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DIGITAL EDUCATIONAL ADVERTISING:
PLAIN TEXT VS. MULTIMODALITY

LNDPOBAS PEKTTAMA OBPA3OBATEJIbHbBIX YC/IVYT:
TEKCTOBbIN ®OPMAT VS. MYJIbTUMOAOAJ/IbHOCTb

The purpose of this paper is to determine methods for encoding Chinese-language,
English-language and Russian-language messages that promote educational services and are
distributed through digital channels. The ratio of verbal (lexical, syntactical) and nonverbal
means used in educational advertisements in the three languages is established. The results of the
study demonstrate that, despite the polycode nature of modern media texts, digital educational
advertising is still largely text-based, while multimodal messages make up a smaller part of the
information flow.

Key words: media text; digital educational advertising; text-based advertisement;
multimodal advertisement; advertising appeal; verbal and nonverbal means of encoding.

Llenbto paboTbl sBnseTca onpegeneHne CrnocoboB KOAMPOBAHUS KUTANCKOSA3bIYHbIX,
aHIMOA3bIYHBIX U PYCCKONA3bIYHbIX PEKMAMHbIX COOBLLUEHUIM, NPOABUratoWLMX 0bpa3oBaTesibHble
YCNYyru WM pacnpocTpaHsieMblX uYepe3 UMdpoBble KaHasbl. YCTaHaBAMBAETCA COOTHOLLEHWE
BepbanbHbIX (IEKCUYECKMX, CUHTAKCMYECKMX) W HeBepbaNbHbIX CPeacTB, MCMOb3yeMblX
B pekJlaMe 0bOpa3oBaTebHbIX YCNYr Ha Tpex s3blkaxX. Pe3ynbTaTbl uccnenoBaHUs AEMOHCTPU-
PYHOT, YTO, HECMOTPS Ha MOJIMKOAOBbIM XapaKTep COBPEMEHHbIX MEAMATEKCTOB, MPU CO34aHUM
uMdpoBor 06pa3oBaTENbHOM peKAaMbl MPEANOYTEHUE TMO-TPEXKHEMY OTLAETCA TEKCTOBOMY
¢dopmaty, Toraa Kak MysbTUMOZA/bHblE COOBLLEHMS COCTABASOT MEHbLUYHD 4acTb WHdOpMa-
LMOHHOrO MoTOKa.

KniwoueBble cnoBa: Mmeduamekcm; yugposeas obpazoeameibHas pekaamMa; mekcmosnil
dopmam peknamer; MybmuUMOOaIbHASA peKaama; NobyoumenbHbll MOMUE peKaamsbl; 8epbaibHbie
u HegepbasbHble cpedcmea KoOUpoeaHus.

With the advent of information technology, modern society has reached
a qualitatively new stage in its development, which is characterized by an increase
in information dissemination channels, a boost in media markets, as well as
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creation of media texts on a fundamentally new basis [1, p. 20]. Digital advertising
is one of such innovations. It offers numerous advantages over traditional
advertising, ability to respond promptly, high level of interactivity, targeting local
consumers and increased variety of advertising formats being among them
[2, p. 25]. Facilitation of the exchange of non-linguistic forms of messages in
Internet communication has also led to the development of “multimodality”
concept [3, p. 183].

As traditionally defined, digital advertising “is broadcast to the target
audience through the usage of any digital media capable of reproducing it,
including: stationary and mobile devices with Internet access, digital television,
interactive terminals and screens” [4, p. 299]. To create such media texts, the entire
range of multimodal expressive means is used.

Multimodality cannot be perceived as a plain sum of its parts, though. On the
contrary, “multimodality means a semiotic complex that ‘works’ as a single whole”
[3, p. 182]. In a multimodal media message, nonverbal means may act as an
addition to the verbal elements, performing informative or expressive functions,
but they “also act in close relationship with verbal components” [5, p. 178]. Apart
from multimodal, modern multimedia texts can be dubbed mixed, creolized,
polycode, hypertexts, etc. [1, p. 21]. All of these terms refer to the complex nature
of such messages, where verbal and nonverbal elements are tightly intertwined.

Obviously, the sender will always choose means of encoding a message based
on circumstances such as the specific commodity and the context of advertising.
The mainstream view of the current academic community is that “the advertising
text consists of both verbal and nonverbal components” [5, p. 178]. In composing
an advertisement, the verbal and nonverbal parts are neither independent nor
homogeneous, but they are combined with each other in order to be effective.

As for verbal elements of a message, they are varied and can range from
direct instruction [6, p. 161] to more subtle manipulative techniques that either
attract attention or divert it [7, p.326]. Moreover, this verbal side of
communication has an intricate multilevel hierarchical structure (from a phoneme
to a complex syntactic whole or even a hypertext) and appears in numerous
stylistic varieties [8, p. 118]. Compared to nonverbal means, linguistic elements
lead to faster and more accurate verification of congruent advertising objects in the
minds of customers, as “representations activated via verbal means are more
categorical and show greater consistency between subjects” [9, p. 170]. Thus, an
advertisement brings more precise and uniform memories to customers through
verbal means.

The opposing view is that nonverbal means are much better at enabling
customers to remember more of the advertising content. There are studies proving
that verbal and nonverbal information is perceived differently by the addressee.
Specifically, information contained directly in text messages is absorbed by only
7 %, while the presence of visual images significantly increases perception to 55 %
[10, p. 10]. Another advantage of nonverbal means is that they can make the
advertisement stick in the customer’s mind for a longer period of time as compared
to verbal means. “As time goes by, the reader forgets the facts, but an image
remains in their mind based on the initial emotional reaction to what they have
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read or heard” [11, p. 181]. Meanwhile, it should be noted that “not all nonverbal
expressions accompanying certain verbal messages can become means of
communication, only those nonverbal expressions that are meaningful, can serve as
symbols and perform information functions” [12, p. 240]. Bearing the above in
mind, we conclude that the condition for achieving a communicative goal lies in
the interaction between words, sounds or images [5, p. 179].

The materials of this study are samples of advertisements which promote
educational institutions and services and are distributed via digital channels — the
Internet, digital TV and outdoor digital billboards. The analyzed advertisements
come from kindergartens, primary schools, middle schools, vocational colleges,
universities, vocational training institutions, hobby schools, off-campus tutoring
institutions and language training schools in China, the UK and Belarus. Thus,
three languages are contrasted — Chinese, English and Russian. A total of 600
digital advertisements are chosen, 200 per language. The advertisements are
collected randomly, with no fixed proportion for each of the above-mentioned
types of educational institutions or channels.

In terms of verbal means, the analysis results show that among the collected
200 Chinese-language educational advertisements, there are a total of 624 lexical
markers that are used to carry out advertising (i.e. promotional) appeal. By
classifying these verbal markers according to their semantic similarity, we
identified groups of lexical means including words that describe feelings and
emotions, growth and progress, price, time and distance, effectiveness, success, life
philosophy, etc. For instance, Chinese-language educational advertisements
commonly appeal to the feelings of love and care, which are associated with home
atmosphere, and the verbal markers involved are A 5% ‘big family’, ZA
‘family members’, 4777 ‘care’, /¥ ‘accompany’. Happiness is recognized as one
of the core dimensions of positive emotion and is fundamental to a person’s well-
being in general and the process of effective studying in particular. Consequently,
we come across such markers as Tif3 /4 ‘have fun’, ZZ>J 74 ‘the joy of
learning’, #%€ ‘smile’ and 4 ‘happy’. All of them are used to describe the
students’ feelings in the process of learning. Growth and progress is another
recurring theme in education. It is likely to catch the eye of parents and students
alike and is manifested through verbal markers %1 ‘grow up’, #€/& ‘improve’,

HE ‘progress’ and A4 ‘develop’. Here is an example of their contextual usage:
)L B G0 K, IRUE L E R FERAR 1. ‘Help children to develop
naturally in body and mind, and ensure children grow up healthily and happily.’
This advertisement emphasizes the words 44 ‘develop’ and /£ /K ‘grow up’ and
qualifies them with the positively coloured words A4 ‘naturally’ and #Z&FH#4%
‘healthily and happily’ respectively. Such descriptions of children’s growth and
development can be quite effective in appealing to their parents’ emotions.

As regards syntactical means, the analysis results show that a total of
81 Chinese-language educational advertisements out of 200 contain expressive
syntactical constructions that are aimed at enhancing the advertising appeal. These
syntactical markers are exclamations, imperatives, questions, parallelism,

137



emphasis, etc. In the following example parallelism is used to list the selling points
of the product one by one thus presenting them to customers in a clearer way:
Wty IPEK, S27748 IEE4F ‘High quality, large scale, remarkable strength
and excellent teachers.” Another advertisement can serve as an example of
gradation, where groups of words are presented in an ascending order of
importance, thus highlighting the role of the three educational dimensions for
children - learning, thinking and subsequent growing: %%, A, /ALK
EH EHIEE L, HREAIZ /a2 ‘| learn, | think, | grow. Moving forward
with you and your child on the road of education.’

Switching on to the English-language educational ads, we should state that a
total of 591 lexical markers are associated with carrying out advertising appeal in
200 collected texts. As for syntactical features, 72 messages out of 200 exhibit the
usage of syntactical means of advertising appeal. Just like in Chinese-language
advertisements, in English-language texts we come across verbal markers
expressing positive feelings and attitudes, such as love, care, family, friends, fun,
etc., which attempt to give the school characteristics of a family or a group of
friends, as in the following example: On an ILC course you will learn, make new
friends, have fun and improve your English! Verbal markers elaborating on price
are likely to attract consumers’ attention as well, such as free of charge, affordable
rates, competitive prices, budget-friendly, etc. These may also be specific numbers,
as in this ad: 25 % off. Pick your deal. Pay in full. Sign up for 4—24 weeks. Half-
price registration fee. Win a free course book. Words referring to teachers’
expertise (professionals and experts, native teachers, experienced tutors, qualified
instructors, top tutors, etc.) are aimed at highlighting the professionalism and
authority of the school’s teaching staff: Whatever your reasons to study Russian,
this (s your opportunity to do that with a professional Russian language teacher.
Look no further! Enjoy learning Russian with a highly qualified and experienced
native teacher.

Syntactical means of enhancing advertising appeal in English-language
educational ads are quite varied and involve imperatives, questions, exclamations.
Imperatives increase emotional effects by expressing tones such as requests,
commands, exhortations, and urgings, for example: A language learning journey
awaits your command! Let’s get started... Don’t waste this opportunity! Questions
can attract customers’ attention or stimulate their thinking, thus increasing the
effectiveness of advertising, as in the following message: Lost for an idea for a fun
gift for a keen Guitar fan? ~ Then why not treat them to some fun and informative
guitar lessons? Here, two types of questions are combined. The first question
appeals to the reader’s feelings and concerns from the consumer’s perspective, and
the second makes a suggestion to consumers and is also an answer to the first
question. The following advertisement is very short, but the word fun, which marks
positive emotions, combined with exclamation gives it a strong pragmatic effect:
Learning is fun with us!
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The results of the analysis of 200 Russian-language educational
advertisements show that there are 582 words and phrases referred to as lexical
markers of advertising appeal, and there are a total of 61 advertisements out of 200
that engage syntactical means of enhancing the pragmatic effect. The following ad
shows the usage of verbal markers expressing positive emotions: Om A0 — do B2 -
usyyeHue s3vika Moxcem 6bime uHmepecHoiM! ‘From AQ- to B2 - learning
a language can be interesting!” The idea of growth and progress is exemplified like
that: Mewr  yb6excoeHbl, umo kKembpuodxcckas KOMMYHUKAMUEHAs MemoouKa
obyyerHus eapaHmupyem aydwud pesyssmam. ‘We are convinced that the
Cambridge Communicative Teaching Methodology guarantees the best results.’
Appeal to a successful future can be found in the following ad: Yupescderue
obpazosaHusa «[lluHckul 2ocyoapcmeeHHbIll azpapHbIl KOMNe0MHC», npogeccuo-
HanbHoe obpaszoeaHue ce200Hs — cmabuwibHoe 6yodywue 3aempa! ‘Educational
institution “Pinsk State Agrarian College”, vocational education today - stable
future tomorrow!’

Russian-language ads are also characterized by the tendency to combine
several means of syntactical emphasis within one text. For example, imperative is
coupled with exclamation (Haeaime y4umscs emecme, ckydHo moyHo He 6ydem!
‘Let’s learn together, it won’t be boring!’), parallelism is coupled with exclamation
(Ynyywum ommemku e wkone, ycmpaHum npobesnvi e 3HaHusix, N0020MosuM
k 3k3ameHam Ha omaudHo! ‘We will improve school grades, eliminate gaps in
knowledge, prepare for exams with excellent marks!’), antithesis accompanies
imperative and exclamation (Yacmmneit demckui cad-uikona KSV: Uneecmupyime
8 Bawezo pebeHka ce200Hsi, 4mobwbl nosydyume pesynbmam 3aempa! ‘Private
kindergarten-school KSV: Invest in your child today to get results tomorrow!’),
etc.

In terms of nonverbal means, the analysis results show that among the
600 selected messages, there are 50 multimodal advertisements (accounting for
25 %) in the Chinese language, 45 multimodal advertisements (accounting for
22.5 %) in the English language, and 42 multimodal advertisements (accounting for
21 %) in the Russian language. Compared with pure verbal description, nonverbal
means provide richer connotations and layers into advertising while conveying
information, which can produce a strong visual impact, help consumers form
a deep impression and thus arouse their resonance and interest. The nonverbal
elements encountered in the analyzed material mainly incorporate font (including
font size and boldness, as well as font color) and images, depicting objects and
body language (including action and posture, facial expression, and gesture). As
the selected multimodal advertisements do not involve video elements, the
nonverbal means used in them are mainly static and visual. The following are some
specific examples of nonverbal means combined with verbal elements in the three
languages (figures 1-3).
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Figure 1. A Chinese-language educational advertisement

IRFG-FHIREIFR, X, = DFAEZH. Yuanfudao free live
classes, pre-study at home, applicable to primary and secondary school students
nationwide.” The image shows a young girl studying with a mobile phone. The
verbal marker % #7 ‘free’ refers to the price and 75>/ ‘pre-study at home’
describes the convenience of learning location. These are objective descriptions of
the product, as well as the phrase /#4752 /f] ‘applicable to primary and
secondary school students nationwide’, which points out the targeted audience.
The object (a mobile phone) in the picture is in accord with the textual description
of the product (E 7% & ‘live classes’), and the posture of the girl using her mobile
phone to learn appeals to the customer’s convenience. In addition, the entire image
has an orange background with white fonts, which is eye-catching.

EUROSPEAK o

ENGLISH
COURSE

Join our English
language classes to
improve your speaking
skills and become a more
proficient English
speaker

Figure 2. An English-language educational advertisement
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Join our English language classes to improve your speaking skills and
become a more proficient English speaker. In this advertisement, the text is
accompanied by a group photo, with people posing in front of London Bridge. The
verbal marker join calls to action and is meant to involve customers emotionally,
while improve your speaking skills and become a more proficient English speaker
refer to the idea of growth and progress. The imperative mood helps to create
a persuasive tone, and the image (group photo) conveys the idea that everyone can
make progress by becoming part of this group. The object (London Bridge)
corresponds to the advertised product (the English language).

EHUE A3blKOB!
Tbl - ¢ HaMUN?

3anucb oTKpbITa -
Ha lingualand.by

Figure 3. A Russian-language educational advertisement

bepém kypc Ha usyuyeHue sasvikoe! Tel — ¢ Hamu? ‘Let’s head for learning
languages! Are you with us?’ The text is accompanied by the image of a girl
pointing her hand forward, and behind her is a British flag. The verbal markers
6epem kypc ‘let’s head for’ and Ter — ¢ Hamu? ‘Are you with us?’ create
a persuasive tone and stimulate the consumers’ desire to join in and consequently
improve their foreign language skills. Meanwhile, the combination of exclamatory
and interrogative sentences further intensifies the expressiveness of the text. The
image of a smiling girl holding a book in one hand and pointing her other hand
forward visualizes the feeling of actively moving ahead, thus attracting the
customers’ attention and mobilizing them. The British flag echoes the content of
the advertisement, which is g3sik080u kypc ‘language course’, as well.

Summarizing the above mentioned statistics and examples, the following
observations can be made. 1. The proportion of plain text vs. multimodal digital
ads is roughly the same in the three languages, with the ratio 3 to 1. Thus, plain
text advertisements account for 75-79 % of all digital advertisements, while
multimodal messages account for 21-25 %. As the samples were chosen randomly,
this prevalence of text messages over creolized messages demonstrates a stable
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tendency in digital educational advertising. However stimulating and eye-catching
the nonverbal means are, in educational advertising the preference seems to lie
with exquisite phrases and clever wording, which endow the messages with strong
persuasion and can indeed hit consumers’ hearts. Thus, despite the overall modern
trend towards multimodality, certain spheres of advertising are still text-based, the
peculiarities of advertised products or services being one likely reason for that.
2. When present, nonverbal means repeat and enhance the verbal message. There
are no cases of contradictions between verbal and nonverbal aspects of digital
educational advertisements, where textual information changes the perception of
the image to its opposite, or vice versa, the image channels the interpretation of the
text. On the contrary, lexical, syntactical and visual elements merge seamlessly to
produce a multimodal message that is both eye-catching (in terms of its form) and
memorable (in terms of information transmitted). 3. There are no striking
differences between Chinese-, English- and Russian-language digital
advertisements in terms of preferred means of encoding a message. The semantic
groups of lexical means are quite similar (they refer to positive emotions, progress,
effectiveness, success, price, convenience, expertise, etc.), as well as the
syntactical means of enhancing the pragmatic effect. This result proves the fact that
such parameters as the aim of the message (persuading consumers to buy), the
sphere of its application (education) and the topic discussed (educational
institutions, their products and services) prevail over such factors as language or
cultural identity of advertisement creators.

REFERENCES

1. Unvuuesa, M. J1. MopycHas mynbTuMoganbHocTb MeguatekcTta / U. J1. Unbnye-
Ba, M. H. Kapnunesuny // BecTHuk [lonecckoro rocynapCTBeHHOro yHMBEpPCU-
Teta. Cepua o0OWECTBEHHbIX W TyMaHMUTapHbix Hayk.— 2019.- N21.-
C.19-27.

2. Kuromura, N. U. HepoctaTtkun uudposon peknamol / U. U. KurotuHa, C. A. Jle-
oHoB // DkoHomuka. Coumonorus. MNpaso. — 2024. — N2 1 (33). - C. 22-27.

3. 3aeudynnuHa, M. B. MynbTMMOOanbHOCTb: K BOMNPOCY O TEPMUHONOTMMUYECKOM
onpeneneHHoctn / M. B. 3aruaynnuHa // 3Hak: npobnemMHoe nose Menmaobpa-
3oBaHus. — 2019. - N2 1 (31). - C. 181-188.

4. MopoosuHr, A. B. Undposas peknaMa B KpoCC-KaHaJIbHbIX KOMMYHUKaLUaX /
A. B. MopgosuH, H. C. lNonycmakosa // BectHuk BopoHeykckoro rocypap-
CTBEHHOIO YHUBEPCUTETA MHXXEHEPHbIX TexHonormn.— 2017.- T.79, N2 4. -
C. 297-305.

5. [llonoea, Jl. I. JInHreuctuyeckne cpeacTsa yoexaeHuUs B aHINOS3bIYHOM CO-
uuanbHoOu pekname (Ha MaTepuane bputaHckom Buaeopeknamsbl) / J1. . TMono-
Ba // l'yMaHUTapHble n topuamyeckme nccnegosanus. — 2015. - N2 4. - C. 177-
179.

6. Brown, M. “Let’s go round the circle”: How verbal facilitation can function as
a means of direct instruction / M. Brown // Journal of Experiential Education. -
2004. - Vol. 27,N2 2. - P. 161-175.

142


https://cyberleninka.ru/journal/n/vestnik-polesskogo-gosudarstvennogo-universiteta-seriya-obschestvennyh-i-gumanitarnyh-nauk
https://cyberleninka.ru/journal/n/vestnik-polesskogo-gosudarstvennogo-universiteta-seriya-obschestvennyh-i-gumanitarnyh-nauk
https://cyberleninka.ru/journal/n/ekonomika-sotsiologiya-pravo
https://cyberleninka.ru/journal/n/znak-problemnoe-pole-mediaobrazovaniya
https://cyberleninka.ru/journal/n/znak-problemnoe-pole-mediaobrazovaniya
https://cyberleninka.ru/journal/n/vestnik-voronezhskogo-gosudarstvennogo-universiteta-inzhenernyh-tehnologiy
https://cyberleninka.ru/journal/n/vestnik-voronezhskogo-gosudarstvennogo-universiteta-inzhenernyh-tehnologiy

7.

10.

11.

12.

Sygonyako, T. Verbal means of political manipulation / T. Sygonyako //
JIMHrBUCTMKA, NMHIBOANOAKTUKA, IMHIBOKYNbTYPONOrUS: aKTyasibHble BOMPO-
Cbl M MepCneKTUBbI pa3BUTUSA : MaTepuasnbl |V MexxayHap. Hay4.-NpakT. KOHo.,
MuHck, 19-20 mapta 2020 r. / peakon.: O. I. IpoxopeHko (oTB. pen.) [v op.]. —
MuHck : BI'Y, 2020. - C. 325-329.

lMonoea, E. 1. Tlpuembl 1 cpeactsa CBA3eM C 0OLLECTBEHHOCTbH: COOTHOLLE-
Hue BepbanbHOro 1 HeeepbanbHoro komrnoHeHTa / E. . MNMonoga, O. B. boraa-
peHko // 'yMaHuTapHble U topuanyeckme uccnegosaHusa. — 2015. — N1, -
C.116-121.

Lupyan, G. The evocative power of words: Activation of concepts by verbal
and nonverbal means / G. Lupyan, S. L. Thompson-Schill //Journal of
Experimental Psychology: General. - 2012. - Vol. 141, N2 1. - P. 170-186.
boiiko, M. A. ®yHKUMOHANbHbLIXA aHAaNU3 CPeaCTB CO34aHMSA 00pasza CTpaHbl :
Ha MaTepuane HeMeLKUX MONUTUYECKMX KPEeosIM30BaHHbIX TEKCTOB : aBTOped.
amc. ... KaHg. ¢wunoc. Hayk : 10.02.04 / bomko MapuHa AnekcaHApOBHa ;
BopoHex. roc. yH-T. — BopoHex, 2006. — 24 c.

Ceposeeea, [1. H. BepbanbHble 1 HeBepbanbHble MPUEMbI NMOAUTUYECKOW AMC-
kpeamTaumm / . H. Ceposeesa // BecTHnk MockoBCKOro rocyaapCTBeHHOMO
JIMHTBUCTUYECKOrO yHuBepcuTeTa. ['yMaHuTapHble Hayku. — 2020. — T. 836,
Ne7.-C.180-193.

Vilimek, V. A model of nonverbal communication means structuring: an
intercultural aspect (on the material of the Czech and Russian cultures) /
V. Vilimek, T. Yu. Makhortova, I. G. Sidorova // BectHuk Bonrorpaackoro
rocygapctBeHHoro yHusepcuteTa. Cepua 2: A3sbikosHanume. — 2019. - T. 18,
Ne 3. - C. 239-250.

lMocmynuna e pedakyuro 12.03.2025

143



