinion. 

In today's global society, newspaper advertising 
remains attractive, exciting, and innovative, play-
ing an integral part in our daily lives. Businesses 
use advertising to encourage sales and generate 
revenue. Slogans are commonly employed in ad-
vertisements to capture customers' attention; 
every element in advertising matters: colours, 
background images, the person or animated im-
age displayed, the choice of words by the adver-
tiser, font size, and more. 

The advertising field continues to grow and 
evolve as brands heavily rely on media for vari-
ous marketing purposes, such as increasing rev-
enue, generating knowledge, and creating market 
awareness. Advertising plays a vital role in shap-
ing the ever-changing norms of society, both na-
tionally and internationally. As the influence of 
advertising on people's lives grows, there is in-
creasing attention to its many positive and nega-
tive effects [11]. Advertising thrives on persua-
sion, with marketing communication in the form 
of advertising [12]. Authors [13] further argue 
that advertising involves persuading an audience 
or consumer to take action related to a product, 
idea, or service. 

Statement of the Problem. Advertising is a pow-
erful tool for influencing consumer behaviour 
and perceptions. However, the effectiveness of 
advertisements heavily relies on the language 
and semantics used. Despite the widespread use 
of ads in Nigerian newspapers such as Punch and 
Vanguard, there is a noticeable gap in research 

focusing on the semantic elements of these ad-
vertisements and their impact on consumer en-
gagement. Existing studies have concentrated 
mainly on the visual and strategic aspects of ad-
vertising, with limited attention to the detailed 
semantic analysis of the language used in news-
paper advertisements. This study aims to fill this 
gap by providing a comprehensive analysis of the 
semantic features in ads from these two newspa-
pers, exploring how these features influence the 
effectiveness and reception of the ads. 

The main objectives of this study are: 

1) To identify and analyse the semantic features 
of language used in advertisements in Punch and 
Vanguard newspapers. 

2) To compare the semantic elements in adver-
tisements between the two newspapers. 

3) To examine how these semantic features in-
fluence the effectiveness of the advertisements. 

4) To provide insights into how advertisers can 
improve the use of language in newspaper adver-
tisements to enhance consumer engagement. 

This study seeks to answer the following re-
search questions: 

1) What are the predominant semantic features 
used in advertisements in Punch and Vanguard 
newspapers? 

2) How do the semantic features in advertise-
ments differ between Punch and Vanguard 
newspapers? 

3) How do these semantic elements influence the 
effectiveness of the advertisements? 

4) Based on the findings, how can advertisers 
improve the use of language in newspaper adver-
tisements? 

 

RESULTS AND DISCUSSION 

Advertising, often dubbed the "official art" of in-
dustrialised nations, saturates newspapers and 
other mass media, creating a structured and per-
vasive presence that shapes public perceptions 
and economic systems. It is a powerful force that 
uses imagery, language, and narrative to propa-
gate ideologies that align with consumerism and 
capitalist interests. Authors [14] note that news-
paper advertisements are integral to media out-
put and significantly influence the cultural and 
economic landscape. By promoting the consump-
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tion of goods, advertisers reinforce the capitalist 
system, which thrives on continuous production, 
consumption, and waste. In this sense, newspa-
per advertisements serve not only to sell prod-
ucts but also to maintain an economic ideology 
that perpetuates consumption-driven growth. 

One of the key criticisms of advertising, especial-
ly in newspapers, is its tendency to mislead or 
oversimplify information to entice consumers. 
While people appreciate some ads for their crea-
tivity, they often dismiss others as trivial or an-
noying. However, all advertisements serve an 
underlying ideological function regardless of aes-
thetic quality. Author [15] argues that advertis-
ing shapes consumer beliefs and desires, often 
promoting unrealistic ideals and manipulating 
emotions. With their broad reach and relatively 
low cost, newspaper ads have become powerful 
tools for advertisers to embed these values in the 
public consciousness. Advertising's ability to 
blend information with persuasion creates a fer-
tile ground for perpetuating ideologies prioritis-
ing material wealth and consumption over social 
welfare and collective well-being. 

The critique of advertising extends to its role in 
shaping consumer needs and wants, often pro-
moting unnecessary or harmful products. Ac-
cording to the author [16], advertising plays a 
pivotal role in creating "false needs" in consum-
ers, encouraging them to prioritise private acqui-
sition over genuine human necessities like 
healthcare and education. Newspaper adver-
tisements frequently suggest that happiness and 
success are achievable through material posses-
sions, thus reinforcing a consumerist mindset. 
These ads often divert attention from critical so-
cietal needs by aligning individual success with 
consumer goods. Author [17] points out that 
such advertisements promote "conspicuous con-
sumption," which encourages individuals to de-
fine their identity and social standing through 
material possessions, a trend that newspapers 
help perpetuate through their vast advertising 
spaces. 

However, defenders of advertising argue that it is 
economically essential and has brought numer-
ous benefits to society. Advertising stimulates 
economic activity by promoting mass-produced 
goods, creating employment, and improving liv-
ing standards. As a traditional medium, newspa-
pers play a crucial role in this process by offering 
a platform for businesses to reach a broad audi-
ence. Authors [18] contend that advertising 

serves an essential economic function by foster-
ing competition and providing consumers with 
information about products and services. In this 
context, newspaper ads are viewed as vehicles 
that help consumers make informed choices, 
thereby contributing to the market's overall effi-
ciency. Moreover, proponents assert that con-
sumers are not passive recipients of advertising 
messages and can ignore or reject ads that do not 
resonate with them, indicating that advertising 
does not brainwash individuals into making un-
wanted purchases. 

The language of advertising has become ubiqui-
tous, shaping not only how we view products but 
also how we communicate about everyday life. 
Author [19] asserts that the language of products 
and services has replaced much of the discourse 
on other subjects, highlighting the dominance of 
consumer culture. Since the 1920s, advertising 
has shifted from merely describing products to 
creating images and narratives that resonate 
with consumers more deeply [20]. This shift has 
profoundly affected how products are marketed 
in newspapers, where ads no longer focus on the 
functional aspects of a product but instead high-
light the emotional and psychological benefits 
associated with ownership. Authors [21] further 
argue that modern advertising taps into the sub-
conscious, appealing to consumers' desires for 
security, prestige, and social advancement. 
Therefore, newspaper advertisements are critical 
in shaping consumer behaviour, cultural ideals, 
and societal norms. 

Despite the sophistication of modern advertising 
techniques, not all advertisements align with 
positive social values. Some promote a consumer 
culture that degrades societal norms by equating 
personal worth with material possessions. Au-
thors [22] emphasise that advertising often per-
petuates ideologies prioritising consumption 
over more enlightened and socially beneficial 
goals. In newspapers, this can be seen in ads em-
phasising luxury goods and status symbols, en-
couraging readers to aspire to lifestyles defined 
by wealth and material success. These adver-
tisements contribute to a cycle of consumption 
that promotes individualism and competitive-
ness at the expense of collective well-being. Au-
thors [23] argue that advertising fosters a con-
sumerist ideology that shapes not only individual 
desires but broader social values, positioning 
consumption as the primary avenue for achiev-
ing personal fulfilment. 
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The study of advertising language, particularly in 
newspapers, is deeply intertwined with pragmat-
ics, which explores how meaning is communicat-
ed in specific contexts. According to the author 
[24], pragmatics focuses on speaker meaning, 
making it a valuable tool for understanding how 
advertisers craft messages that resonate with 
their target audience. In newspaper advertise-
ments, pragmatics helps decode how seemingly 
neutral language can carry implicit meanings that 
shape consumer perceptions. For instance, an ad 
for a luxury product may not explicitly claim that 
purchasing the item will enhance social status, 
but this message is conveyed through context, 
imagery, and tone. Author [25] argues that 
pragmatics allows for a deeper understanding of 
how consumers interpret the subtle cues in ad-
vertising, particularly when the ads are strategi-
cally placed in newspapers where space is lim-
ited and messages must be concise. 

Moreover, the success or failure of an advertise-
ment often hinges on its ability to communicate 
meaning effectively within a given context. Au-
thor [26] notes that ads rely heavily on context to 
shape consumer interpretation; this is particular-
ly true in newspapers, where the placement of an 
ad, whether on the front page or in a specialised 
section, can significantly influence how the mes-
sage is received [26]. Readers may perceive an 
advertisement for a health-related product as 
more credible when it appears in the health sec-
tion of a newspaper rather than elsewhere. Au-
thors [23] emphasise that context plays a critical 
role in how consumers decode advertising mes-
sages, making pragmatics an essential frame-
work for analysing the language of advertising in 
newspapers. 

Despite ongoing debates about its societal im-
pact, advertising remains a cornerstone of mod-
ern economies. Those who defend advertising 
argue that it promotes economic growth by en-
couraging innovation and competition, leading to 
better products and lower prices. In newspapers, 
advertising helps support the financial viability 
of the publication while providing readers with 
valuable information about local goods and ser-
vices. Authors [27] argue that advertising con-
tributes to market efficiency by informing con-
sumers and helping businesses reach their target 
audiences. In this sense, newspaper advertise-
ments can be considered integral to the economy 
and the media landscape, offering benefits be-
yond the individual consumer to the community. 

In conclusion, the language of advertising in 
newspapers serves economic and ideological 
functions. While advertisements help promote 
goods and services, they reinforce broader socie-
tal values related to consumption, individualism, 
and material success. Critics argue that advertis-
ing creates false needs and encourages wasteful 
consumption, but defenders maintain that it is 
essential for economic growth and market effi-
ciency. A pragmatic analysis of advertising lan-
guage reveals how ads communicate meaning, 
particularly in the context of newspapers, where 
ads must be concise yet impactful. As newspa-
pers continue to serve as a platform for advertis-
ing, it is essential to examine these ads' role in 
shaping consumer behaviour and broader social 
values. Ultimately, newspaper advertisements 
are more than just tools for selling products; they 
are key players in the ongoing dialogue between 
commerce, culture, and ideology. 

Semantic Features in Advertising. The semantic 
features of advertising are critical in shaping 
consumer perceptions and behaviours. In adver-
tising, semantics refers to meaning derived from 
the words, phrases, and sentences used to con-
vey a message [3]. The study of semantics in ad-
vertising reveals how carefully chosen words in-
form and manipulate consumer emotions and 
decisions. For instance, advertisements in Ni-
geria's Punch and Vanguard newspapers employ 
specific linguistic strategies to attract consumers 
and influence their purchasing decisions. As the 
author [28] noted, semantics is about the signifi-
cation of signs, which includes how words and 
images interact to create meaning in ads. 

An example from The Punch newspaper's adver-
tisement for Peak Milk uses various semantic and 
lexical choices to create a strong brand image 
during the holiday season. The phrase "Merry 
Peakmas" is a playful blend of the words "Peak" 
and "Christmas," which aims to connect the 
brand with festivity and joy. Another slogan, 
"Make it a Peakmas every morning," suggests 
that the product should be part of everyday life, 
extending the festive association to daily rou-
tines. 

The choice of words like "Merry," "Peakmas," and 
"every morning" appeals to emotions, creating a 
sense of warmth and family while subtly encour-
aging frequent consumption. The positioning of 
the images, of a person holding Peak products 
and holiday-themed decorations, reinforces the 
idea of celebration and togetherness.  
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In another Peak Milk ad, the phrase "Bruised and 
pierced for us," coupled with the spilt milk can 
and a nail, symbolically references Christ's cruci-
fixion, leveraging Easter's cultural significance. 
This ad engages viewers through a mixture of 
religious symbolism and product marketing, 
making it memorable through an unconventional 
comparison. The #GoodFriday hashtag connects 
the ad to a specific holiday, associating Peak with 
reflection and tradition. 
Below are the images for the Peak Milk adver-
tisements. 

 

 
 

 

Figure 1 –Peak Milk advertisements 

 

Moreover, context plays an essential role in how 
these ads are interpreted. According to the au-
thor [4], the meaning depends on context, as evi-

dent in Vanguard's ads for MTN services during 
festive seasons. In an ad titled "MTN: Share the 
Joy of the Season," the phrase "share the joy" is 
context-dependent. While "joy" traditionally re-
fers to happiness, in this context, it signifies con-
nectivity, as MTN encourages customers to stay 
connected with family and friends during holi-
days. The phrase evokes an emotional connec-
tion, making the product more relatable to the 
consumer's desire to keep in touch, a technique 
that [29] describes as tapping into hidden mean-
ings through word choice in advertising. 

Another key semantic feature in advertising is 
using imperatives and adjectives designed to 
prompt immediate consumer action. Imperatives 
are often used to create a sense of urgency or 
command action. For instance, an ad in Vanguard 
for Dangote Cement reads, "Build with the best, 
choose Dangote." The imperative "choose" com-
pels readers to actively favour the brand, while 
the adjective "best" emphasises Dangote's supe-
riority over competitors. Authors [30] note that 
adjectives and imperatives position products 
positively and influence consumers' decisions. 
This ad appeals to builders and contractors by 
stressing quality, urging them to opt for Dangote 
as the ideal choice. 

Ambiguity is another semantic tool used effec-
tively in advertising to intrigue consumers. In an 
ad in Punch for Peak Milk, the tagline reads, 
"Peak for every moment." The word "peak" car-
ries multiple meanings; it signifies the brand's 
name but also refers to the top or best, implying 
that the product is the best choice for any situa-
tion. This lexical ambiguity enhances the adver-
tisement's appeal by allowing consumers to in-
terpret the message positively. Author [31] em-
phasised how ambiguity in advertising can en-
hance persuasion by making the consumer pause 
and think, thereby increasing engagement with 
the brand. This strategic use of semantics makes 
the message stick in the consumer's mind. 

Puns and wordplay are also frequently utilised to 
capture attention and create memorable ads. In a 
Vanguard ad for MTN titled "Y'ello for you," the 
term "Y'ello" cleverly plays on the brand's signa-
ture colour, yellow, while also serving as a greet-
ing similar to "hello." This autographic modifica-
tion captures attention through uniqueness and 
reinforces the brand's identity. According to au-
thors [32], puns and word modifications in ad-
vertising make the product stand out and create 
a memorable brand image. The playfulness of 
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"Y'ello" helps cement MTN's presence in the con-
sumer's mind, associating the brand with friend-
liness and accessibility. 

The careful selection of words in advertising re-
flects how products are described regarding their 
functional and emotional benefits. For example, a 
Punch ad for Dettol soap might use the tagline, 
"Protects your family, keeps them safe." The verb 
"protects" and the adjective "safe" are carefully 
chosen to appeal to the consumer's concern for 
family health, creating a strong emotional con-
nection. As the author [4] points out, advertisers 
often use the semantic meaning of words in ad-
vertisements to imply a performance; here, they 
link the soap's performance to the responsibility 
of safeguarding loved ones; this aligns with the 
author's [31] argument that advertisers deliber-
ately craft language to evoke emotions, persuad-
ing consumers to act positively toward the prod-
uct. In this way, Punch uses language that em-
phasises reliability and trust, qualities central to 
the brand image of products like Dettol, thus ap-
pealing to the everyday concerns of its readers. 

In conclusion, advertisers in Punch and Vanguard 
newspapers strategically manipulate meaning to 
shape consumer behaviour, as revealed by the 
semantic features of their ads. 

Advertisers tailor their messages to resonate 
with diverse audiences through imperatives, 
emotive adjectives, and sometimes playful lan-
guage. As authors [29] argue, advertising lan-
guage is crafted with hidden meanings designed 
to be memorable and impactful. In Punch, adver-
tisers employ clear and trustworthy language to 
evoke a sense of security and reliability, appeal-
ing to a more middle-class readership focused on 
everyday concerns. Conversely, Vanguard often 
uses more dynamic and attention-grabbing lan-
guage to engage with its urban, politically con-
scious audience. Through these distinct linguistic 
choices, advertisements in these Nigerian news-
papers not only inform but also persuade, influ-
ence, and shape the perceptions of their respec-
tive consumer bases. 

 

Comparative studies on language use in Punch and 
Vanguard newspapers  

The comparative analysis of language use in 
Punch and Vanguard newspapers reveals a nu-
anced engagement with Nigeria's socio-political 
landscape, reflecting their respective editorial 
leanings and target audiences. Both newspapers 

are key players in Nigeria's democracy, providing 
platforms for political discourse, but their lan-
guage, tone, and style often differ, which impacts 
how they influence public opinion [33] 

Language in political reporting significantly 
shapes public perception and discourse, particu-
larly in a diverse country like Nigeria. Punch, 
which is widely regarded as one of the leading 
independent newspapers in Nigeria, caters to a 
readership that spans various regions, not neces-
sarily confined to a Northern audience as previ-
ously implied. Rather than focusing predomi-
nantly on Northern governance, Punch presents 
a more balanced approach, reflecting a commit-
ment to accountability and transparency [34]. 
The language used in Punch tends to be formal 
and restrained, providing factual, straightfor-
ward accounts of political events. This approach 
aligns with its editorial standards of professional-
ism, objectivity, and credibility. 

For instance, a typical headline from Punch might 
read, "Government Calls for Dialogue in Borno" 
[35]. This straightforward title emphasises the 
government's intention to foster peace and sta-
bility in a region deeply affected by conflict. The 
choice of words like "dialogue" suggests a prefer-
ence for institutional solutions, showcasing 
Punch's balanced tone. The framing reflects 
Punch's editorial stance, which caters to an audi-
ence that values governance and transparency in 
public affairs. 

Unlike Vanguard, which often employs more 
provocative and emotionally charged language, 
Punch maintains a restrained yet critical stance 
on governance issues. It frequently emphasises 
policy, governance, and accountability rather 
than sensationalism. Punch's language also ap-
peals to readers concerned with political devel-
opments, governance reforms, and the rule of 
law across Nigeria, making it influential in foster-
ing informed political engagement. 

On the other hand, Vanguard targets a politically 
diverse and vocal audience, particularly in south-
ern Nigeria. The language in Vanguard is often 
more emotive and sensational, designed to pro-
voke reactions and fuel discussions. Headlines 
such as "Outrage as Senators Ignore Public Out-
cry on Budget Allocation" [36] typify the news-
paper's approach. Using "outrage" conveys ur-
gency, reflecting Vanguard's commitment to cri-
tiquing government actions and representing 
public concerns. 
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This activist-oriented tone reflects Vanguard's 
role in promoting civil rights and public account-
ability. The paper's language fosters an environ-
ment of civic engagement, often highlighting pro-
tests, dissent, and demands for government 
transparency, making it resonate with a political-
ly conscious and vocal readership. 

In conclusion, the linguistic styles of Punch and 
Vanguard illustrate the broader cultural and po-
litical diversity within Nigeria's media landscape. 
With its precise and measured tone, Punch fo-
cuses on governance and professionalism, while 
Vanguard embraces a more dynamic, sometimes 
sensational, style to engage its audience in critical 
political discussions. These editorial differences 
help shape public opinion and participation in 
Nigeria's democratic processes, each newspaper 
playing a unique role in fostering political dis-
course in its respective ways. 

Use of Indigenous and Formal Language. Using 
indigenous and formal language in Nigerian 
newspapers is essential to media representation, 
allowing for deeper connections with their re-
spective audiences. Punch and Vanguard pri-
marily publish in English, Nigeria's official lan-
guage, but their approach to integrating indige-
nous languages reflects their diverse readerships 
and editorial focus [37]. 

Based in Lagos and widely read across Southern 
Nigeria, Punch often integrates Yoruba phrases 
into its content, particularly in cultural pieces or 
human-interest stories; this aligns with the 
newspaper's Southern audience, many of whom 
are Yoruba speakers. For instance, in cultural re-
ports or features that celebrate Yoruba tradi-
tions, Punch uses Yoruba idioms or greetings to 
create a sense of familiarity [38]. An example 
might be in an article covering a local event, 
where a phrase like "E ku ise" (meaning "Well 
done") is used to resonate with the local reader-
ship, adding a personal touch to the reporting. 
This use of Yoruba reinforces the cultural identi-
ty of its Southern audience and strengthens 
Punch's connection to its readers by acknowledg-
ing and celebrating their language. 

In some cases, Punch advertisements also incor-
porate indigenous phrases to appeal directly to a 
broader Nigerian audience. For example, an ad 
for Peak Milk in Punch included the phrase "Mer-
ry Peakmas" during the Christmas season, blend-
ing English and Nigerian cultural references in a 
festive context that resonates with Yoruba-
speaking readers, who form a significant portion 

of Punch's audience [39]. This blend of indige-
nous and English languages reflects Punch's 
commitment to representing its readers' experi-
ences. 

In contrast, Vanguard, widely read in Southern 
Nigeria but caters to a broader, politically diverse 
audience, incorporates a more flexible language 
strategy. Alongside English, Vanguard frequently 
uses Pidgin English and occasionally incorpo-
rates Yoruba and Igbo phrases to reach a wider 
readership [40]. 

Pidgin English, often used in Vanguard's head-
lines, adds a layer of relatability and immediacy 
to its reporting. A headline like "No Be Small 
Thing: Nigerians React to Election Results" (Van-
guard, February 28, 2023) captures the public's 
sentiments in a more colloquial and accessible 
way [41]. This use of Pidgin simplifies complex 
political events, making them more digestible for 
the average reader, and often adds a sense of 
humour or emotion to serious topics. The infor-
mal tone connects with readers on the grassroots 
level, helping to bridge the gap between the me-
dia and everyday conversations in Nigeria. 

Additionally, Vanguard occasionally uses indige-
nous languages like Igbo and Yoruba in regional 
news or opinion pieces to engage directly with its 
readers from specific ethnic groups. For example, 
in a piece celebrating Igbo cultural heritage, the 
phrase "Ndi Igbo Kwenu" (a popular Igbo rallying 
call) might be included to resonate emotionally 
with Igbo readers, fostering a sense of communi-
ty and shared identity [42]. This approach en-
sures that Vanguard connects with its linguisti-
cally diverse readership while covering national 
and regional stories. 

The strategic incorporation of Pidgin English and 
indigenous languages in Vanguard's reporting 
reflects its commitment to being a newspaper 
that speaks to "the people." By using language 
that is both accessible and emotionally engaging, 
Vanguard bridges the formal nature of news re-
porting with the colloquial speech of everyday 
Nigerians; this makes it an effective platform for 
civic engagement, especially for readers who 
seek to see their realities reflected in the 
news [43]. 

In conclusion, the use of indigenous and formal 
language in Punch and Vanguard reflects the so-
cio-cultural dynamics of Nigeria's media land-
scape. Punch uses formal English with occasional 
Yoruba phrases to engage its Southern, middle-
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class readership. At the same time, Vanguard 
employs a more flexible approach, incorporating 
Pidgin English and other indigenous languages to 
appeal to a broader and more diverse audience. 
These language choices not only enhance the ac-
cessibility of their content but also influence how 
readers engage with political, social, and cultural 
narratives across the country [44]. 

Language in Advertising. The language used in 
Punch ads serves a functional purpose: it appeals 
to the readership's desire for practical, no-
nonsense solutions to everyday challenges. The 
middle-class economy of Southern Nigeria, 
where Punch has a strong readership base, in-
cludes professionals, small business owners, and 
families looking for products that promise stabil-
ity and long-term benefits [45]. The focus on 
quality and community-oriented products reso-
nates with the values of the region's diverse pop-
ulation, many of whom prioritise educational, 
financial, and health services. 

In contrast, Vanguard, serving a Southern and 
urban audience, caters to a more dynamic and 
aspirational readership. The language used in 
Vanguard advertisements is energetic, character-
ised by emotive and often exaggerated expres-
sions designed to capture the attention of a fast-
paced, urban demographic. Ads for electronics, 
fashion, and entertainment are standard, with 
headlines such as "Unleash Your Power with the 
Latest Smartphone" (Vanguard, August 15, 
2023). This language evokes feelings of empow-
erment and excitement, appealing to readers' de-
sires for social status and personal advancement 
[46]. The urban readership of Vanguard is typi-
cally younger and more exposed to global con-
sumer trends, reflected in the advertisements' 
energetic and often hyperbolic tone [47]. 

This aspirational language not only appeals to 
the material desires of Vanguard's readership 
but also reflects the broader socio-political dy-
namics of Southern Nigeria, where rapid urbani-
sation and economic diversification have created 
a more consumer-driven society [48]. Adver-
tisements in Vanguard often make bold claims 
and use energetic phrasing to stand out in a 
crowded media space, encouraging readers to 
view consumption as a path to personal empow-
erment and social mobility [49]. 

Furthermore, Vanguard ads sometimes incorpo-
rate Nigerian Pidgin or regional languages, such 
as Yoruba or Igbo, to connect more intimately 
with its audience. This localised language makes 

the advertisements more relatable and accessi-
ble, particularly to readers in the South who 
speak these languages in their daily lives [50]. 
For instance, an ad might say, "No Be Small 
Thing: Nigerians React to Election Results," using 
Pidgin to capture the public's sentiment immedi-
ately and authentically. The use of Pidgin in ad-
vertising not only broadens the newspaper's ap-
peal but also signals inclusivity and an under-
standing of the linguistic diversity of its audience. 

In conclusion, the language of advertising in 
Punch and Vanguard mirrors their respective re-
gions' socio-cultural and economic realities. 
While Punch uses formal, trust-building language 
to appeal to a broad, diverse readership that val-
ues professionalism and reliability, Vanguard 
employs a more dynamic and aspirational tone to 
engage its urban Southern audience. These lin-
guistic strategies reflect the newspapers' broader 
editorial approaches and play a crucial role in 
shaping consumer behaviour across different re-
gions of Nigeria. 

Sensationalism vs. Neutral Reporting. The distinc-
tion between sensationalism and neutral report-
ing is stark in how Vanguard and Punch ap-
proach news stories, particularly in their political 
coverage. Vanguard is known for employing pro-
vocative language, often tapping into public emo-
tions, especially in human interest stories and 
political commentary; this was especially evident 
in its coverage of significant social movements, 
such as the #EndSARS protests. The newspaper's 
headlines during the protests frequently used 
emotionally charged language to galvanise public 
opinion, as seen in headlines like "Nigerian 
Youths Demand End to Police Brutality; Streets 
Erupt in Protest" (Vanguard, October 15, 2020). 
This type of language reflects Vanguard's role as 
a platform for amplifying popular voices, which 
tends to emphasise social justice, public dissent, 
and accountability. The use of emotionally laden 
words like "demand" and "erupt" aims to mobi-
lise the public and elicit a strong response from 
readers, aligning the newspaper with a more ac-
tivist form of journalism [46]. 

Vanguard's sensationalist style is often a deliber-
ate strategy to engage a politically diverse and 
vocal readership, particularly in Southern Nige-
ria, where activism and civil rights issues reso-
nate strongly. The newspaper's provocative lan-
guage emphasises the urgency of the problems it 
covers, presenting political and social challenges 
as immediate concerns that require public inter-
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vention [48]; this aligns with broader trends in 
Southern Nigerian media, where journalism of-
ten serves as a tool for social activism and public 
accountability, reflecting the region's political 
and cultural diversity [47]. 

In contrast, Punch takes a more measured ap-
proach to reporting, especially when dealing with 
politically sensitive issues like the #EndSARS 
protests. The newspaper tends to focus on factual 
reporting and avoids the emotive language char-
acterising Vanguard's headlines. For instance, 
Punch might present the same event with a head-
line like "Shelve #EndSARS protest, Adegboruwa 
begs, says enough of bloodshed" (Punch, Febru-
ary 11, 2021). This language is noticeably more 
restrained, focusing on calls for peace and pre-
venting further violence. The choice of words like 
"begs" and "enough of bloodshed" reflects a con-
cern for stability and reconciliation, aligning with 
Punch's broader editorial mission to promote 
reasoned discourse and peaceful resolu-
tions [31]. 

This balanced approach to reporting can be at-
tributed to Punch's diverse readership, which 
spans Nigeria, including individuals who priori-
tise governance, social justice, and accountability. 
By framing protests in a balanced manner, Punch 
often highlights the government's responses and 
public concerns, maintaining a commitment to 
objectivity. The newspaper's neutral tone helps it 
retain professionalism and credibility, fostering a 
sense of public trust while encouraging discourse 
on political events to promote institutional ac-
countability and public participation. This ap-
proach aligns with its reputation for advocating 
transparency and democratic values [45, 50]. 

The divergence in reporting styles between Van-
guard and Punch is not merely a difference in 
tone but reflects broader editorial choices and 
approaches to journalism in Nigerian media. 
Vanguard's more assertive style often appeals to 
a Southern audience that is highly politically en-
gaged and vocal about issues of social justice and 
government accountability. On the other hand, 
while also critical of governance, Punch employs 
a more investigative and balanced tone, appeal-
ing to a broad readership that values accountabil-
ity and in-depth analysis of political issues. Punch 
emphasises transparency and democratic partic-
ipation, often highlighting public concerns and 
government responses to foster a sense of long-
term solutions [49]. 

These differences in reporting styles also illus-
trate how media outlets shape public perception 
by heightening news stories' emotional impact or 
focusing on balanced, solution-oriented coverage. 
While Vanguard uses sensationalism to mobilise 
its readers, Punch's neutral reporting aims to fos-
ter calm and reasoned discussion, particularly in 
politically sensitive regions [47]. 

In conclusion, the contrasting approaches to re-
porting in Vanguard and Punch reflect different 
editorial strategies within Nigerian media. While 
Vanguard uses emotionally charged language to 
engage its audience and highlight social justice 
issues, Punch takes a more balanced, investiga-
tive approach to foster accountability and demo-
cratic participation. These editorial choices indi-
cate their different approaches to journalism, 
with Vanguard often appealing to a politically 
vocal and urban readership. At the same time, 
Punch engages readers who value in-depth anal-
ysis and thoughtful critique of governance. 

In summary, both Punch and Vanguard contrib-
ute significantly to Nigeria's democratic process, 
but their distinct editorial philosophies are re-
flected in their language choices. Punch leans to-
ward formal, investigative language that appeals 
to a broad, progressive audience, while Vanguard 
adopts a more dynamic, sometimes sensational-
ist style, resonating with a politically engaged 
and urban readership. These differences shape 
their influence in the Nigerian media landscape 
and their role in political advocacy and reader-
ship engagement. 

 

Theories of Meaning 

In examining the theories of meaning about lan-
guage, particularly within the context of media 
such as Punch and Vanguard, these frameworks 
provide insights into how meaning is created, 
conveyed, and interpreted. As the author [24] 
explains, these theories primarily offer frame-
works that help readers infer meaning; this be-
comes particularly significant in analysing news-
paper language, where writers carefully select 
words to align with the intended message, audi-
ence, and regional context. 

1) Denotational Theory of Meaning: One of the 
primary theories discussed is the Denotational 
Theory of Meaning. This theory emphasises the 
relationship between a linguistic expression and 
the object or concept it refers to, known as its 
denotation. In the context of newspaper report-
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ing, such as headlines in Punch, the denotational 
meaning is particularly relevant. For example, 
the headline "Shelve #EndSARS protest, Adegbo-
ruwa begs, says enough of bloodshed" (Punch, 
February 11, 2021) is a straightforward state-
ment of fact, where each word has a direct deno-
tative meaning aimed at providing clear infor-
mation. "begs" denotes a call for peace, while 
"bloodshed" directly references violence. Using 
denotational meaning here avoids ambiguity, en-
suring the audience understands the message 
clearly. 

2) Mentalist Theories of Meaning: In contrast, the 
Mentalist Theories of Meaning argue that mean-
ing is tied to the ideas or images that expressions 
evoke in the minds of speakers or readers. This 
theory applies to the more emotive and sensa-
tional language used in Vanguard. When Van-
guard headlines read "Outrage as Senators Ig-
nore Public Outcry on Budget Allocation" (Van-
guard, March 18, 2023), the choice of the word 
"outrage" evokes a strong emotional response in 
the minds of readers. It is crucial here, not just 
the word's literal meaning but the mental image 
of widespread anger and dissatisfaction. While 
this theory can be criticised for its vagueness, as 
noted by authors [51], it effectively explains how 
newspapers like Vanguard engage their readers 
emotionally by evoking mental associations 
through language. 

3) Sense Theories of Meaning: Moving to the 
Sense Theories of Meaning, which propose that 
meaning is objective and not based on subjective 
ideas, this theory is instrumental in understand-
ing how newspapers strive for objectivity. In 
both Punch and Vanguard, the sense of the cho-
sen words is vital for conveying accurate, under-
standable meaning, regardless of the reader's 
mental associations. In reporting on political 
events or economic issues, the objective meaning 
of terms like "reform," "protest," or "policy" is 
paramount in ensuring that the intended mes-
sage is communicated, independent of personal 
biases or emotions. This theory supports the ob-
jective nature of reporting in newspapers, ensur-
ing that the core message is consistent despite 
regional or political differences. 

4) Use Theory of Meaning: The Use Theory of 
Meaning, which suggests that the meaning of an 
expression lies in its use in particular contexts, 
also offers valuable insights for analysing media 
language. As authors [51] noted, this theory en-
hances understanding of how language functions 

within specific social or cultural frameworks. For 
example, governance, policy, and accountability 
are shared in Punch, reflecting the newspaper's 
focus on transparency and institutional reforms; 
this contrasts with Vanguard, which frequently 
uses language associated with activism and pub-
lic dissent, aligning with the interests of its more 
politically vocal, urban audience. The Use Theory 
helps explain why the exact words or expres-
sions may carry different connotations or signifi-
cance in other contexts, as the meaning depends 
on how and where the language is applied. 

5) Ideational Theory of Meaning: Further building 
on these theories, Fodor's Ideational Theory of 
Meaning posits that the relationship between ex-
pressions and ideas needs to be well-defined to 
explain how meaning is inferred [52]. In news-
paper language, this means that both the speaker 
(or writer) and the hearer (or reader) must share 
a common understanding of how certain words 
or phrases are used. This shared understanding 
is essential for effective communication, particu-
larly in newspapers, where headlines and articles 
must be concise yet impactful. In Punch, this 
shared understanding often involves using neu-
tral, fact-based language to discuss governance 
and accountability. In contrast, the ideational 
meaning of Vanguard may hinge on evoking pub-
lic sentiment or rallying support for social causes. 

6) Leech's Types of Meaning: Lastly, author [4] 
Types of Meaning offer further nuance to analys-
ing meaning in newspapers. These include deno-
tative meaning and words' literal, stable mean-
ing, as seen in Punch's factual reporting. Con-
versely, connotative meaning relates to the emo-
tional or cultural associations attached to words, 
which is more prominent in Vanguard's charged, 
emotive language. Affective meaning is also rele-
vant here, as it reflects the speaker's feelings or 
attitudes, often visible in opinion pieces or edito-
rials in both newspapers. 

In conclusion, these theories of meaning, denota-
tional, mentalist, sense, use, ideational, and types 
of meaning, provide a comprehensive framework 
for analysing how language operates in newspa-
pers like Punch and Vanguard. Each theory high-
lights different aspects of how meaning is con-
structed and communicated, from the literal ref-
erence of words to the mental images they evoke, 
their use in context, and their emotional or cul-
tural connotations. These frameworks are essen-
tial for understanding how language shapes pub-
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lic discourse and influences readers' perceptions 
in diverse media environments. 

 

Analysis of Presentation and Data Analysis 

This chapter analyses advertisements published 
in two prominent Nigerian newspapers: Punch 
and Vanguard. This chapter investigates the lexi-
cal and semantic choices employed in four specif-
ic advertisements: Wema Bank and the Alterna-
tive Bank from Punch, Blue Diamond Logistics 
and the Lagos Internal Revenue Service (LIRS) 
from Vanguard. By utilising established linguistic 
theories, including the Denotational Theory of 
Meaning, Mentalist Theories of Meaning, Sense 
Theories of Meaning, and Use Theory of Meaning, 
we will explore how language shapes consumer 
perception and engagement. 

The chapter is structured first to provide an in-
depth analysis of each advertisement, examining 
their respective messages, imagery, and target 
audiences. Following this, a comparative analysis 
will highlight the differences in language use and 
thematic emphasis between the two newspapers. 
The findings will illustrate how these lexical and 
semantic choices reflect the newspapers' editori-
al styles and influence reader engagement and 
brand positioning. Ultimately, this chapter aims 
to contribute to a deeper understanding of lan-
guage's role in advertising within the Nigerian 
context, offering insights into effective communi-
cation strategies in print media. 

 

Wema Bank Advertisement: Punch 
Newspaper 

The Wema Bank advertisement featured in 
Punch newspaper promotes the N135,000,000 
prize as part of the "5 for 5 Promo" (Season 4). 

The ad strategically highlights how customers 
can participate in daily, weekly, and monthly 
draws by conducting transactions through the 
bank's digital platforms, such as the ALAT app, 
debit cards, and USSD codes. The advertisement's 
target audience includes tech-savvy customers 
who frequently engage in digital banking. 

 

 

Figure 2 – Wema Bank Advertisement: 
Punch Newspaper 

 

1) Lexical Analysis. The choice of words in the 
Wema Bank advertisement is deliberate, focusing 
on terms that invoke excitement, reward, and 
action. Words like "promo," "win," and 
"N135,000,000" are carefully chosen to capture 
the reader's attention immediately. The term 
"promo" signals a limited-time opportunity, cre-
ating a sense of urgency. This choice encourages 
potential participants to act quickly, aligning with 
the concept of "draws," which are frequent (daily, 
weekly, monthly). The word "win" is emotive and 
taps into the audience's desire for success and 
financial gain. By using this word repeatedly, the 
ad fosters a sense of potential achievement. Addi-
tionally, "N135,000,000" is a powerful motivator 
due to its substantial monetary value, suggesting 
that the promotion offers life-changing rewards. 

The advertisement uses verbs like "perform" and 
"fund" to clarify the required actions. These 
words are directive, leading the audience to en-
gage with Wema Bank's digital platforms. Includ-
ing specific banking terms like "ALAT app" and 
"USSD" demonstrates the bank's modern ap-
proach to financial services, which appeals to dig-
itally literate consumers. These terms also reflect 
the bank's efforts to promote technological ad-
vancement, encouraging customers to shift to-
wards digital banking solutions. The choice of 
these technical terms reassures the audience that 
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Wema Bank is aligned with contemporary bank-
ing trends. 

2) Semantic Analysis. From a semantic perspec-
tive, the Wema Bank advertisement effectively 
uses meaning to reinforce consumer perception. 
The word "promo" semantically conveys the idea 
of an incentive-based marketing strategy where 
customers benefit through participation. It sug-
gests a temporary offering, which in turn moti-
vates quick action. The term "N135,000,000" car-
ries a strong connotative meaning, implying that 
the promotion offers substantial financial re-
wards, possibly changing the lucky winner's life. 
By associating the prize amount with everyday 
banking transactions, the ad suggests that even 
ordinary, routine actions can lead to extraordi-
nary outcomes. 
The phrase "5 for 5 Promo" is also semantically 
rich, suggesting a balance and symmetry that 
appeals to the audience's sense of order and 
fairness. It implies that there are multiple op-
portunities to win and that participation can 
yield favourable outcomes repeatedly, reinforc-
ing the idea of consistency in rewards. The ad's 
use of "daily," "weekly," and "monthly" draws 
reinforces this message, as these words suggest 
that winning is frequent and accessible, further 
enticing consumers to take part in the promo. 

Moreover, using the brand's digital platforms as 
the medium of participation carries symbolic 
meaning. The ALAT app, in particular, is Wema 
Bank's flagship digital product, and its inclusion 
in the advertisement subtly conveys the bank's 
leadership in the digital banking space. The em-
phasis on app, card, and USSD transactions pro-
motes customer engagement and brand loyalty. 
It encourages customers to interact more fre-
quently with the bank's digital services, subtly 
aligning the concept of winning with the every-
day use of Wema's products. 

In conclusion, the Wema Bank advertisement 
employs a combination of lexical choices and se-
mantic elements to promote its "5 for 5 Promo" 
in a way that excites and motivates its target au-
dience. The ad encourages customers to partici-
pate in frequent transactions through action-
oriented language, promising significant financial 
rewards. Its focus on digital platforms further 
reflects the bank's innovation and modernity, 
appealing to tech-savvy consumers who value 
convenience and efficiency in their banking expe-
rience. 

The Alternative Bank Advertisement: Punch 
Newspaper 

The advertisement for The Alternative Bank, fea-
tured in Punch newspaper, employs the slogan 
"Be Unstoppable" to convey a message of em-
powerment and success. The visual of a well-
dressed woman seated confidently in a luxurious 
setting, likely within an aeroplane or business 
environment, suggests personal and professional 
accomplishment. This positioning of the bank as 
a partner in success is reinforced by the encour-
aging message, "Make that move. Anything is 
possible with a partner that believes in you." The 
ad's target audience appears to be ambitious pro-
fessionals and individuals seeking financial 
growth, with the bank offering itself as a reliable 
companion on their journey toward achieving 
personal and business goals. 

 

 

Figure 3 – The Alternative Bank Advertisement: 
Punch Newspaper 

 

1) Lexical Analysis. The advertiser intentionally 
crafts the lexical choices in this advertisement to 
evoke feelings of empowerment and ambition. 
The slogan "Be Unstoppable" is particularly sig-
nificant. The imperative "be" is a direct call to ac-
tion, urging the audience to embody a mindset of 
resilience and limitless potential. The word "un-
stoppable" carries strong connotations of invin-
cibility, perseverance, and continuous progress, 
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encouraging readers to associate their ambitions 
with these attributes. This lexical choice inspires 
confidence, suggesting that the bank's customers 
can overcome obstacles to success. 

Phrases such as "Make that move" and "Anything 
is possible" further support this narrative. "Make 
that move" is a motivational phrase that prompts 
immediate action, while "Anything is possible" 
reinforces the idea that limitations can be trans-
cended. These words create an emotional con-
nection with the audience, tapping into their as-
pirations and fostering the belief that their goals 
are within reach with the bank's support. Using 
"partner" is also deliberate, emphasising the 
bank's role as a financial institution and an active, 
supportive collaborator in the customer's suc-
cess. By choosing a relational term like "partner" 
instead of "bank" or "service provider," the ad 
establishes a sense of trust and personal invest-
ment in the customer's growth. 

2) Semantic Analysis. From a semantic perspec-
tive, the slogan "Be Unstoppable" encapsulates 
the overall theme of the advertisement: empow-
erment and progress. The " unstoppable " con-
veys an inability to be hindered or stopped and 
suggests that the bank's services are tailored to 
foster continuous achievement for its clients. 
This slogan sets the tone for the ad, positioning 
the Alternative Bank as a personal and profes-
sional advancement facilitator. 

The imagery of the well-dressed woman seated 
confidently in a luxurious setting adds another 
layer of meaning to the ad. This image symboli-
cally represents success, authority, and self-
assurance. The luxury implied by the setting and 
the woman's confident posture connotes that the 
bank's customers are financially stable and capa-
ble of attaining elite status in their careers or 
personal endeavours. The woman is an aspira-
tional figure, and her presence suggests that Al-
ternative Bank enables its customers to achieve 
such heights. The semantic implication is that 
financial stability and growth with the Alterna-
tive Bank lead to the lifestyle represented in the 
ad, one marked by comfort, confidence, and 
achievement. 

Furthermore, the phrase "Anything is possible 
with a partner that believes in you" emphasises 
the supportive and trust-based relationship be-
tween the bank and its customers. The word "be-
lieves" carries deep emotional resonance, sug-
gesting a bank that is more than just a financial 
service provider. Instead, the bank is framed as a 

mentor or champion, backing the customer's de-
cisions and ambitions; this creates a sense of loy-
alty and emotional connection, implying that the 
bank is invested in the customer's success, not 
just in transactional relationships. 

The advertisement's semantic focus is on em-
powerment, support, and limitless potential syn-
ergies with its imagery and word choices. It ap-
peals to the ambitious, success-oriented individ-
ual who sees the bank as a partner in achieving 
their goals. The luxury and confidence displayed 
in the ad symbolise the results of this partner-
ship, implying that The Alternative Bank is essen-
tial to making these aspirations a reality. 

In conclusion, The Alternative Bank advertise-
ment in Punch newspaper uses a combination of 
powerful lexical and semantic elements to pro-
ject an image of empowerment and progress. The 
slogan "Be Unstoppable" and the supporting 
phrases encourage the audience to take action. At 
the same time, the ad positions the bank as a 
trusted and supportive partner in achieving fi-
nancial and personal success. The imagery rein-
forces the message, depicting a successful indi-
vidual with a luxurious and confident lifestyle, 
which is precisely what the bank promises to 
help its customers achieve. Through this ad, The 
Alternative Bank sells its financial services and 
inspires confidence and ambition in its audience. 

 

Blue Diamond Logistics Advertisement: 
Vanguard Newspaper 

The advertisement for Blue Diamond Logistics, 
featured in Vanguard newspaper, presents the 
company as a leading provider of global logistics 
services, emphasising reliability, international 
reach, and a long-standing reputation. 

It highlights the company's capacity to transport 
goods by air, sea, and land, catering to diverse 
client needs across different industries. The ad 
mentions key global hubs such as China, Turkey, 
and Dubai, emphasising Blue Diamond's strategic 
presence in international markets. Moreover, the 
ad stresses the company's 30 years of experience 
in logistics, positioning it as a seasoned and 
trustworthy service provider for businesses 
seeking efficient and dependable shipping solu-
tions. 
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Figure 4 – Blue Diamond Logistics Advertisement: 
Vanguard Newspaper 

 

1) Lexical Analysis. The lexical choices in this ad-
vertisement are carefully selected to communi-
cate reliability, trust, and international expertise. 
Words like "reliability" and "global logistics ser-
vices" are foundational in establishing Blue Dia-
mond Logistics' credibility and the breadth of its 
operations. "Reliability" connotes consistency 
and dependability, ensuring potential clients 
view the company as a stable partner for their 
shipping and logistical needs. By focusing on 
"global logistics services," the ad underscores the 
company's wide-ranging capabilities, with "glob-
al" specifically chosen to highlight its interna-
tional scope and proficiency in managing cross-
border trade. 

The mention of specific transportation modes, 
"air," "sea," and "land", is an essential lexical 
choice that broadens the company's appeal. This 
trinity of transport mediums conveys versatility 
and flexibility, indicating that Blue Diamond can 
handle various shipping forms depending on the 
customer's needs. These words are straightfor-
ward and technical, immediately appealing to 
businesses that require clarity and specificity in 
their logistical partners. 

In addition, the reference to locations such as 
"China," "Turkey," and "Dubai" serves as strategic 
lexical markers of the company's international 

presence. These countries are significant global 
trade centres, and their mention signals Blue Di-
amond's ability to navigate complex internation-
al markets and shipping routes. The phrase "30-
year track record" is also a key element, as it pro-
jects experience and a proven history of success. 
"Track record" is vital here, as it suggests longev-
ity and a record of consistent performance, 
something potential clients will look for when 
choosing a logistics partner. 

2) Semantic Analysis. Semantically, the ad is 
structured around reliability, international reach, 
and longevity. The word "reliability" is crucial in 
framing the company as trustworthy and de-
pendable, characteristics highly valued in the lo-
gistics industry. The semantic implication here is 
that businesses can count on Blue Diamond Lo-
gistics to deliver their goods safely and on time, 
regardless of destination. This reassurance is a 
key factor in the decision-making process for po-
tential clients. 

The company's emphasis on "global logistics ser-
vices" is also semantically rich, positioning Blue 
Diamond as a global shipping leader. The word 
"global" is not just a descriptor of the company's 
operational scale but also suggests expertise in 
handling the complexities of international trade, 
such as customs regulations, varying legal 
frameworks, and cross-cultural business practic-
es. This term extends beyond just shipping 
goods; it suggests a level of proficiency in global 
commerce that appeals to businesses looking to 
expand their operations internationally. 

The ad's mention of specific trade hubs, "China," 
"Turkey," and "Dubai", serves multiple semantic 
functions. First, these locations symbolise major 
centres of commerce and manufacturing, which 
are crucial for any company engaged in global 
logistics. Their inclusion in the ad signals that 
Blue Diamond has a strong presence in markets 
known for high-volume trade, further cementing 
its image as an internationally competent logis-
tics provider. Second, these locations imply that 
the company can manage high-demand routes 
and handle the logistical challenges of such mar-
kets. 

The phrase "30-year track record" carries signifi-
cant semantic weight, projecting experience and 
reliability. "Track record" here suggests a history 
of proven success, indicating that the company 
has weathered the challenges of the logistics in-
dustry over decades. The number "30" is signifi-
cant; it conveys longevity and stability, signalling 
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to potential clients that Blue Diamond has been 
able to sustain its operations and maintain its 
reputation over time; this appeals to businesses 
prioritising partnering with established compa-
nies with long-standing reputations. 

The imagery of the various transport modes, air, 
sea, and land, reinforces the company's ability to 
offer comprehensive logistics services. Semanti-
cally, these images conjure up visions of a compe-
tent, well-resourced logistics provider catering to 
diverse shipping needs, from small parcels to 
bulk international shipments. This versatility fur-
ther enhances Blue Diamond's appeal to busi-
nesses with varying logistical requirements. 

In conclusion, Vanguard newspaper's Blue Dia-
mond Logistics advertisement effectively uses 
lexical and semantic elements to project an im-
age of reliability, international competence, and 
longevity. Through terms like "reliability," "global 
logistics services," and "track record," the ad po-
sitions the company as a trustworthy and experi-
enced partner for businesses seeking dependable 
and efficient logistics solutions. The strategic 
mention of international trade hubs and the 
company's multi-modal transport capabilities 
further reinforce its credibility as a global player 
in the logistics industry. With these elements 
working harmoniously, the ad appeals to busi-
nesses looking for a logistics partner to handle 
complex, large-scale operations while ensuring 
consistent, reliable service. 

 

Lagos Internal Revenue Service (LIRS) 
Advertisement: Vanguard Newspaper 

As featured in Vanguard newspaper, the Lagos 
Internal Revenue Service (LIRS) advertisement 
promotes the eTax platform, encouraging indi-
viduals to file their annual tax returns online. 

The ad positions tax filing as a civic responsibility 
and frames the eTax platform as a convenient, 
efficient way to fulfil this duty. The ad's imagery 
features a professional, likely a doctor or dentist, 
conveying that even the most occupied individu-
als can easily comply with tax obligations 
through this user-friendly digital platform. 

 

 

Figure 5 – Lagos Internal Revenue Service (LIRS) 
Advertisement: Vanguard Newspaper 

 

1) Lexical Analysis. The LIRS advertisement em-
ploys a strategic selection of words to emphasise 
ease, responsibility, and modernity. The "eTax 
platform" is a crucial lexical choice, signalling 
that the Lagos Internal Revenue Service is em-
bracing digital solutions to streamline tax filing 
processes. The term "platform" implies a techno-
logical space that is accessible and functional, ca-
tering to tech-savvy audiences and those looking 
for convenience in managing their finances. By 
employing the term "eTax," the ad positions the 
service as modern, aligning with the current 
trend toward digitalisation in government ser-
vices. 

The advertisement's call to action focuses on "fil-
ing annual tax returns," with "tax returns" as a 
central lexical unit. This term has a formal and 
institutional resonance, immediately reminding 
individuals of their legal and financial obliga-
tions. The repeated mention of "annual" stresses 
that this is a recurring duty, reinforcing the idea 
of tax compliance as a continuous civic responsi-
bility. 

Words like "civic duty" are also lexically signifi-
cant, appealing to the audience's sense of respon-
sibility and citizenship. The term "duty" carries 
moral and legal connotations, framing tax com-
pliance as a financial necessity and a moral obli-
gation. Using language that invokes a sense of 
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responsibility, the advertisement aims to per-
suade individuals to take their tax obligations 
seriously, regardless of their professional com-
mitments. 

Furthermore, the depiction of the professional in 
the image, whether a doctor or dentist, adds an 
essential layer to the lexical framework; this fig-
ure represents individuals who are typically very 
busy and are associated with responsibility, ex-
pertise, and societal contribution. The visual rein-
forces the idea that even the most time-
constrained individuals, like professionals in the 
medical field, can quickly meet their tax obliga-
tions through this convenient platform. 

2) Semantic Analysis. Semantically, the LIRS ad-
vertisement is structured around convenience, 
responsibility, and modern civic engagement. 
The term "eTax" is semantically loaded, suggest-
ing both ease of use and modernity. By encourag-
ing this digital platform, the advertisement con-
veys that tax filing no longer needs to be cumber-
some. The shift from physical filing methods to 
an online platform reflects the broader digital 
transformation of governmental services, posi-
tioning LIRS as a forward-thinking, tech-savvy 
institution. 

The concept of "civic duty" is also semantically 
rich, invoking the idea that tax compliance is not 
just a legal obligation but a contribution to the 
greater societal good. The advertisement frames 
the act of filing tax returns as a shared responsi-
bility of all citizens, aligning it with the broader 
concept of national development and govern-
ance. This subtle reminder to fulfil one's duty 
taps into individual and collective identity, ap-
pealing to citizens' sense of belonging and socie-
tal contribution. 

The image of a professional in the advertisement 
enhances the semantic message by portraying 
the kind of person who may feel overwhelmed by 
their work yet still manages to prioritise tax 
compliance. This visual metaphor extends the 
idea that tax compliance is a shared duty no mat-
ter how busy or essential one's role in society 
may be. The professional figure symbolises suc-
cess, responsibility, and contribution to society, 
qualities that LIRS wants its audience to associ-
ate with fulfilling their tax obligations. 

Additionally, the professional image links to the 
semantic theme of accessibility; by featuring a 
professional in a prestigious occupation, the ad 
underscores the idea that the eTax platform is 

designed to be user-friendly even for extremely 
busy people. It suggests that the platform is so 
convenient that even individuals with demanding 
schedules, like doctors, can still make time to 
comply with their tax obligations. This message 
semantically equates the eTax platform with effi-
ciency and ease, further appealing to the target 
audience's desire for convenience. 

Including phrases like "online filing" also plays 
into a broader cultural shift toward digitalisation, 
conveying that filing taxes no longer requires vis-
iting physical offices or engaging in time-
consuming paperwork. The advertisement se-
mantically aligns itself with contemporary values 
of speed, convenience, and technological innova-
tion, which resonates particularly well with 
younger, tech-savvy audiences. 

The overall message of the advertisement is that 
paying taxes is not just a financial obligation but 
a mark of responsible citizenship. By framing tax 
compliance as a civic duty and coupling it with 
modern, convenient digital solutions, the LIRS 
advertisement appeals to both the individual's 
sense of responsibility and the desire for ease in 
fulfilling obligations. 

In conclusion, the LIRS advertisement in Van-
guard newspaper uses a combination of lexical 
precision and semantic messaging to promote 
the eTax platform as a modern, convenient, and 
responsible way for individuals to file their an-
nual tax returns. Lexically, words like "eTax," 
"civic duty," and "platform" emphasise ease, mo-
dernity, and obligation. Semantically, the ad ties 
the act of tax filing to broader themes of civic re-
sponsibility and convenience. At the same time, 
the visual of a busy professional reinforces the 
idea that everyone can and should comply with 
their tax obligations. This combination of lexical 
and semantic elements helps position the eTax 
platform as a solution that is both efficient and 
essential for citizens who wish to fulfil their legal 
and moral responsibilities. 

 

Theoretical Analysis of Advertisements 
in Nigerian Newspapers 

This chapter employs various linguistic theories 
to analyse four advertisements from Nigerian 
newspapers: Wema Bank, The Alternative Bank, 
Blue Diamond Logistics, and the Lagos Internal 
Revenue Service (LIRS). The theories applied in-
clude Denotational Theory of Meaning, Mentalist 
Theories of Meaning, Sense Theories of Meaning, 
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and Use Theory of Meaning. This theoretical 
framework will elucidate how lexical and seman-
tic choices contribute to the effectiveness of these 
advertisements in conveying their messages and 
appealing to their target audiences. 

The Denotational Theory of Meaning empha-
sises the explicit, referential meanings of words. 
In the advertisements under consideration, spe-
cific lexical choices create clear, identifiable im-
ages that resonate with the audience. 

Wema Bank Advertisement: The phrase 
"N135,000,000 prize" is a concrete, quantifiable 
element that denotes substantial financial oppor-
tunity. This explicit reference is crucial for at-
tracting customers motivated by economic incen-
tives. Similarly, "promo" and "draws" denote 
structured opportunities for customers to win 
rewards, reinforcing the advertisement's core 
message. 

The Alternative Bank Advertisement: The slogan 
"Be Unstoppable" is a motivational reference that 
directly conveys empowerment. The imagery of a 
well-dressed woman in a luxurious setting de-
notes success and achievement, which aligns 
with the bank's message of being a supportive 
partner in financial growth. 

Blue Diamond Logistics Advertisement: "Global 
logistics services" and "30-year track record" 
provide precise referential meanings that em-
phasise reliability and expertise. These lexical 
choices establish the company's credibility and 
appeal to businesses seeking dependable logis-
tics partners. 

Lagos Internal Revenue Service (LIRS) Advertise-
ment: The term "eTax" denotes a modern ap-
proach to tax filing, while "civic duty" evokes a 
sense of moral obligation. This language frames 
tax compliance as necessary and a responsibility 
of every citizen, thus encouraging engagement 
with the service. 

Mentalist Theories of Meaning focus on how 
individuals internalise and interpret meanings 
based on personal experiences, beliefs, and socie-
tal contexts. 

Wema Bank Advertisement: The language used in 
this ad, particularly the notion of "Make at least 
one transaction daily", invokes a mental associa-
tion between banking and financial gain. It taps 
into customers' desires for wealth accumulation 
and positions Wema Bank as a facilitator. 

The Alternative Bank Advertisement: The adver-
tisement appeals to individuals' aspirations for 
success and achievement. Framing the bank as a 
partner in the customer's journey creates a men-
tal image of collaboration, wherein the bank sup-
ports the ambitions of its clients. This approach 
will likely resonate with ambitious professionals 
looking to elevate their financial status. 

Blue Diamond Logistics Advertisement: The ad's 
emphasis on its "strong presence" in key interna-
tional markets taps into the mental frameworks 
of businesses seeking global expansion. It fosters 
an image of reliability and expertise that pro-
spective clients can trust, thus influencing their 
decision-making processes regarding logistics 
partnerships. 

LIRS Advertisement: The representation of a busy 
professional highlights the relatability of tax obli-
gations. By showing that even successful individ-
uals prioritise their civic duties, the ad aims to 
shift the audience's perception of tax filing from a 
burdensome task to a shared responsibility, fos-
tering a sense of community and accountability. 

Sense Theories of Meaning underscore the im-
portance of context in shaping how language is 
interpreted. 

Wema Bank Advertisement: The ad's context, 
highlighting digital banking and the convenience 
of transactions through various platforms, adds 
layers of meaning to the term "promo." It sug-
gests that engaging with Wema Bank is synony-
mous with adopting modern banking practices, 
appealing to a tech-savvy audience. 

The Alternative Bank Advertisement: The luxuri-
ous setting depicted in the advertisement pro-
vides a contextual backdrop that enhances the 
interpretation of success. The sense of empow-
erment is not just verbal; it is visually supported, 
creating a multi-faceted appeal that suggests po-
tential customers can attain this lifestyle by part-
nering with the bank. 

Blue Diamond Logistics Advertisement: The con-
text of global logistics in an increasingly inter-
connected world adds depth to the advertise-
ment's message. The strong presence in various 
countries indicates an ability to navigate complex 
international logistics, which is essential for 
businesses looking to expand their market reach. 

LIRS Advertisement: The imagery of a profession-
al individual in the ad adds a contextual layer to 
the message. It reinforces the notion that ful-
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filling tax obligations is a common practice 
among successful individuals, thereby normalis-
ing the act of tax filing and encouraging compli-
ance across all societal strata. 

Use Theory of Meaning considers how language 
functions within specific contexts and its influ-
ence on behaviour. 

Wema Bank Advertisement: The imperative 
phrase "Make at least one transaction daily" is a 
direct call to action, encouraging potential cus-
tomers to engage with the bank's services. The 
language creates a sense of urgency and a clear 
path toward participating in the promo, motivat-
ing immediate action. 

The Alternative Bank Advertisement: The motiva-
tional slogan "Be Unstoppable" is an empowering 
call to action, encouraging individuals to see 
themselves as capable of achieving their goals. 
This language choice invites customers to engage 
with the bank as a partner in their success story, 
fostering a sense of community and shared aspi-
rations. 

Blue Diamond Logistics Advertisement: The ad's 
use of assertive language, emphasising reliability 
and a proven track record, positions Blue Dia-
mond Logistics as a trustworthy partner. This 
approach is particularly effective in influencing 
businesses to choose the company for their logis-
tics needs. 

LIRS Advertisement: The ad's framing of tax filing 
as a civic duty encourages individuals to engage 
with the eTax platform. By presenting tax com-
pliance as a societal expectation, the advertise-
ment prompts the audience to view tax filing as 
an essential, rather than optional, responsibility. 

 

Lexical and Semantic Choice Differences Between 
Punch and Vanguard Advertisements 

This analysis examines the differences in lexical 
and semantic choices in advertisements pub-
lished in Punch and Vanguard newspapers, fo-
cusing on four specific ads: Wema Bank and The 
Alternative Bank from Punch and Blue Diamond 
Logistics and Lagos Internal Revenue Service 
(LIRS) from Vanguard. By comparing these ads, 
we can understand how the choice of words and 
phrases reflects each newspaper's style, audience 
engagement strategy, and thematic emphasis. 

Lexical Choices 

Punch Newspaper: In the advertisements fea-
tured in Punch, the lexical choices lean towards 
direct, action-oriented language. For instance, the 
Wema Bank ad employs transactional terminolo-
gy such as "N135,000,000 prize" and "daily 
draws," which clearly outlines the financial in-
centives and encourages engagement. The words 
chosen are straightforward, targeting customers 
interested in promotional offers and digital bank-
ing convenience. 

The Alternative Bank ad in Punch utilises motiva-
tional language with phrases like "Be Unstoppa-
ble" and "a partner that believes in you." This lex-
ical choice appeals to the audience's aspirations 
for empowerment and personal growth. The fo-
cus here is on creating an emotional connection 
and portraying the bank as a supportive ally, an 
effective strategy to attract ambitious individuals. 

Vanguard Newspaper: Conversely, the ads in 
Vanguard showcase a different lexical style, em-
phasising professionalism and expertise. The 
Blue Diamond Logistics advertisement utilises 
industry-specific terminology such as "global lo-
gistics services," "30-year track record," and "air, 
sea, and land." This choice of words appeals to a 
business-oriented audience, highlighting reliabil-
ity and experience in logistics services. The lexi-
cal choices here are designed to establish author-
ity and attract clients who value professional ex-
pertise. 

The LIRS advertisement also adopts a formal 
tone, employing phrases like "civic duty" and 
"annual tax returns." This lexical choice conveys 
a sense of responsibility and compliance, posi-
tioning tax obligations as an essential civic act. 
The use of technical and bureaucratic language 
reflects the official nature of the service, aiming 
to create a sense of responsibility among the au-
dience. 

Semantic Choices 

Punch Newspaper: The semantics in the Punch 
advertisements focus on immediate benefits and 
aspirational themes. In the Wema Bank ad, the 
emphasis on prizes and rewards creates a sense 
of urgency and excitement. The semantic frame-
work encourages potential customers to partici-
pate actively in the promotion. This approach 
aligns with the bank's goal to drive engagement 
through quantifiable benefits. 
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However, the semantics of The Alternative Bank 
ad centre on empowerment and personal suc-
cess; the imagery of a confident woman in a luxu-
rious setting and the empowering slogan invites 
consumers to envision a successful partnership 
with the bank; this creates a narrative that ex-
tends beyond mere financial transactions, align-
ing the bank's identity with personal growth and 
aspiration. 

Vanguard Newspaper: The semantics of the Van-
guard advertisements, on the other hand, em-
phasise authority, professionalism, and civic du-
ty. The Blue Diamond Logistics ad frames its ser-
vices regarding reliability and international 
reach, using language reinforcing the company's 
position as a trusted logistics provider. The em-
phasis on a "30-year track record" builds credi-
bility and attracts businesses seeking dependable 
solutions. 

In the LIRS advertisement, the semantic framing 
focuses on responsibility and compliance. By por-
traying tax filing as a civic duty, the ad encour-
ages individuals to fulfil their obligations while 
normalising the act of tax filing. This semantic 
choice creates a sense of collective responsibility, 
positioning the LIRS as an authoritative body in 
the public's eye. 

Comparison of Lexical and Semantic Choices 

Overall, the lexical and semantic choices in Punch 
and Vanguard advertisements reflect their differ-
ing editorial styles and target audiences. Punch 
tends to favour direct and motivational language 
that appeals to individual aspirations and imme-
diate benefits, whereas Vanguard employs a 
more formal, professional tone emphasising au-
thority and civic duty. 

Audience Engagement: Punch engages its readers 
with language that motivates and excites them, 
focusing on financial incentives and personal 
growth. In contrast, Vanguard caters to a more 
business-oriented audience, using formal lan-
guage that reflects professionalism and compli-
ance. 

Thematic Emphasis: Punch's advertisements re-
volve around themes of empowerment and im-
mediate rewards, aiming to create an emotional 
connection with the audience. Vanguard's ads 
prioritise themes of reliability, responsibility, and 
civic engagement, aligning with the needs of its 
professional readership. 

 

CONCLUSIONS 

In this chapter, we have conducted a comprehen-
sive analysis of the lexical and semantic choices 
in advertisements from Punch and Vanguard 
newspapers, focusing on four specific ads: Wema 
Bank and The Alternative Bank from Punch, and 
Blue Diamond Logistics and the Lagos Internal 
Revenue Service (LIRS) from Vanguard. The 
comparative analysis highlights distinct differ-
ences in language usage that reflect each news-
paper's editorial style and target audience. 

Punch's advertisements leverage direct and mo-
tivational language to engage readers, focusing 
on immediate benefits and aspirational themes. 
The emphasis on financial rewards and empow-
erment fosters a personal connection with the 
audience, appealing to their ambitions and desire 
for success. Conversely, Vanguard's advertise-
ments are formal and authoritative, underscoring 
professionalism and civic responsibility. The lexi-
cal choices focus on reliability and compliance, 
resonating with a business-oriented audience. 
The semantic framing in both newspapers fur-
ther emphasises their strategic communication 
approaches. While Punch positions itself as a 
catalyst for personal growth and financial en-
gagement, Vanguard establishes itself as a 
credible authority on professional services and 
civic duties. 
Overall, this chapter illustrates how nuanced 
lexical and semantic choices can influence con-
sumer perceptions and engagement, revealing 
the underlying strategies employed by each 
publication to reach their respective audiences. 
The analysis underscores the importance of 
language in advertising, demonstrating its 
power to shape brand identity and customer 
relationships in the competitive landscape of 
Nigerian media. 

This study explored the semantic features and 
language usage in advertisements from the 
Punch and Vanguard newspapers, revealing nu-
anced strategies that intertwine various linguistic 
theories. At the core of the advertisements is the 
Denotational Theory of Meaning, which under-
scores the clarity and directness of word choice. 
In Punch, terms such as "Save" and "Exclusive" 
serve not only to convey concrete benefits but 
also to foster immediate comprehension among 
consumers. This straightforward approach re-
flects the newspaper's pragmatic audience, 
which prefers quick, actionable insights. Con-
versely, Vanguard employs words like "Power" 
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and "Unlock," which, while denotatively clear, 
carry metaphorical implications that resonate 
with aspirational themes in technology and self-
improvement. Here, the denotative meanings 
pave the way for more decadent interpretations 
that align with the aspirations of its readership. 

This interplay between clarity and aspiration 
leads to insights grounded in the Mentalist Theo-
ries of Meaning. The emotional resonance em-
bedded in language plays a crucial role in shaping 
consumer response. The advertisements in Van-
guard often leverage emotionally charged lan-
guage, targeting consumers' aspirations and de-
sires; this contrasts with the Punch approach, 
which instils a sense of urgency and practicality, 
prompting immediate action. The cognitive re-
sponses elicited by these differing strategies 
highlight how the language used is intricately 
linked to the desired consumer behaviour. 

Moreover, the Sense Theories of Meaning illumi-
nate the use of metaphors and connotations 
within both newspapers. Vanguard frequently 
incorporates culturally rich terms that evoke 
strong emotional responses, creating deeper 
connections with its audience; this aligns with its 
broader strategy of appealing to lifestyle aspira-
tions. On the other hand, Punch uses straightfor-
ward advertisements that, while practical, still 
incorporate subtle cultural undertones, particu-
larly in sectors such as finance and insurance. 
Here, the layered meanings engage a demograph-
ic that values clarity while still being receptive to 
cultural narratives. 

Finally, the Use Theory of Meaning emphasises 
the contextual shaping of language in advertise-
ments. In Punch, the language is crafted to deliv-
er clear, action-oriented messages that resonate 
with its urban readership's practical needs; this 
aligns with the denotative clarity identified earli-
er, creating a cohesive message that drives con-
sumer action. In contrast, Vanguard's advertise-
ments reflect aspirational values and lifestyle 
choices, suggesting that the function of the lan-
guage used is not only to inform but also to in-
spire and elevate the consumer experience. 

In summary, the findings illustrate that the inter-
play of various linguistic theories enriches our 
understanding of how language in advertise-
ments is employed to influence consumer per-
ception and behaviour. The distinct strategies 
used by Punch and Vanguard highlight the com-
plex relationship between language, meaning, 

and audience engagement in the realm of adver-
tising. 

The advertisements in Punch tend to focus more 
on denotational meanings and direct consumer 
appeals, such as discounts or savings on prod-
ucts, aligning with the pragmatic mindset of its 
audience. The language is simple, action-
oriented, and designed to elicit immediate re-
sponses, which correlates with the socioeconom-
ic characteristics of its readership. 

In contrast, Vanguard frequently utilises a more 
sophisticated linguistic style, often employing 
metaphors, idiomatic expressions, and culturally 
charged words to create a sense of prestige and 
exclusivity. Advertisements in Vanguard tend to 
appeal to the reader's aspirations, using persua-
sive techniques that evoke emotional responses. 
The focus on empowerment and lifestyle aligns 
with the newspaper's broader editorial tone, 
which caters to a more diverse, urban, and up-
wardly mobile audience. 

The study concludes that each newspaper's in-
tended audience and overall editorial stance 
shape the semantic features and language choic-
es in advertisements in Punch and Vanguard. In 
its advertisements, Punch leans toward clear, 
practical, and action-driven language, appealing 
to readers seeking straightforward information. 
Conversely, Vanguard employs more emotive 
and aspirational language, which aligns with its 
target audience's focus on lifestyle, prestige, and 
empowerment. 

These linguistic differences highlight the role of 
language in shaping consumer perception and 
engagement with advertisements. Both newspa-
pers use language strategically to resonate with 
their readership. Still, their approach to seman-
tics and meaning construction varies significant-
ly, reflecting their respective audiences' broader 
social, economic, and cultural context. 

Based on the findings of this study, the following 
recommendations are made: 

1) For Advertisers: Advertisers should tailor 
their language to the demographic and psycho-
graphic profiles of the newspaper's audience. In 
Punch, where the focus is more on practicality, 
advertisers should continue to use clear, straight-
forward language that appeals to rational deci-
sion-making. In Vanguard, advertisers should 
maintain emotive and aspirational language but 
ensure that the connotations and metaphors 
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align with the values and expectations of a di-
verse urban readership. 

2) For Media Analysts: Future studies should 
delve deeper into how cultural and regional fac-
tors influence the semantic choices in newspaper 
advertisements across different Nigerian media 
outlets. A comparative analysis across a broader 
range of newspapers could provide more insight 
into the linguistic strategies employed by adver-
tisers. 

3) For Researchers: Further research should con-
sider expanding the scope of semantic analysis to 
include digital advertising on news platforms; 
this will offer insights into how online media ad-
vertisements differ from traditional print media, 

especially in the evolving landscape of digital 
journalism. 

4) For Consumers: Understanding the linguistic 
strategies used in advertisements can help con-
sumers make more informed choices. By recog-
nising how language influences their perceptions, 
consumers can better navigate the persuasive 
tactics used in advertising. 

In conclusion, language plays a crucial role in 
shaping the effectiveness of advertisements in 
both Punch and Vanguard newspapers. The se-
mantic features employed in these ads are care-
fully selected to align with the cultural and cogni-
tive profiles of the respective readerships, 
demonstrating the decisive role of language in 
media and marketing. 

 
REFERENCES 

1. Kramsch, C. (1998). Language and culture. Oxford University Press.  

2. Crystal, D. (1980). The first dictionary of linguistics and phonetics. Westview Press 

3. Palmer, F. R. (1976). Semantics: A new outline. Cambridge University Press.  

4. Leech, G. N. (1990). Semantics: The study of meaning. Penguin Books. 

5. Farbey, A. D. (2002). How to Produce Successful Advertising: A Guide to Strategy, Planning and 
Targeting. London: Kogan Page 

6. Syal, P., & Jindal, D. V. (2023). An Introduction To Linguistics Languages. Delhi: PHI Learning Private 
Limited 

7. Schramm, W. (1983). The Unique Perspective of Communication: A Retrospective View. Journal of 
Communication, 33(3), 6–17. doi: 10.1111/j.1460-2466.1983.tb02401.x 

8. Dermawan, E. M., & Barkah, C. S. (2022). Effective communication in advertising. Jurnal Ekonomi 
Bisnis & Entrepreneurship, 16(2), 148–155. doi: 10.55208/jebe.v16i2.265 

9. Omeje, S. O., Oparaugo, B., Chukwuka, M. O., & Anigbo, R. U. (2022). Influence of Airtel television 
advertising on the choice of a mobile telecommunication network by Institute of Management and 
Technology, Enugu students. International Journal of Applied Research in Business and 
Management, 3(2), 66–80. doi: 10.51137/ijarbm.2022.3.2.5 

10. Haider, T. and Shakib, S. (2017) A Study On The Influences of Advertisement On Consumer Buying 
Behaviour. Business Studies Journal, 9. 

11. Barve, G. S. A. (2015). Effects of advertising on youth (Age group of 13-19 years age). Journal of Mass 
Communication and Journalism, 05(05). doi: 10.4172/2165-7912.1000260 

12. Thomas, K. D. (2015). Advertising and persuasion. Oxford Research Encyclopedia of 
Communication. doi: 10.1093/acrefore/9780190228613.013.5 

13. Ukaegbu, R. C. (2020). Deceptive advertising and consumer reaction: A study of Delta soap 
advertisement. OALib, 07(03), 1–7. doi 10.4236/oalib.1105865 

14. Leiss, W., Kline, S., Jhally, S., & Botterill, J. (1990). Social Communication in Advertising: Persons, 
Products and Images of Well-Being (2nd Ed). Routledge. 

15. Williamson, J. (1978). Decoding Advertisements: Ideology and Meaning in Advertising. 
London: Marion Boyars. 

https://books.google.com.ua/books?id=XRPiONIC2PMC&printsec=frontcover&hl=ru
https://www.scribd.com/document/653687069/An-Introduction-to-Linguistics-Languages
https://doi.org/10.1111/j.1460-2466.1983.tb02401.x
https://doi.org/10.55208/jebe.v16i2.265
https://doi.org/10.51137/ijarbm.2022.3.2.5
https://doi.org/10.4172/2165-7912.1000260
https://doi.org/10.1093/acrefore/9780190228613.013.5
https://doi.org/10.4236/oalib.1105865


Path of Science. 2025. Vol. 11. No 1  ISSN 2413-9009 

Section “Languages”   1028 

16. Galbraith, J. K. (1958). The affluent society. Boston: Houghton Mifflin. 

17. Belk, R. W. (1988). Possessions and the extended self. Journal of Consumer Research, 15(2), 139–168. 
doi: 10.1086/209154 

18. Shavitt, S., Lowrey, P., & Haefner, J. (1998). Public attitudes toward advertising: More favourable 
than you might think. Journal of Advertising Research, 38(4), 7–22. 

19. Twitchell, J. B. (2000). Lead Us Into Temptation: The Triumph of American Materialism. Columbia 
University Press 

20. Woodward, G. C., & Denton, R. E. (2019). A Persuasion and Influence in American Life. Long Grove: 
Waveland Press. 

21. Beasley, R., & Danesi, M. (2002). Persuasive signs. In De Gruyter eBooks. 
doi: 10.1515/9783110888003 

22. Gonzalez, C., & Korchia, M. (2008). Antecedents and consequences of attitude toward sales. 
Recherche Et Applications En Marketing (English Edition), 23(4), 37–60. 
doi: 10.1177/205157070802300403 

23. Ang, S., Van Dyne, L., Koh, C., Ng, K. Y., Templer, K. J., Tay, C., & Chandrasekar, N. A. (2007). Cultural 
intelligence: its measurement and effects on cultural judgment and decision making, cultural 
adaptation and task performance. Management and Organization Review, 3(3), 335–371. 
doi: 10.1111/j.1740-8784.2007.00082.x 

24. Yule, G. (1996). Pragmatics. Oxford: Oxford University Press. 

25. Iten, C. (2005). Linguistic Meaning, Truth Conditions and Relevance (Palgrave Studies in Pragmatics, 
Language and Cognition). Palgrave Macmillan.  

26. Jaszczolt, K. M. (2005). Default semantics. In Oxford University Press eBooks. 
doi: 10.1093/acprof:oso/9780199261987.001.0001 

27. Vakratsas, D., & Ambler, T. (1999). How advertising works: What do we really know? Journal of 
Marketing, 63(1), 26–43. doi: 10.1177/002224299906300103 

28. Lyons, J. (1971). Introduction to Theoretical Linguistics. Cambridge: Cambridge University Press.  

29. El-Dali, H. M. (2019). The Language of Consumer Advertising: Linguistic and Psychological 
Perspectives. Studies in Linguistics and Literature, 3(2), 95. doi: 10.22158/sll.v3n2p95 

30. Kenechukwu, S. A., & Asemah, E. S., & Edegoh, L. O. N. (2013). Behind Advertising: The Language of 
Persuasion. International Journal of Asian Social Science, 3(4), 951-959. 

31. Emodi, L. (2011). A semantic analysis of the language of advertising. African Research Review, 5(4). 
doi: 10.4314/afrrev.v5i4.69286 

32. Ezejideaku, E., & Ugwu, E. N. (2010). The Linguistics of Newspaper Advertising in Nigeria. Language 
in India, 10 

33. Chiedozie, P. A., Okpala, N. V., & Alaku, M. E. (2023). A comparative analysis of the headlines of the 
Punch newspaper and installation in Nigeria. International Journal of African Research and 
Sustainability Studies, 2(2) 

34. Ibuot, U. (2024). Nameplate designs, headline point sizes, and colour on Nigerian newspapers: A 
study of selected national dailies. Reports, 4(3), 63–71. doi: 10.11648/j.reports.20240403.15 

35. Punch. (2022, July 2022). Government Calls for Dialogue in Borno. Retrieved from 
https://punchng.com/  

36. Vanguard. (2023, March 18). Outrage as Senators Ignore Public Outcry on Budget Allocation. 
Retrieved from https://www.vanguardngr.com/  

https://doi.org/10.1086/209154
https://books.google.com.ua/books?id=ZBZiDwAAQBAJ&printsec=copyright&redir_esc=y#v=onepage&q&f=false
https://doi.org/10.1515/9783110888003
https://doi.org/10.1177/205157070802300403
https://doi.org/10.1111/j.1740-8784.2007.00082.x
https://books.google.com.ua/books?id=E2SA8ao0yMAC&printsec=frontcover&hl=ru
https://doi.org/10.1093/acprof:oso/9780199261987.001.0001
https://doi.org/10.1177/002224299906300103
https://books.google.com.ua/books?id=VGkkjkLPZkoC&printsec=frontcover&hl=ru
https://doi.org/10.22158/sll.v3n2p95
https://doi.org/10.4314/afrrev.v5i4.69286
http://www.languageinindia.com/march2010/esthernigeria.pdf
https://www.researchgate.net/publication/377585568_A_COMPARATIVE_ANALYSIS_OF_THE_HEADLINES_OF_THE_PUNCH_NEWSPAPER_AND_INSTABLOG_IN_NIGERIA
https://www.researchgate.net/publication/377585568_A_COMPARATIVE_ANALYSIS_OF_THE_HEADLINES_OF_THE_PUNCH_NEWSPAPER_AND_INSTABLOG_IN_NIGERIA
https://doi.org/10.11648/j.reports.20240403.15
https://punchng.com/
https://www.vanguardngr.com/


Path of Science. 2025. Vol. 11. No 1  ISSN 2413-9009 

Section “Languages”   1029 

37. Onyenankeya, K. (2021). Indigenous language newspapers and the digital media conundrum in 
Africa. Information Development, 38(1), 83–96. doi: 10.1177/0266666920983403 

38. Adetunji, S. (2020). Nigerian Newspapers Cultural Contents analysis: the Punch, the Nation and 
Daily Trust (January- June 2019 Editions). Universe International Journal of Interdisciplinary 
Research, 1(2) 

39. Olatunji, R. W. (2018). Trends in advertising and cultures in Nigeria. Communication Cultures in 
Africa, 1(1). doi: 10.21039/cca.5  

40. Osoba, J. B., & Alebiosu, T. A. (2016). Language preference as a precursor to displacement and 
extinction in Nigeria: The roles of English Language and Nigerian Pidgin. Journal of Universal 
Language, 17(2), 111–143. doi: 10.22425/jul.2016.17.2.111 

41. Ofoegbu, C., (2024). The Nigerian Pidgin English and Creolization: Towards the Search for a National 
Language. Chukwuemeka Odumegwu Ojukwu University 

42. Brown, N. J., & Udomisor, I. W. (2015). Evaluation of political news reportage in Nigeria's Vanguard 
and The Guardian newspapers. Advances in Journalism and Communication, 03(01), 10–18. 
doi: 10.4236/ajc.2015.31002 

43. Salawu, A. (2018). African Language Digital Media and Communication. Routledge. 

44. Opeyemi, A. A. (2020). Media Coverage of Conflicts in Nigeria: Comparative Analysis of Two 
Nigerian Newspapers. Eastern Mediterranean University  

45. Cavusgil, S. T., Deligonul, S., Kardes, I., & Cavusgil, E. (2018). Middle-Class Consumers in Emerging 
Markets: Conceptualisation, propositions, and implications for international marketers. Journal of 
International Marketing, 26(3), 94–108. doi: 10.1509/jim.16.0021 

46. Nwokah, N. G., & Ngirika, D. (2018). Online advertising and customer satisfaction of E-Tailing firms 
in Nigeria. Intelligent Information Management, 10(01), 16–41. doi: 10.4236/iim.2018.101002 

47. Oyedele, A., & Minor, M. S. (2012). Consumer Culture Plots in Television Advertising from Nigeria 
and South Africa. Journal of Advertising, 41(1) 

48. Obi-Ani, N. A., & Isiani, M. C. (2020). Urbanisation in Nigeria: The Onitsha experience. Cities, 104, 
102744. doi: 10.1016/j.cities.2020.102744 

49. Zhao, Y. (2023). Advertising strategies in the new media environment: A case study on Durex. 
Advances in Economics Management and Political Sciences, 63(1), 166–171. doi: 10.54254/2754-
1169/63/20231404 

50. Akinkugbe, A. I., & Adetola, A. S. (2023). Nigerian Cultural Diversity and the Place of Pidgin 
Language: A Study of LASUSTECH Students. International Journal of Contemporary Research in 
Humanities, 1 

51. Akmajian, A., Demer, R. A., Farmer, A. K., & Harnish, R. M. (2001). Linguistics: An Introduction to 
Language and Communication. MIT Press. 

52. Jerry A. Fodor, J. A. (1975). The Language of Thought. Cambridge: Harvard University Press 

53. Kumar, A., Paul, J., & Unnithan, A. B. (2019). 'Masstige' marketing: A review, synthesis and research 
agenda. Journal of Business Research, 113, 384–398. doi: 10.1016/j.jbusres.2019.09.030 

 

 

https://doi.org/10.1177/0266666920983403
https://www.academia.edu/43848259/NIGERIAN_NEWSPAPERS_CULTURAL_CONTENTSANALYSIS_THE_PUNCH_THE_NATION_AND_DAILY_TRUST_JANUARY_JUNE_2019_EDITIONS_
https://www.academia.edu/43848259/NIGERIAN_NEWSPAPERS_CULTURAL_CONTENTSANALYSIS_THE_PUNCH_THE_NATION_AND_DAILY_TRUST_JANUARY_JUNE_2019_EDITIONS_
https://doi.org/10.21039/cca.5
https://doi.org/10.22425/jul.2016.17.2.111
https://www.researchgate.net/publication/385806391_THE_NIGERIAN_PIDGIN_ENGLISH_AND_CREOLIZATION_TOWARDS_THE_SEARCH_FOR_A_NATIONAL_LANGUAGE
https://www.researchgate.net/publication/385806391_THE_NIGERIAN_PIDGIN_ENGLISH_AND_CREOLIZATION_TOWARDS_THE_SEARCH_FOR_A_NATIONAL_LANGUAGE
https://doi.org/10.4236/ajc.2015.31002
https://www.researchgate.net/publication/328114684_African_Language_Digital_Media_and_Communication
http://i-rep.emu.edu.tr:8080/jspui/bitstream/11129/5810/1/Opeyemiataiyero.pdf
http://i-rep.emu.edu.tr:8080/jspui/bitstream/11129/5810/1/Opeyemiataiyero.pdf
https://doi.org/10.1509/jim.16.0021
https://doi.org/10.4236/iim.2018.101002
https://www.researchgate.net/publication/259924775_Consumer_Culture_Plots_in_Television_Advertising_from_Nigeria_and_South_Africa
https://www.researchgate.net/publication/259924775_Consumer_Culture_Plots_in_Television_Advertising_from_Nigeria_and_South_Africa
https://doi.org/10.1016/j.cities.2020.102744
https://doi.org/10.54254/2754-1169/63/20231404
https://doi.org/10.54254/2754-1169/63/20231404
https://www.researchgate.net/publication/379805950_Nigerian_cultural_diversity_and_the_place_of_pidgin_language_A_study_of_LASUSTECH_students
https://www.researchgate.net/publication/379805950_Nigerian_cultural_diversity_and_the_place_of_pidgin_language_A_study_of_LASUSTECH_students
https://books.google.com.ua/books?id=gPbQyRdnM18C&printsec=frontcover&hl=ru
https://books.google.com.ua/books?id=gPbQyRdnM18C&printsec=frontcover&hl=ru
https://books.google.com.ua/books?id=XZwGLBYLbg4C&printsec=copyright&redir_esc=y#v=onepage&q&f=false
https://doi.org/10.1016/j.jbusres.2019.09.030

