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ABSTRACT 

 The purpose of this study was to analyze the widely used types of figurative 

language in print accommodation advertising and to investigate whether three 

American travel magazines have their own particular use of figurative language in 

print accommodation advertising. Sampled advertisements were collected from three 

travel magazines in the American edition: Condé Nast Traveler, Luxury Travel 

Advisor, and Travel+ Leisure, which were published during January- December 2017. 

Content analysis approach was adopted to examine linguistic features, meaning and 

the use of figurative language in accommodation advertising. This study concentrated 

on twelve types of figurative language, which were alliteration, antithesis, assonance, 

ellipsis, hyperbole, metaphor, parallelism, personification, pun, repetition, rhetorical 

question and simile. The research results showed that the most frequently found 

genres in the overall headlines were alliteration, repetition and parallelism whereas in 

the overall body copy, alliteration, assonance and hyperbole were intensively applied. 

In addition, advertisements from American travel magazines differently used the 

specific kinds of figurative devices. With reference to the most found types, 

alliteration, metaphor, antithesis, assonance and parallelism were ranked in the top 

orders of Condé Nast Traveler whereas parallelism, alliteration, assonance and 

repetition were frequently used in Luxury Travel Advisor. For Travel + Leisure, 
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alliteration, repetition and ellipsis were mostly applied. For figurative language in 

body copy, alliteration, assonance and repetition were the top three ranks in Condé 

Nast Traveler. Alliteration, assonance and hyperbole were mostly seen in Luxury 

Travel Advisor whereas alliteration, repetition and personification were widely used 

in Travel + Leisure. 

Keywords: Figurative language, Print accommodation advertising, Travel magazine 
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CHAPTER 1 

INTRODUCTION 

 

1.1 Background of the study 

 In today’s world, advertising serves numerous purposes in competitive modern 

businesses since it can have an impact on people’s consuming behaviors and opinions. 

In a similar way, people in the society are more and more involved with advertising in 

everyday life. Advertising is a crucial medium between the businesses and consumers 

as it spreads ideas, information and characteristics of a product (Tanaka, 1994). The 

role of advertising can be seen in the form of informative and persuasive purposes. 

For the former, it helps introduce the product’s quality and information to the public 

so that the advertised goods will be recognized and exist in a consumers’ mind. For 

the latter, it convinces consumers to choose a certain product by presenting the 

benefits consumers will be offered (Lee & Johnson, 2015; Vestergaard & Schroder, 

1985). For this reason, various forms of advertising are adopted to promote businesses 

and organizations including the tourism and hospitality industry. One of the most 

important segments in the hospitality industry is the accommodation business, which 

has been continuously expanding lodging and services such as hotels, hostels, resorts, 

and guesthouses. 

 To communicate with potential consumers, print accommodation advertising 

from various sources, especially from magazines, is used to reach the target group of 

audience. The reasons why magazines are selected to be the channel for advertising 

include tangibility, high audience selectivity, good reproduction quality, long life span 

and good pass-along rate, prestige and credibility and ability to communicate 

(Morrison, 1996). The communication patterns consist of verbal and non-verbal 

forms. Regarding advertising, verbal communication refers to written message such as 

the headline, the copy body, and the slogan. In contrast, non-verbal communication 

can be expressed and perceived by the sensory system such as the use of different 

sizes, colors and vivid images. This study focused on the verbal pattern, which is the 

language used in the advertising since it can disseminate the core information to the 

reader. Also, the English language used in advertising has particular characteristics 
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when compared to the English language appearing in other contexts. To be more 

specific, figurative language is a prominent language technique for advertising. 

Figurative language is used extensively in order to create an impactful 

advertising message as it effectively persuades consumers to select advertised 

products or services. Advertisements that use figurative language can better arouse 

readers’ interest; in a similar way, readers reflect their feeling to those advertisements 

in an expressive way (McQuarrie & Mick, 1996). Figurative language, also called 

figures of speech or rhetorical figures, appears in many parts of advertisements. The 

headline is one of the most significant elements of an advertisement since the average 

number of people reading headlines is five times higher than the body copy. Also, it 

can attract readers’ attention and encourage them to read other parts of advertisements 

(Ogilvy & Horgan, 1964). Body copy is the element that is relevant to the headline. In 

other words, more details of the product or service are described in the part of body 

copy (Vestergaard & Schroder, 1985; May, 1995).  

The use of figurative language is frequently seen in the written parts of 

advertisements. One study found that from 154 print advertisements, 132 

advertisements or 86% used figurative language in the headlines and subheads 

(McQuarrie & Mick, 1992). Another showed that 1851 of 2468 advertisements or 

75% of print advertisements used at least one kind of figurative language in headlines 

(Leigh, 1994). As a language technique commonly applied in the advertising, 

figurative devices can result in greater recall and persuasion, which are on average 

two times higher than non-rhetorical devices (Tom & Eves, 1999). There has been 

research conducted on language use, techniques or even figurative language in 

advertisements with regard to advertisements for products, food, beverages and 

cosmetics (Chaysin, 2011; Dubovičienė & Skorupa, 2014; Hussein & Al-Furaiji, 

2015; Leigh, 1994; Supasamout, 2006). Each type of business, however, has its own 

style of language and distinctive characters. Figurative language, also, is employed 

differently in each type of print advertising, product and service industry (Leigh, 

1994). However, little attention has been paid to the advertising in the field of 

tourism, especially accommodation advertisements. Accordingly, the advertising in 

the accommodation industry should be taken into account since it can drive the 
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growth of the tourism business (Salehi & Farahbakhsh, 2014). In light of the 

economic expansion, clients’ increasing demand for accommodation services as well 

as the higher number of competitors, advertising is a powerful medium to deal with 

these changing factors in the accommodation market. (Cooper et al., 2008) 

The purpose of this study was to examine the use of figurative language in 

print accommodation advertising from three American travel magazines,  

Condé Nast Traveler, Luxury Travel Advisor, and Travel+ Leisure, in order to 

determine the frequently used types of figurative language and the specific use of 

figurative devices in each advertising element and brand of magazine. The research 

results from the content analysis process towards the commonly used types of 

figurative language, the interpretation of advertising’s meanings and the linguistic 

features were shown in the form of both statistics and descriptions.   

 

1.2 Research questions 

1.2.1 What types of figurative language are frequently applied in print 

accommodation advertising? 

1.2.2 Is there any specific use of figurative language in print accommodation 

advertising from three American travel magazines and how is it used?  

 

1.3 Research objectives 

1.3.1 To examine the types of figurative language frequently used in print 

accommodation advertising. 

1.3.2 To investigate whether there is any specific use of figurative language in 

print accommodation advertising from three American travel magazines and how it is 

used. 
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1.4 Significance of the study 

In the age of highly competitive marketing, advertisers strive to differentiate a 

product or service from its competitors, and to influence consumer’s perception of the 

brand. Figurative language, as affirmed by a number of research studies, is widely 

used in order to create powerful and emotionally appealing advertisements (Dyer, 

1995; McQuarrie & Mick, 1996). A number of previous studies have focused on 

figures of speech used in product and service advertisements (Chaysin, 2011; 

Dubovičienė & Skorupa, 2014; Hussein & Al-Furaiji, 2015). Also, attention has been 

paid to language techniques in the field of tourism advertising concentrating on some 

certain types of figurative language (Djafarova, 2008; 2017). As a result, it is logical 

to undertake a more inclusive examination of figurative language, with specific 

sources and more up-to-date language style. This study analyzed what genres of 

figurative language appear in the print accommodation advertising from three 

American travel magazines in 2017, including the different uses of figurative 

language among the three magazines.  

This study might provide advertisers with an idea of language techniques, 

especially the types of figurative language that they can apply in writing effective 

advertising headlines and body copy. For the business section in the field of 

accommodations such as hotels, resorts, villas or even the local lodging businesses, 

they may take advantage of the research results to see how advertisers promote 

international accommodations and make full use of advertisements to enhance the 

rental volume of their businesses. Those interested in advertising language can gain 

more insight into the use of figurative language and may obtain more interesting 

linguistic points through the content analysis of accommodation advertising headlines, 

body copy and the interpretation process. 

 

1.5 Scope of the study  

 The samples of the study were taken from three American travel magazines: 

(1) Condé Nast Traveler, (2) Luxury Travel Advisor, and (3) Travel+ Leisure 
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published between January and December 2017. The entire sample of this study was 

145 pieces of accommodation advertisements.  

 

1.6 Definition of terms 

1.6.1 Figurative language is language, which uses words to imply another 

meaning or a particular linguistic point. To understand its meaning, the recipient 

should go beyond the literal interpretation. It is commonly known as figure of speech 

or rhetorical figure, which makes speech more effective, persuasive and impactful. 

This study concentrated only on twelve kinds of figurative language: alliteration, 

antithesis, assonance, ellipsis, hyperbole, metaphor, parallelism, personification, pun, 

repetition, rhetorical question and simile. 

1.6.2 Accommodation advertising refers to advertisements found in three 

American travel magazines published in the year of 2017. These advertisements 

convey appealing messages to the audience with an attempt to promote the variety of 

accommodations for travelers such as hotels, resorts, villas, and rental residences. 

1.6.3 American travel magazines refer to three travel magazines produced by 

American mass media publishers: Condé Nast Traveler, Luxury Travel Advisor and 

Travel+ Leisure. 

1.6.4 General technique means seven characteristics of style of the English 

language used in advertising, which are simple and informal, misspelling and coinage, 

loanword, contraction, use of adjectives and compound words. 

 

1.7 Organization of the study 

This study is organized as follows:  

The first chapter presents the introduction, background of the study, research 

questions, research objectives, significance of the study, scope of the study, definition 

of terms and organization of the study. 
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 The second chapter reviews accommodations, types of advertisement, 

elements of print advertisements, language in advertisements, figurative language and 

relevant studies.  

The third chapter explains the research methodology, which consists of the 

data collection and analysis.  

 The fourth chapter shows the research results by both descriptive reporting 

and statistics. Five areas to be presented are as follows: (1) Figurative language in 

overall print accommodation advertisements, (2) Figurative language in headlines of 

print accommodation advertisements, (3) Figurative language in body copy of print 

accommodation advertisements, (4) Three American travel magazines and the specific 

uses of figurative language in headlines, and (5) Three American travel magazines 

and the specific use of figurative language in body copy. 

The fifth chapter includes the summary of the study, the summary of the 

findings, discussion, the conclusions limitations, implications and recommendations 

for further studies. 
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CHAPTER 2 

REVIEW OF LITERATURE 

 

 This chapter reviews the related literature in six main areas:  

(1) Accommodation, (2) Types of advertisements, (3) Elements of print 

advertisements, (4) Language in advertisements, (5) Figurative language and  

(6) Relevant studies. 

 

2.1 Accommodation 

Accommodation is one segment within the tourism and hospitality industry 

providing services and facilities to visitors in the form of a place to stay or visit 

(Skripak et al., 2016). In the view of travelers, accommodation is a vital part of a trip 

to be prepared and planned for the traveling (Page, 2009). Aside from being a lodging 

place, it is regarded as a travel destination travelers need to experience and get 

qualified service (Cooper, 2008). The number of rental places has been expanding and 

boosting the overall growth rate of the tourism and hospitality businesses. With 

reference to The World Tourism organization (UNWTO), the number of hotel rooms 

increased from fourteen million rooms to seventeen million rooms in the period of 

1997 to 2005 and will grow at a faster rate in the year 2020 (Page, 2009). In a similar 

way, tourism is an expanding business in the world’s market calculated at 10 percent 

of global GDP (Skripak et al., 2016). To demonstrate the functions of the 

accommodation in the business, the section below describes its role in the hospitality 

industry. 

2.1.1 Accommodation and its roles in the hospitality industry 

The hospitality industry is typically composed of six segments as Skripak et 

al., (2016) mentioned: “accommodations and lodging, recreations and entertainment, 

travel services, food and beverage services, conventions and event management and 

clubs” (p.335). Regarding accommodation, some important examples are “hotels, 

motel, resorts, AirBnB or Home Away”. 
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Accommodation refers to buildings providing an overnight stay, facility, or 

any type of entertainment for a guest or visitor (Middleton, 2009). It is also regarded 

as the lodging business, which has been expanding in the competitive market of the 

hospitality industry. This expansion reinforces the more sophisticated roles of 

accommodations. To be more specific, the roles of accommodation can be seen as a 

facility, an attraction and an economic booster. Being a facility is the way 

accommodations provide a place or service for business purposes such as an 

appointment and a conference as well as leisure purposes such as recreational 

activities. Also, facilities including other kinds of services such as restaurants and bars 

are considered a center for social and cultural activities. In terms of being attractions, 

this deals with an accommodation’s ability to increase the length of stay at hotels. 

Being an economic booster includes the income earned from local and international 

travelers. In addition, accommodations have increased the range of hospitality career 

opportunities, which stimulates economic improvement (Medlik & Ingram, 2000). 

Apart from the roles of accommodations in the hospitality business, the 

classification of accommodations varies depending on the framework. The following 

issue shows six approaches to classifying accommodations. 

2.1.2 Classification of accommodations 

Accommodations can be classified in a variety of ways through different 

approaches, which include location, price, purpose of visit, size, class, and ownership 

and management. For location, types of accommodations can be divided into “city 

center hotels, resort hotels, airport hotels, freeway hotels and motels, casino hotels, 

full-service hotels, economy or budget hotels, and all suite or extended stay hotels.” 

For price, accommodations consist of “budget, economy, mid-price, upscale, luxury 

and all suites” (Walker, 1996). For the purpose of visit, there are “business hotels, 

holiday hotels, convention hotels, and tourist hotels.” For the term of size, the number 

of rooms is considered to identify the size of hotels, which are small, medium, and 

large hotels. For classes, hotels can be categorized starting from one to five stars. For 

the term of ownership and management, there are independent hotels and chain hotels 

(Medlik & Ingram, 2000).  
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2.2 Types of Advertisements  

 Advertisement can be classified by several aspects such as geographical area, 

form and medium of advertisement, profit making, technique, frequency of 

advertising release and length of the copy (Cook, 2001; Hermerén, 1999). One of the 

most standard ways of advertising classification is based on form and medium of 

advertisement, inclusive of print advertising, broadcast advertising, outdoor 

advertising and digital advertising (Cook, 2001; Hermerén, 1999; Morrison, 1996; 

Patsula Media, 2009; Suggett, 2017). 

 2.2.1 Print advertisements  

  Print advertisements contain both written and visual parts that can provide a 

reader with intricate details and attractive images. These are publicized in 

newspapers, magazines, brochures, fliers, pamphlets and leaflets. Magazines are 

generally launched weekly, monthly or bimonthly and read by particular groups of 

readers. The print advertising in magazines has many strong points as it is capable of 

attracting a specific audience, gains high attention and readership, has better print 

quality and can be kept permanently (Cook, 2001; Hermerén, 1999; Morrison, 1996; 

Patsula Media, 2009).  

2.2.2 Broadcast advertisements 

 Broadcast advertisements are brought to audiences in the field of 

entertainment with a combination form of sound, visuals, color and motion. The main 

media of broadcast advertising are television and radio. Advertising in television 

incurs the highest cost of production (Cook, 2001; Hermerén, 1999; Morrison, 1996; 

Patsula Media, 2009). 

2.2.3 Outdoor advertisements                                                         

Outdoor advertisements refer to advertising that is large in size and visible 

when people are out of their living places. The examples of this kind of advertising 

are billboards and posters in important areas or places where advertising can be easily 

spotted such as buses, walls, subways and railways (Cook, 2001; Hermerén, 1999). 
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 2.2.4 Digital advertisements 

 Digital advertisements are advertising which is available on the Internet and 

many kinds of electronic devices such as a computer, a laptop, and a mobile phone. 

With the advanced technology, interaction between advertisers and audience is 

possible (Suggett, 2017). 

 This study focused on the print advertising found in American travel 

magazines. The magazines in this study have their own special forms as they are 

published in both print media and online websites. In order to discuss the structure of 

the print advertising, elements of print advertisements are described below. 

 

2.3 Elements of Print Advertisements 

The structure of print advertisement is composed of a headline, body copy, a 

slogan, an illustration, a logo and a brand name. These elements are designed to 

attract reader’s attention, and provide products’ or services’ information. Advertisers 

usually take into account that it might not be necessary to put all elements into one 

advertisement (Vestergaard & Schroder, 1985; May, 1995). Two advertising elements 

that this study concentrated on were the headline and the body copy since they are 

important elements containing the key messages about the advertised 

accommodations.   

2.3.1 Headlines in advertising 

     A headline is the message generating the central idea or concept of an 

advertised product or service and comes in the larger size compared with other text 

sections. It is regarded as the most vital advertising element and the most efficient 

attention-getter. The advertising headline from Antalya, the famous city in Turkey, for 

example, is “Antalya. This place is pure sun and sand territory”. This advertising 

headline forms the parallel concept between Antalya, the tourism destination, and its 

quality. The reader, then, can imagine that Antalya is a pleasurable land full of sand 

and sun (Djafarova, 2017). Belch and Belch (2004) claim that the headline is in the 
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first rank of consumers’ interest. Generally, the headline can first grab readers’ 

attention, arouse interest in products and encourage reading of the rest of 

advertisements. Effective headlines should have a suitable length of five to fifteen 

words, contain simple but emotionally appealing words and avoid negative meanings 

(Belch & Belch, 2004; Ladd, 2010; Ogilvy & Horgan, 1964). Apart from being the 

main title of the advertisement, there are two more functions of the headline. The first 

function of the headline is a semantic function. It is to inform the reader of some 

details relevant to the text that follows and to associate with the main subject. The 

second function is to connect with the reader through rhetorical devices and linguistic 

features (Iarovici & Amel, 1989). 

2.3.2 Body copy in advertising 

Body copy comes after the headline part and states a simple straightforward 

message relating to the headline. It provides the information of products that 

consumers may find satisfying or respond to their needs (Vestergaard & Schroder, 

1985; May, 1995). Terms to avoid when creating body copy are too long-lengthy 

copy and irrelevant concepts. Effective body copy should get to the point of what the 

advertised product or service offers, give full and inclusive details and emphasize the 

advantageous aspects of the product. In addition, it should be concise, use appealing 

language with a moderate length to keep the reader’s interest and use a conversational 

tone of writing (Bovée & Arens, 1992). 

 

2.4 Language in Advertisements 

 To compare with English in general, language style in advertising is produced  

in a certain way. In other words, widely creative usage of English in the advertisement 

leads to the particular features called advertising English. This advertising English 

can be divided into three major features: English morphology in advertising, English 

syntax in advertising and Figurative language or Rhetorical devices in advertising 

(May, 1995; Mirabela & Ariana, 2010). 
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 2.4.1 English morphology in advertising 

 Advertising English is concise, lively, emotional and appealing. It can be seen 

in seven features as follows. (1) Simple and informal is using normal and spoken 

language to help the reader easily comprehend and remember the text. For example, 

“I’m impressed!” “I’m really impressed!”. (2) Misspelling and coinage is making a 

thing more interesting by misspelling a word or adding some prefixes or suffixes to 

the word. An example is “We know eggsactly How to sell eggs” (“Eggsactly” comes 

from “exactly”). (3) Loanword is applying loanwords such as French and Spanish. For 

instance, “Order it in bottles or in cans. Perrier…with added je ne sais quoi” (“Je ne 

sais quoi” means “I don’t know what”). (4) Contraction is using a contraction to make 

a message shorter in order to save the cost of advertising such as “st” (street), “sq” 

(square) and “ft” (foot). (5) Use of verbs is carefully and wisely choosing verbs to 

advertise products. Advertisers avoid using the word, “buy” as it causes a feeling of 

losing money. Instead, some words can be used for promoting products such as “try, 

ask, get, take, let, send for, use, call, make, hurry, see, give, and come.” (6) Use of 

adjectives is visualizing the quality of products through the use of adjectives such as 

“Light. Crisp. Refreshing”. (7) Compound words are widely used in advertising in a 

variety ways of word formations such as “short-term goal (adjective + noun), shining-

clean (v-ing + adj) and hard-working (adv + v-ing)” (May, 1995; Mirabela & Ariana, 

2010). 

       2.4.2 English syntax in advertising                                                           

   English syntax in advertising can be classified into four types of sentences as 

follows (May, 1995; Mirabela & Ariana, 2010). 

   2.4.2.1 Simple sentences 

 Simple sentences can hold the reader’s attention to the text whilst compound 

or complex sentences can make the reader lose interest. For instance, “Maybe she’s 

born with it. Maybe it’s Maybelline” (May, 1995; Mirabela & Ariana, 2010). 

2.4.2.2 Interrogative sentences and imperative sentences              

           Interrogative sentence can effectively trigger the reader’s reaction. An example 
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is “Do you remember how you used to enjoy it when you were young?” Imperative 

sentences generate a sense of demanding. This sentence pattern is used to encourage 

the reader to choose the product. An example of imperative sentence is “Run with us! 

or Just do it!” (May, 1995; Mirabela & Ariana, 2010). 

 2.4.2.3 Disjunctive clauses 

 Disjunctive clauses make a complex sentence shorter and simpler through the 

use of full stops, dashes, semi-colons and hyphens. For the advantages, it helps 

highlight the positive aspects of a product, increases the free space and reduces the 

cost of advertisement. An example is “Amtrak has created a new nationwide 

passenger rail system. Literally from the ground up. A system that represents a viable 

alternative for people who fly. For business or pleasure.” (May, 1995; Mirabela & 

Ariana, 2010). 

 2.4.2.4 Minor Clauses  

A minor clause is the incomplete clause that is capable of delivering its key 

meaning (Nordquist, 2017). It emphasizes the crucial points of an advertisement and 

productively publicizes the data within a moderate length of text such as “Goodyear. 

We discover, you explore.” (May, 1995; Mirabela & Ariana, 2010). 

2.4.3 Figurative language or rhetorical devices in advertising 

 Figurative language or rhetorical devices are regarded as one of the common 

features of advertising language. Figurative language is used to create an impactful 

message and disseminate the important information of a product or service in a 

creative and persuasive way (May, 1995; Mirabela & Ariana, 2010).  More details of 

figurative language are discussed in the following section. 

 

2.5 Figurative language in advertisements       

 Figurative language is considered an effective technique to create advertising 

(May, 1995). Three main issues to be considered when studying figurative language 

in advertisement include the definitions, functions, and classification. 
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2.5.1 Definitions of figurative language 

 Figurative language is known as rhetorical figures and figures of speech. 

McQuarrie and Mick (1996) propose that figure of speech is a way of expressing non-

literal meaning but in a more imaginative way. Dyer (1995) says that figurative 

language is an artful deviation of expression creating an image in the mind of readers. 

Rivkin and Ryan (2004), in addition, define figurative language as a “the generic term 

for any artful deviations from the ordinary mode of speaking or writing”. All in all, it 

can be said that figurative language is a non-literal, creative and vivid message 

presented to readers. It evokes readers’ imagination and visualization towards the 

things described. Apart from the definitions, functions of figurative language are 

explained in the next section. 

 2.5.2 Functions of figurative language 

 The use of figurative language can be advantageous for written messages, 

especially in advertisements. Its key functions are proposed in a number of studies as 

follows. McQuarrie and Mick (1996) view figurative language as the way that most 

influences the recipients and is most suitable for any particular situation. It allows 

writers to produce more interesting and engaging speech or writing while only literal 

language cannot completely express things (McQuarrie & Mick, 1996; Stern, 1988). 

Rhetorical devices or figures of speech are considered to be one main feature of 

English advertisement, for they make a thought more effective and striking. A 

creative and fresh rhetorical device can appeal to the imagination and the need for 

purchasing product (May, 1995). Figurative language is used in advertisements for 

four main purposes as follows: to reinforce the persuasive quality of advertising, to 

draw the reader’s attention with captivating rhetoric devices, to facilitate the reading 

process and to increase the memorization and recall (Corbett, 1990; Leigh, 1994; 

McQuairrre & Mick, 1992; Tom & Eves, 1999). In the next part, the classification of 

figurative language applied in this study is reviewed. 

       2.5.3 Classification of figurative language     

  Types of figurative language appearing in print advertisements are categorized 

in a variety of ways. The similar idea shared by previous studies is that figurative 
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language can be classified into two groups, namely, a scheme and a trope (Corbett, 

1990; Leech, 1969; Leigh, 1994; McQuarrie & Mick, 1996). The scheme is the use of 

a word differing from the standard grammatical structure such as word order, letter, 

syntax and sound. The trope is the use of a word transferring its usual meaning to 

another certain meaning. In other words, the scheme is the deviation of word 

arrangement. The trope is the deviation of word meaning. Figurative language in 

advertising has been discussed differently by researchers. The studies by Corbett 

(1990) and Leech (1969) refer to 44 types of figurative language, which consist of 30 

schemes and 14 tropes. The study by Leigh (1994) numbered the genres of figurative 

language at 41 types: 20 schemes and 21 tropes whereas McQuarrie and Mick (1992) 

divided them into19 types: 10 schemes and 9 tropes. 

 From all the research, some types of figurative language are proposed in all 

four studies (Corbett, 1990; Leech, 1969; Leigh, 1994; McQuarrie & Mick, 1996) 

whilst some are similar and can be grouped into a certain type. This study refers to the 

twelve common types of figurative language indicated by the previous research as 

follows: alliteration, antithesis, assonance, ellipsis, hyperbole, metaphor, parallelism, 

personification, pun, repetition, rhetorical question and simile. The following is a 

table showing the twelve genres of figurative language. 

 Table 1. Twelve Types of Figurative Language 

Types of 

Figurative 

Language 

 

Description 

 

Example 

Alliteration A phrase or sentence 

consisting of the similar 

first sound of consonant or 

syllable. 

 

“Our suites made sweeter this 

summer.” (Taj Dubai) 

Reason: This is the repetition of the 

beginning consonant letter “s” or /s/ 

sound. 

Antithesis 

 

Opposite ideas, words and 

concepts in one sentence.  

“We arrived loving room service and 

left loving homemade.” (Airbnb) 

                                 (Continue)  
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Table 1. Twelve Types of Figurative Language (Continued) 

Types of 

Figurative 

Language 

 

Description 

 

Example 

 The contrasting ideas are 

presented in a balanced way. 

Reason: This is a contrast action 

between “arrived” and “left”. 

Assonance 

 

Repetition of vowel sounds.  “Elevate your plate” (Westin 

Hotels & Resort) 

Reason: This is the repetition of the 

similar vowel sound “ate” or / eɪ /. 

Ellipsis 

 

The omission of a message, 

which can be implied by the 

context. 

“Love at first lap… 

Always included.” (Hyatt Zilar and 

Hyatt Ziva) 

Reason: Unnecessary words are 

omitted in this sentence as it is not 

the central idea of advertising.  

Hyperbole 

 

Exaggerated statement in 

which the meaning goes 

beyond reality. Sometimes it 

is meant to emphasize or 

make fun of things. 

“Champagne check-in, endless 

sunshine and a private beach.”  

(Eau Palm Beach Resort & Spa) 

 Reason: Sunshine can be seen 

during the daytime but not the 

nighttime. 

Metaphor 

 

The use of words to describe 

something by equating it with 

something else. It is a 

comparison between two 

different things that have 

some similar characteristics 

in common without using 

comparison words such as 

“like” and “as”. 

“This is not a resort, this is an 

experience.” (El Dorado Spa 

Resorts by Karisma) 

Reason: This is the comparison 

between “a resort” and “an 

experience”. This means staying at 

the El Dorado Spa Resorts is the 

life experience for the clients. 
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Table 1. Twelve Types of Figurative Language (Continued) 

Types of 

Figurative 

Language 

 

Description 

 

Example 

Parallelism 

 

A phrase or sentence 

containing parallel concepts 

or ideas. To create a 

persuasive text, the repetition 

technique of sounds, 

meanings and words can be 

applied in parallelism. 

“Take everything that draws your 

focus- every email, every meeting, 

every schedule, and move it all 

behind you.” (Preferred Hotels & 

Resorts) 

Reason:  All phrases share the 

similar construction starting with 

“every” which controls the flow of 

ideas about all tasks people have to 

do in their working life - “email”, 

“meeting” and “schedule”. 

Personification 

 

Making objects, ideas or 

animals act like a human 

being or human quality. 

 

 “Perfection has a new address in 

Los Cabos.” (Le Blanc Spa Resort) 

Reason: “Perfection” is an abstract 

term but can take an action as 

human in this sentence. 

Pun A kind of “word play”, which 

uses a sense of humor for 

rhetorical effect. 

“Tajness 

You can feel it with your eyes 

closed.” (Taj) 

Reason: “Tajness” is a plying on 

word having two meanings. It can 

be interpreted as Taj, the name of 

hotel; in the similar point, it can 

mean an act of touching.  

Repetition 

 
Repeating a word, phrase,  

or full sentence in an attempt 

to highlight the point. 

“10:41AM The moment you were 

convinced to see Canada from coast 

to coast to coast.” (Fairmont) 
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Table 1. Twelve Types of Figurative Language (Continued) 

Types of 

Figurative 

Language 

 

Description 

 

Example 

  Reason: The word “coast” is 

repeated. 

Rhetorical 

question 

 

A question that requires no 

answer, but is used to make a 

point and persuade readers. 

“Why does The Abaco Club offer 

the best experience in The 

Bahamas-or on any island for that 

matter?” (The Abaco Club) 

Reason: This is a question the 

advertiser does not expect an 

answer. 

Simile 

 

Using a word “like” or “as” 

to compare two things. 
“It only feels like a million miles 

away.” (Steamboat Resort) 

Reason: Comparing two things by 

using “like”. It means clients will 

stay in an unusual place which is 

far away from their normal lives. 

 

 In this study, the language techniques of advertisements can be divided into 

two main aspects, which are general technique and figurative language. The general 

technique is seven features of advertising including simple and informal, misspelling 

and coinage, loanword, contraction, use of verbs, use of adjectives and compound 

words. Figurative language can be classified into twelve types, which are alliteration, 

antithesis, assonance, ellipsis, hyperbole, metaphor, parallelism, personification, pun, 

repetition, rhetorical question and simile. 

 

2.6 Relevant Studies         

 A number of studies have been conducted on figurative language in both 
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general and specific types of advertisements. For general areas, the research samples 

were collected from mixed types of advertising. Specific areas of advertisements can 

be divided into two sub-areas, which are product advertising and tourism advertising. 

For the first group, the research of figurative language in mixed types of 

advertising focuses on slogans from different sources. The studies of Dubovičienė and 

Skorupa (2014) and Hussein et al. & Al-Furaiji (2015) contained interesting research 

results as follows. 

Dubovičienė and Skorupa (2014) investigated the language used in advertising 

slogans. They focused on meanings and characteristics of advertising slogans, some 

stylistic features that can be divided into rhetorical devices, figurative language and 

sound techniques, and frequent use of the stylistic features was analyzed as well.   

A body of 100 English advertising slogans from both online and offline sources were 

randomly selected to study. The findings of the study revealed that ‘figurative 

language’ was considered as the technique that most appeared in advertising slogans, 

accounting for 40% of all sampled slogans. Moreover, 32% of slogans used sound 

techniques whereas rhetorical devices were responsible for 28% of the sample 

slogans. Pun, repetition and alliteration were used most in advertising slogans while 

paradox, rhythm, and personification were rarely found. As this study examined 

overall products and services, conducting research on some specific types of 

advertisement may yield a different result. 

The study from Hussein et al. (2015) analyzed the main rhetorical devices that 

appeared in advertising slogans during 1990-2010. The data was collected from  

50 advertising slogans on the Internet. Results of the study revealed that figurative 

language was used for arousing readers’ attention and making advertising messages 

more effective. Rhetorical features were divided into two main types: schemes and 

tropes. In other words, schemes refer to changing the standard word order or pattern, 

which are parallelism, parison, alliteration, anaphora, epiphora, antimetabole, 

assonance, antithesis, rhyme, chime and consonance. Tropes are the use of words to 

illustrate a special meaning and a mental image, which are personification, simile, 

metaphor, hyperbole, metonymy, puns and ellipsis. Researchers have shown that the 
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majority of sample slogans used one or more rhetorical devices. Although both genres 

of rhetorical devices were commonly used in advertising slogans, tropes were more 

dominant than schemes during 1990-2010. The top three rhetorical devices found 

most in the last twenty years were ellipsis, metonymy and pun. In contrast, the least 

used rhetorical devices were metaphor, personification, simile and hyperbole, 

respectively. 

The second group is studies of figurative language in specific types of 

advertising, which include a study on the food advertising by Chaysin (2011) and a 

study on the tourism advertising by Djafarova (2008; 2017). 

Chaysin (2011) studied figures of speech used in the print advertising of food 

in four areas: (1) overall type, (2) frequency of usage, (3) relationship between the 

kinds of products and the figures of speech and (4) relationship between each element 

of advertisement and its use of figures of speech. The researcher collected the samples 

of the study from 116 food advertisements appearing in Food Network magazine 

published in 2010.  The findings revealed that there was at least one figure of speech 

in each advertisement. Alliteration and repetition shared the most frequently used 

figurative language. Rhetorical question, hyperbole and rhyme were the main figures 

of speech frequently appearing in advertisements as well. Moreover, genres of food 

products related to the use of specific figures of speech. While the headline and the 

copy were related and the copy and the slogan were related, the headline and the 

slogan were not due to a long distance in the layout. 

Djafarova (2008) examined figures of speech in the tourism advertisement. 

This research undertook a detailed analysis of how figurative language – metaphor, 

pun, and alliteration – created perceptual images of tourism in print advertising. The 

samples were 600 tourism advertising headlines and slogans collected from tour 

operators, brochures, newspapers and magazines. Also, this research analyzed 

common patterns of figurative language in 1970 - 1980 and 2000 - 2008, the 

relationship between types of products and kinds of figurative language, and the 

interpretation of advertising language as well. The findings revealed that each figure 

of speech can help the audience understand the tourism service. After the year 2005, 
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the language use of tourism advertisements became more complex and the role of 

content interpretation was transferred to readers. Moreover, metaphor, pun and 

alliteration were applied for different purposes. The use of metaphors successfully 

created an image of a new destination. The complicated meaning of puns might lead 

to ambiguity and misunderstanding towards advertisements. Alliteration was easy to 

understand without the interpretation of complex messages.  

 Djafarova (2017) investigated how figurative language, namely metaphor and 

pun, represented the image of tourism services. The research pointed out that 

metaphor was capable of generating an engaging visual to the reader. The metaphor 

was usually applied to decrease the level of destination unfamiliarity among readers. 

It connected some familiar aspects with the destination so that the reader could make 

and their association and perceive the characteristics of the destination. Puns were 

regarded as a humorous expression that can grab the attention of the reader. Also, they 

increased the recall of a text, as the reader was involved with the interpretation 

process. The ability to interpret the meaning of a metaphor and a pun depended on an 

individual’s background knowledge and opinions. For this reason, the term of 

ambiguity was proposed and should be considered when using these two types of 

figurative language. 
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CHAPTER 3 

RESEARCH METHODOLOGY 

 

 This chapter reviews literature in three main areas: (1) Methodology,  

(2) Samples and data collection and (3) Data analysis procedures 

 

3.1 Methodology 

This study adopted a qualitative approach using content analysis. With the 

frame of qualitative research, meanings and characteristics of documents were 

interpreted through the researcher’s contexts, understandings and background 

knowledge in a systematic manner (Cresswell, 2009). For this research study, 

qualitative research allowed the researcher to examine the language techniques and 

classify figurative language appearing in accommodation advertisements under an 

analytical framework. 

Content analysis is a research tool that encourages interpretation of the data 

collected. Its positive aspects can be seen in the form of consistent and organized 

material and carefully analyzed details. Krippendoreff affirmed this in writing that 

“content analysis is the use of replicable and valid method for making specific 

inferences from text to other stages or properties of its sources” (Krippendoreff, 1969, 

p. 103). The content analysis process starts from the researcher’s selection of texts. 

The researcher then analyzes the particular texts in order to comprehend and draw 

conclusions about the content (Gritti, 1967). 

A significant number of research studies have applied content analysis in 

studying language in advertisements. Leigh (1994) used a content analysis approach 

to identify figures of speech, word use as well as connections between figures of 

speech and word use. Philips and McQuarrie (2002) employed content analysis to 

investigate the relationship between the products and figurative language appearing in 

headlines. Small et al. (2008) used content analysis to examine in-flight magazines in 

order to reflect the characteristics of the content.  
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In this study, the content analysis approach was applied to analyze the 

figurative language in advertisements, which are different from literal meaning as 

well as the information presented in advertisements. This study aimed to investigate 

the use of figurative language in advertising headlines and body copy of print 

accommodation advertising from three American travel magazines.  

 

3.2 Samples and Data Collection 

Samples of the study were accommodation advertisements collected from 

three elite American travel magazines, Condé Nast Traveler, Luxury Travel Advisor 

and Travel+ Leisure, issued from January 2017 – December 2017. These three 

magazines were selected to study because of their high quality, rich details and appeal 

to general readers. Also, they were accessible sources of travel information as they 

were available in both print and digital versions. Three magazines are published in 

differently various countries; however, they all have only one similar edition, which is 

the United Stated edition. For this reason, this research conducted the study on the 

American editions of Condé Nast Traveler, Luxury Travel Advisor and Travel+ 

Leisure. 

Condé Nast Traveler is a lifestyle travel magazine produced by Condé Nast 

Inc. and published in international editions including China, India Italy, Middle East, 

Spain, United Kingdom, and the United States. It is one of the most popular 

magazines with the high number of readers around the world. In the period of  

January - June 2017, the statistics can be seen as follows: 78,091 circulation, 335,000 

readership, 1,065,598 unique monthly users and 4,156,943 monthly page views 

(Condé Nast international, 2017).  

Luxury Travel Advisor is a luxury travel magazine produced by a media firm 

in Massachusetts, the United States. It publicizes all-inclusive tourism information 

with a focus on luxury travel, namely, cruises, destinations, hotels, airlines and tours. 

This magazine can be a fascinating source for those interested in traveling as well as 

travel agents. The fine quality of the magazine is evidenced by its winning the Folio 

Award in the year 2005 (Luxury Travel Advisor, 2017).  
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Travel+ Leisure is another high-end travel magazine published by Time Inc., 

the American mass media corporation. Its international editions are comprised of 

China, India and South Asia, Mexico, Southeast Asia and the United States. This 

magazine contains both lifestyle content and travel destinations for worldwide 

travelers. The data from the media kit on its official website shows that the total 

average circulation from January to June 2017 is 969,266 (Time Inc. Affluent Media 

Group, 2017).  

 The magazines published during January 2017– December 2017 were chosen 

for investigation since they contained the most recent advertising language that can 

reflect fresh and up-to-date characteristics compared to older advertisements 

published many years ago. Apart from more than ten kinds of advertisements, this 

study focused only on accommodation advertising. There were two reasons for 

choosing accommodation advertising as the target sample. The first reason was that 

this study concentrated on the language in the tourism advertising; other products or 

service advertising were excluded. On the top of that, for the second reason, 

accommodation advertisements could be found easily within the three magazines in 

the year 2017.  

 Additionally, the target samples had to contain at least one element of 

advertising, a headline or a body copy and use at least one feature of figurative 

language. The headline and the body copy were selected to study because they are the 

important parts giving the idea and information of the advertised accommodations. 

While the headline delivers the key idea of the accommodations, the copy describes 

the whole details relating to the headline. Also, these two written advertising elements 

are frequently updated and changed in each issue of the magazine when compared to 

other elements such as the slogan, the brand name and the logo. 

 

3.3 Data Analysis Procedures 

 The collected data were analyzed, following the three steps. The details are as 

follows: 
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 Step one: The researcher analyzed the usage of figurative language in the 

advertising through the theoretical framework of twelve genres of figurative language. 

There were two stages in this process of analysis. The researcher started by studying 

the number of headlines and their use of figurative language. Then, copies were 

studied to record the total number and types of figurative language used in the sample 

advertisements. 

 Step two: The researcher counted the number of instances of figurative 

language in the samples and find out whether there were most dominant features or 

rarely used types of figurative language. 

 Step three: The advertisements were grouped based on sources of travel 

magazines. Then, the researcher examined how figurative language was adapted in 

each group of travel magazines. After that, the researcher found out whether there was 

a specific use of figurative language in the accommodation advertising from the 

different travel magazines. 
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CHAPTER 4 

RESULTS 

  

 This chapter explains the findings on figurative language found in 

advertisements in three American travel magazines in five areas as follows:  

(1) Figurative language in overall print accommodation advertisements,  

(2) Figurative language in headlines of print accommodation advertisements,  

(3) Figurative language in body copy of print accommodation advertisements,  

(4) Three American travel magazines and their specific use of figurative language in 

headlines, and (5) Three American travel magazines and their specific use of 

figurative language in  body copy. 

 

4.1 Figurative language in overall print accommodation advertisements 

 Although some advertisements appeared in the magazines several times, only 

one piece of those repeated advertisements was counted as one sample based on the 

prior time of publishing. As a result, the issue of magazine could not be used to 

analyze sample advertising and its use of figurative language. Contrastingly, the 

elements of advertising and different sources of magazines were capable of pointing 

out the roles of figurative language in the print accommodation advertising. 

 Each advertisement was composed of a different number of advertising 

elements. With reference to 142 advertisements, the three main categories can be 

grouped based on their advertising elements. The first collection was  

123 advertisements containing both headlines and body copy. The second collection 

was 18 advertisements with headlines; the third collection was one advertisement with 

body copy. 

 Both figurative language and non-figurative language were applied in each 

part of advertising. In other words, at least one type of figurative language appeared in 

each advertising element while the general technique in English advertising language 

was used in some advertisements. The use of figurative language in headlines and 

body copy can be seen as follows. From overall 263 advertising elements, figurative 
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language was used 326 times and general technique was used 51 times.  

In 141 headlines, figurative language was used 153 times and general technique was 

used 29 times. In 122 pieces of body copy, figurative language was used 173 times 

and general technique was used 22 times. The findings suggested that twelve types of 

figurative language were found in print accommodation advertisements: alliteration, 

antithesis, assonance, ellipsis, hyperbole, metaphor, parallelism, personification, pun, 

repetition, rhetorical question and simile.  

 

4.2 Figurative language in headlines of print accommodation advertisements  

 The headline plays the most significant role in presentation to advertised 

accommodations as it states the key concept of advertising in a few words, concise 

phrase or brief sentence. In addition, it is the first written part seen by readers and can 

effectively hold the reader’s attention, leading them to read the remaining parts. The 

headline, in this study, appeared in almost print accommodation advertisements; only 

one advertisement had no headline. Figure 1 illustrates the frequency of the twelve 

types of figurative language in print accommodation advertising headlines. 

Figure1. Figurative Language in Headlines 
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 In regard to the 141 headlines, the number of figurative language found in all 

headlines was 153 times; general technique was 29 times. Some headlines contained 

more than one type of figurative language. From figure 1, it can be seen that 

alliteration with 19 percent (29/153) was most used in this advertising element, 

followed by repetition at 14 percent (22/153). Also, parallelism was found at 14 

percent (21/153). The next rank was metaphor with 13 percent (20/153), followed by 

assonance with 12 percent (18/153), ellipsis at 7 percent (11/153) and antithesis at 6 

percent (10/153). The following rank was pun with 6 percent (9/153). The rarely used 

types of figurative language in headlines were personification, hyperbole, simile and 

rhetorical question at 3 percent (5/153), 3 percent (4/153), 2 percent (3/153) and  

1 percent (1/153), respectively. 

 To sum up, repetitive devices were most frequently used in the 

accommodation advertising headlines. Being the first ranked, alliteration is capable of 

drawing attention, creating rhythm and developing mood. Repetition in the second 

rank refers to repeating a word, phase or sentence. This rhetorical device is applied in 

advertising to emphasize the ideas and help readers remember the message. 

Parallelism deals with word order and parallel structure in an attempt to equate two or 

more than two ideas. This device can be beneficial to create a clearer picture and 

balance the importance between things. 

 

4.3 Figurative language in body copy of print accommodation advertisements 

 The body copy in print accommodation advertising relates to the message in 

the headline but provides readers with deeper details of advertised accommodations. 

Body copy mostly found in this study had long length and described more 

sophisticated information using emotional and logical appeal.  

 From 122 pieces of body copy, 173 instances of figurative language were 

found; general technique was found 22 times. Some body copy consisted of more than 

one type of figurative language; for this reason, the number of appearances of 

figurative language was higher than the body copy. Figure 2 presents the frequency of 

the twelve types of figurative language found in the body copy.   
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Figure2. Figurative Language in Body Copy 
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hyperbole, overstating details of accommodation are presented to arouse the reader’s 

feeling and to convince the reader that the advertised accommodation has the best 

quality. 

 

4.4 Three American travel magazines and the specific use of figurative language 

in headlines 

  In this study, 141 pieces of advertising headlines were derived from three 

American travel magazines, Condé Nast Traveler, Luxury Travel Advisor and 

Travel+ Leisure. To be specific, in Condé Nast Traveler, there were 35 headlines, 35 

items of figurative language and 9 items of general technique. In Luxury Travel 

Advisor, there were 49 headlines, 51 items of figurative language and 12 items of 

general technique. In Travel+ Leisure, there were 57 headlines, 67 items of figurative 

language and 8 items of general technique. The use of figurative language in 

headlines of each magazine is shown in Table 2. 

 Table 2 presents the findings on figurative language used in headlines from 

three American travel magazines: Condé Nast Traveler, Luxury Travel Advisor and 

Travel + Leisure. The headlines in each magazine included different types of 

figurative language. Types of figurative language were found as follows: 10 types in  

Condé Nast Traveler, 9 types in Luxury Travel Advisor and 11 types in  

Travel + Leisure. 

  Starting with the top ranks of all magazines from the table, the most used 

kinds of figurative language were alliteration and metaphor with 17 percent in  

Condé Nast Traveler, parallelism with 17 percent in Luxury Travel Advisor and 

alliteration with 22 percent in Travel + Leisure. For the second rank, antithesis and 

assonance appeared at 14 percent in Condé Nast Traveler; alliteration and assonance 

were found at 16 percent in Luxury Travel Advisor; repetition with 18 percent 

appears in Travel + Leisure. For the following rank, parallelism was seen in 11 

percent in Condé Nast Traveler while repetition recorded at 15 percent in Luxury 

Travel Advisor. Ellipsis was seen in 16 percent in Travel + Leisure. 
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Table 2. Figurative Language in Headlines from Three American Travel Magazines 

Condé Nast Traveler 

 

Luxury Travel Advisor 

 

Travel + Leisure 

Types of 

Figurative 

Language  

N
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b
er 

P
ercen

tag
e 

Types of 

Figurative 

Language 

N
u
m

b
er 

P
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tag
e 

Types of 

Figurative 

Language  

N
u
m

b
er 

P
ercen

tag
e 

Alliteration 

 

6 17 Parallelism 9 17 Alliteration 15 22 

Metaphor 

 

6 17 Alliteration 8 16 Repetition 12 18 

Antithesis 

 

5 14 Assonance 8 16 Ellipsis 11 16 

Assonance 

 

5 14 Repetition 8 15 Parallelism 8 12 

Parallelism 

 

4 11 Metaphor 6 12 Metaphor 8 12 

Personification 

 

2 6 Pun 4 8 Assonance 5 7 

Pun 

 

2 6 Antithesis 3 6 Pun 3 4 

Repetition 

 

2 6 Personification 3 6 Antithesis 2 3  

Simile 

 

2 6 Hyperbole 2 4 Hyperbole 

 

1 2 

Hyperbole 1 3 Ellipsis 

 

0 0 Rhetorical 

Question 

1 2 

Ellipsis 0 0 Rhetorical 

Question 

0 0 Simile 1 2 

Rhetorical 

Question 

0 0 Simile 0 0 Personification 0 0 

Total 

 

35 100 Total 51 100 Total 67 100 

 

 Moving on to the middle rank of Condé Nast Traveler, personification, pun, 

repetition and simile were equally found at 6 percent. In reference to Luxury Travel 

Advisor, metaphor accounted for 12 percent; pun had 8 percent; both antithesis and 

personification were 6 percent. When it comes to the middle rank of frequency in 

Travel + Leisure, parallelism and metaphor shared a similar figure at 12 percent, 

assonance had 7 percent and pun had 4 percent. 
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 The rarely seen types of figurative language in headlines from three different 

magazines were as follows. In Condé Nast Traveler, hyperbole was used in only 3 

percent while ellipsis and rhetorical question were undetected. In Luxury Travel 

Advisor, hyperbole appeared at 4 percent whereas ellipsis, rhetorical question and 

simile were not found. The least used types of figurative language in Travel + Leisure 

were antithesis with 3 percent; hyperbole, rhetorical question and simile mutually 

shared 2 percent. Additionally, personification was not employed.  

 With the focus on the kinds of figurative language with high frequency, three 

American travel magazines were found to differently apply scheme and trope. 

Figurative language in the group of scheme was mostly applied in the sampled 

headlines while the group of trope was less found. This suggested that the use of artful 

language in word arrangement was more popular than the use of deviant meaning. In 

the first three ranks of frequently used figurative language in headlines, there were six 

kinds of scheme and one type of trope. The former included alliteration, parallelism, 

assonance, antithesis, repetition and ellipsis; the latter was metaphor. 

 An example of alliteration in an advertising headline is as follows: 

  “Spring Splash Sale up to 55% off.”  

             (The Royal Playa del Carmen from   

                                                           Luxury Travel Advisor, March, p.23)  

 It can be seen that alliteration, the repetition of the first consonant sounds, 

seems to be the most effective technique to call attention. This advertising headline 

was composed of three words with the similar first sound of “s” or /s/.  

 An example of parallelism comes from Panama Jack Resorts:  

 “Choose Relaxation. Choose Jack.”  

   (Panama Jack Resorts from Travel + Leisure, October, p.112)  

 Parallelism helps make two or more concepts equal and maintain the mutual 

significant of all issues. In this headline, the similar sentence structure helps direct the 

concept of relaxation and the resort in the sense that you can unwind when you stay at 

the Panama Jack resorts.  
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 Next is the use of assonance:  

  “Make a date with New York City” 

   (Iberostar from Luxury Travel Advisor, August, p.19) 

 Assonance or the repeating of first vowel sounds can draw attention and 

produce rhythm in reading. From the headline of Iberostar, the vowel sound in 

“make” and “date” are pronounced as /eɪ/ sound.  

 The following headline shows the antithesis device: 

 “Winter forecast: Sunny & Warm”  

  (The Seagate Hotel & Spa from Condé Nast Traveler, February, p.52) 

 Antithesis presents an opposite idea by the use of words having different 

meanings. This contrasting idea can highlight the distinction between two concepts 

and affect the preference of one thing rather than the other thing. This phrase shows 

the opposite concept of the weather that the atmosphere at The Seagate Hotel & Spa is 

bright and warm in the winter season.  

 One headline from The Abaco Club on Winding Bay The Bahamas states that  

“Something for them. Something for you.”  

     (The Abaco Club on Winding Bay The Bahamas 

     from Luxury Travel Advisor, October, p.31)  

 The above figurative device is repetition. It is the proper technique for 

emphasizing a point that leads to better recognition. The words “something for” were 

repeatedly used to emphasize what readers can receive from the accommodation.  

 The instance of ellipsis can be seen from the below headline: 

“Island life…redefined”  

   (Sunset Key Cottages from Travel + Leisure, August, p. 139) 

  For ellipsis, an incomplete message is intentionally created to let people think 

or to save the space. It can be seen that some words are missing in this headline but it 

is still understandable.  

 The following example is an advertising headline of Presidente 

InterContinental Cancun Resort.  
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“A paradise by the sea”  

     (Presidente InterContinental Cancun Resort 

from Condé Nast Traveler, February, p.69) 

 Metaphor, which is grouped in tropes dealing with meaning deviation, was 

used to compare the accommodations with other things in order to represent the image 

of the place to stay and to decrease the level of unfamiliarity towards the advertised 

accommodations.  For the example headline, the resort was compared to a paradise 

situated near the sea. With the concept of paradise, readers can imagine the 

characteristics of the advertised resort in different ways based on their imagination. 

 Aside from being the sources for travel information, the three American travel 

magazines are conceptualized by their unique frame including the content and the 

target of consumers. Firstly, Condé Nast Traveler aims to present real traveling under 

the concept “Truth in travel.” The content of this magazine provides both lifestyle and 

luxury issues that general readers can enjoy reading. It can be concluded that 

advertising headlines from Condé Nast Traveler are mostly written by the use of 

consonant sound repeating and comparing the accommodations with other things 

having some similar points, followed by the use of contrasting words and repeating 

vowel sounds. In addition, headlines in this magazine were presented by equalizing 

the importance between two ideas. Secondly, Luxury Travel Advisor focuses on the 

luxurious traveling, inclusive of places to visit, places for the overnight stay, 

transportation and tour service. Accordingly, the target readers of this magazine are 

travel agents and tourists with high financial status seeking for the superior traveling. 

For the use of figurative language, the concepts of equal ideas were mostly applied in 

the headlines, followed by the use of first similar sound of consonants and vowels as 

well as writing vocabularies or full sentences repeatedly. Thirdly, Travel + Leisure 

suggests a variety of destinations, accommodations, restaurants and leisure activities. 

General readers are allowed to explore not only high-class traveling but also the 

numerous relaxing recreations. The advertising headlines in this magazine used 

repeating consonant sounds, followed by the repeating the use of a word or sentence 

and three dots to exclude the insignificant information and allow the readers to infer 

the omitted message. 
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 Some types of figurative language did not appear in the three travel magazines 

as follows: there were no ellipsis and rhetorical questions in Condé Nast Traveler; 

ellipsis, rhetorical question and simile were not found in Luxury Travel Advisor; 

personification was not used in Travel + Leisure. It may be concluded that ellipsis is 

not widely used in the headlines of Condé Nast Traveler and Luxury Travel Advisor 

since the message in headlines should call attention and generate the key concept of 

accommodations as the title of advertising. For this reason, ellipsis is not an 

appropriate written technique for headlines as the details might be omitted by the use 

of three periods. At any rate, ellipsis was the third ranked in Travel + Leisure that 

reflects the matter of style in writing. Furthermore, the use of rhetorical question was 

hardly different among the three travel magazines and regarded as the least used type 

of figurative language. It can be assumed that using a question to raise the interest of 

readers may not be effective in the advertising headlines of three American travel 

magazines. Lastly, simile, which was not found Luxury Travel Advisor, as well as 

personification, which was not found in Travel + Leisure, were employed in the other 

two magazines. This aspect also points out that advertising headlines in each 

magazine had their own unique writing patterns. 

 

4.5 Three American travel magazines and the specific use of figurative language 

in body copy  

  

 There were 30 examples of body copy with 43 instances of figurative language 

and two uses of general technique found in Condé Nast Traveler. In Luxury Travel 

Advisor, 48 examples of body copy were used with 72 items of figurative language 

and 7 items of general technique. In Travel+ Leisure, 44 examples of body copy were 

applied with 58 instances of figurative language and 13 occasions of general 

technique. The types of figurative language found in Condé Nast Traveler,  

Luxury Travel Advisor and Travel + Leisure included ten types, eleven types and 

twelve types, respectively. The use of figurative language in body copy of each 

magazine is shown in Table 3. 
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Table 3. Figurative Language in Body Copy from Three American Travel Magazines 

Condé Nast Traveler Luxury Travel Advisor 

 

Travel + Leisure  

Types of 

Figurative 

Language  
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Types of 
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Language 

N
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Types of 

Figurative 

Language  

N
u
m
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P
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Alliteration 10 23 Alliteration 17 23 Alliteration 11 19 

 

Assonance 7 16 Assonance 14 19 Repetition 10 17 

 

Repetition 6 14 Hyperbole 12 17 Personification 9 15 

 

Hyperbole 5 12 Metaphor 8 11 Hyperbole 7 12 

 

Parallelism 5 12 Repetition 7 10 Parallelism 7 12 

 

Personification 

 

3 7 Parallelism 3 4 Assonance 5 8 

Rhetorical 

Question 

3 7 Pun 3 4 Metaphor 4 7 

Metaphor 

 

2 5 Antithesis 2 3 Antithesis 1 2 

Antithesis 

 

1 2 Ellipsis 2 3 Ellipsis 1 2 

Simile 

 

1 2 Personification 2 3 Pun 1 2 

Ellipsis 0 0 Rhetorical 

Question 

2 3 Rhetorical 

Question 

1 2 

Pun 

 

0 0 Simile 0 0 Simile 1 2 

Total 43 100 Total 72 100 Total 58 100 

 

 

  Regarding table 3, the top three ranks of figurative language having the 

highest number of body copy in Condé Nast Traveler mainly made use of alliteration 

counted at 23 percent, which was outstanding from the remaining types. Next was  

16 percent for assonance and 14 percent for repetition. In Luxury Travel Advisor,  

alliteration accounted for 23 percent, followed by assonance with 19 percent and 

hyperbole with 17 percent. In Travel + Leisure, alliteration was ranked at the top 
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showing 19 percent usage, followed by the second rank of repetition with 17 percent. 

The third rank was personification with 15 percent. 

Next to the top three types with the highest number of usage, in Condé Nast Traveler, 

hyperbole and parallelism were applied in advertising body copy at  

12 percent whereas personification and rhetorical question were found at 7 percent. 

Furthermore, metaphor made up 5 percent. In descending order, for Luxury Travel 

Advisor, metaphor was applied for 11 percent, followed by repetition with 10 percent 

as well as parallelism and pun with 4 percent. In Travel + Leisure, hyperbole and 

parallelism were counted at 12 percent, followed by assonance with 8 percent and 

metaphor with 7 percent, respectively. 

 Various genres of figurative language rarely seen in accommodation 

advertising body copy were as follows. In Condé Nast Traveler, both antithesis and 

simile were found at 2 percent whereas ellipsis and pun were not seen. In Luxury 

Travel Advisor, many genres of figurative language shared a similar percentage of 

use. Types of figurative language with the three percent of usage were antithesis, 

ellipsis, personification and rhetorical question. Simile was the only type not found in 

Luxury Travel Advisor. Finally, in Travel + Leisure, antithesis, ellipsis, pun, 

rhetorical question and simile were rare in this travel magazine as the frequency was  

2 percent for each type. 

 To sum up, when comparing the frequency of the most applied types of 

figurative language in the body copy of each magazine, it can be seen that three 

magazines shared many similar top three ranks whereas some figurative language 

types were applied at different percentages. Commonly found types of figures of 

speech in the advertising body copy of the three travel magazines were alliteration, 

assonance, repetition, hyperbole and personification. 

 

 The following is the use of alliteration in the advertising copy of Preferred 

Hotels & Resorts: 

 “…Let loose the to-do list. Move your mind to a place of 

calm- where real priorities align and time is allowed to relax 

with you…”   

  (Preferred Hotels & Resorts, from Condé Nast Traveler May, p.6) 
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 Alliteration, the technique of repeating the first consonant sound, was most 

used among the three American travel magazines. From the example copy, it can be 

seen that the letter “l” or /l/ sound repeatedly appears in this copy.  

 The following is advertising body copy from Fairmont:  

“…—when you stay with Fairmont, you’re never far away 

from the history, culture and architecture that define the 

unique character of the places we call home….”  

     (Fairmont, from Travel + Leisure, August, p.45) 

 Assonance was the second rank of the two magazines, Condé Nast Traveler 

and Luxury Travel Advisor. In this body copy, three words with a similar vowel 

sound “ə” were found, which are the words “culture”, “architecture” and “character”. 

  The advertising body copy with repetition from JW Marriott was written as:        

        “Next time you stay at a JW, you’ll notice that we hold our   

heads a little higher. That’s because The Joffrey Ballet helps 

us develop our natural poise and grace. Since we believe 

exceptional service starts with exceptional training.”  

    (JW Marriott , from Condé Nast Traveler, May, p.83) 

 Repetition was the second rank of Travel + Leisure and the third rank of 

Condé Nast Traveler. These results can be inferred that the repeating technique was 

frequently applied, inclusive of repeated consonant sounds, repeated vowel sounds 

and repeated words. It can be concluded that the word “exceptional” was used to 

emphasize that the staff at JW Marriott is trained extraordinarily well to provide the 

clients with the ultimate hospitality.  

 The example of hyperbole found in the copy is as below: 

“…culinary creations served in the finest surroundings, 

restorative spa treatments, and staff members…” 

     (Royal Hideaway Luxury Hotels & Resorts from 

     Luxury Travel Advisor, September, p.13) 
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 For hyperbole, it was mostly used to convince the reader that the advertised 

accommodation is superior to other places. From the example, the exaggeration of 

accommodations’ details can drive the feeling of excitement, interest and impression 

towards Royal Hideaway Luxury Hotels & Resorts. This overstated description 

claims that the advertised hotel and resort are surrounded with the most beautiful 

environment and offer the best hospitality.  

Next is the sample advertising copy coming from Montage Hotels & Resorts 

 “Whether your plans call for a romantic retreat, a family 

adventure, or an urban escape, we invite you to experience 

our collection of extraordinary destinations…”  

 (Montage Hotels & Resorts, from Condé Nast Traveler, June/July, p.105) 

 Personification was the third rank of Travel + Leisure. This device can create 

the emotional appeal in the sense that an object can act like human. With the use of 

this device, the idea or the concept of accommodation itself can draw the emotional 

response and become comprehensible. According to the mentioned example, it is you 

who desire and design your own journey while the plan is the traveling program you 

arrange. Personification was used in this study to put the focus on the inanimate 

object, your plans, which can create a vivid image of traveling in the readers’ mind. 

 In contrast, some kinds of figurative devices were not used in the body copy. 

To be more precise, ellipsis and pun were not found in Condé Nast Traveler; simile 

was not found in Luxury Travel Advisor. Accordingly, these three types of figurative 

language were also rare in the other two magazines. The reason why ellipsis was not 

found in Condé Nast Traveler or used infrequently in the other two magazines might 

be that the part of body copy provides the full details of accommodations’ information 

without the limitation of space. As a result, it may not be necessary to leave out the 

message or save space by using periods or omitting some words. Although puns can 

be a good device of word play creating amusement, they can cause ambiguity and 

problems in the interpretative process; as a result, there were a small number of puns 

in the body copy of the accommodation advertising. Lastly, simile seems not to be a 

popular device to compare two things with the words, “like” or “as”; however, 

metaphor as the device for comparison was used more often. 
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CHAPTER 5 

CONCLUSION, DISCUSSION AND RECCOMMENDATIONS 

 

Five issues are covered in this chapter as follows: (1) The summary of the 

study, (2) The summary of the findings, (3) Discussion of the use of figurative 

language in print accommodation advertisements of three American travel magazines,  

(4) Conclusion of the study, (5) Limitations of the study, (6) Implications, and  

(7) Recommendations for further research. 

 

5.1 Summary of the study 

 This section restates two main areas. First, the objectives of the study are 

summarized; the second is methodology, samples, data collection and data analysis 

procedures. 

5.1.1 Objectives of the study 

 This study aimed to analyze figurative language applied in the print 

accommodation advertising from three American travel magazines in order to find out 

the most frequently used genres of figurative language in both the advertising 

headlines and body copy. This point can reflect the appropriate language techniques 

that make accommodation advertising effective and impactful. In addition, 

advertisements with the use of rhetorical devices were grouped based on the different 

sources of magazines so as to determine whether there were any specifically used 

patterns of figurative language in each magazine. 

5.1.2 Methodology, samples, data collection and data analysis procedures 

 Content analysis was adopted to study the sampled advertising in relation to 

the linguistic aspects as well as the text interpretation; consequently, the researcher 

indicated the types of figurative language commonly used in the print accommodation 

advertising. The number of the samples was 142 advertisements from three American 

travel magazines available in both print and online versions, entitled Condé Nast 

Traveler, Luxury Travel Advisor and Travel + Leisure. Samples were collected from 
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accommodation advertisements published between January 2017- December 2017 

that used at least one type of figurative language in the headline or the body copy. In 

year 2017, overall 35 issues were found in the three magazines. There were 11 issues 

of Condé Nast Traveler as the sixth issue was organized as the June/ July issue. 

Luxury Travel Advisor and Travel + Leisure monthly published 12 issues of 

magazines. For the data analysis procedures, the headlines and body copy from the 

overall samples were studied in terms of the total number of occurrences and their use 

of figurative language. Next, the frequency of the usage of figurative devices was 

counted to determine the most widely used types and the least used types of figurative 

language. After that, the sampled headlines and copy were separated into three groups 

based on the different sources of magazines so as to see the particular use of 

figurative language in advertisements from each magazine. 

 

5.2 Summary of the findings 

 In regard to the 142 pieces of accommodation advertisements, there were 141 

headlines with the use of 153 instances of figurative language and 29 uses of general 

technique and 122 instances of body copy using figurative language 173 times and 

general technique 22 times. For the headlines, alliteration was ranked at the top, 

followed by repetition and parallelism. This reflected that repetitive technique is 

frequently applied in the briefly written part firstly seen by readers as it can be seen 

from the frequent usage of repeating first consonant sounds and repeating words.  

Also, parallelism seems to be the appropriate device to equally present the important 

points, concepts or information of accommodations. In the section of body copy, the 

most used types of figurative language related to sound techniques, which are 

alliteration and assonance. It can be concluded that the majority of body copy was 

created with the use of repeated consonant and vowel sounds so as to hold the 

readers’ attention during reading the long text. Additionally, hyperbole was another 

important device as it was the third rank. It is capable of making the reader interested 

in the extraordinary features of the accommodations.   
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 Distinct brands of magazines were associated with the particular use of figures 

of speech in both headlines and body copy. In the headlines, 35 samples with 35 

instances of figurative language and 9 uses of general technique came from Condé 

Nast Traveler; 49 samples with 51 occasions of figurative language and 12 uses of 

general technique were found in Luxury Travel Advisor; 57 sample headlines with 67 

instances of figurative language and 8 appearances of general technique were seen 

from Travel + Leisure. The research results suggested that advertisements from 

different magazines have their own unique style of writing and use dissimilar forms of 

rhetorical devices. These top ranks also indicated that figurative language in the group 

of word arrangement and sound technique was used more often than the group of 

meaning deviation.  

 For the most employed genres of figurative language in headlines, alliteration, 

metaphor, antithesis, assonance and parallelism were used most in  

Condé Nast Traveler. As a result, it can be inferred that the use of repeating first 

sounds of consonants and vowels was mostly applied in advertising headlines from 

Condé Nast Traveler in order to make readers interested in the advertisements. In a 

similar way, accommodations were compared to other terms to portray the image of 

accommodations and help readers feel familiar with the residences. Also, advertising 

headlines in this magazine were written with the use of contrasting ideas or words to 

help readers easily select the right option. Details of accommodations were promoted 

through the parallel crucial ideas. In Luxury Travel Advisor, parallelism, alliteration, 

assonance and repetition were the top-ranked figurative devices in the headlines. This 

result reflected that advertising concepts in the second magazine were presented with 

similar structure, which can balance the importance among several terms. The 

repetitive methods including repeating first consonant sounds, repeating vowel sounds 

and repeating words were widely applied as they can attract the reader’s attention, 

create the rhythm and enhance the memorization. In the headlines of Travel + Leisure, 

alliteration, repetition and ellipsis were the first three ranks. Major headlines in the 

third magazine used words with similar first consonant sounds as well as repeatedly 

applied similar words, phrases or sentences. Additionally, some less important words 
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were excluded in this short-length advertising element to increase the free space and 

disregard some less important details.  

 Contrastingly, some kinds of figurative devices were not found in the 

headlines. In Condé Nast Traveler, ellipsis and rhetorical question were not applied in 

the sampled headlines. In Luxury Travel Advisor, ellipsis, rhetorical question and 

simile were not used while there was no personification in Travel + Leisure. It can be 

assumed that using impactful words can better represent the main message than leave 

out some words. However, ellipsis significantly appeared only in Travel + Leisure, 

which shows a distinct style of advertising creation. The use of some figures of 

speech in advertisements can illustrate the particular written style of each magazine. 

This aspect can be seen from the case of personification and simile. Personification 

was not seen in Travel + Leisure while simile was not used in Luxury Travel Advisor 

at all. These two figurative devices appeared in the other two magazines in moderate 

number. 

 The last issue of the findings was the three travel magazines and their different 

usage of figurative language in the part of body copy. Regarding 122 pieces of body 

copy, 30 pieces from Condé Nast Traveler used figurative language 43 times and 

general technique 2 times; 48 pieces from Luxury Travel Advisor applied figurative 

language 72 times and general technique 7 times; 44 pieces from Travel + Leisure 

employed figurative language 58 times and general technique 13 times. The findings 

showed that three travel magazines contained advertisements using some similar types 

of figures of speech. However, the trend of usage varied in some types. For the top 

three ranks, alliteration, assonance and repetition were found in Condé Nast Traveler. 

Alliteration, assonance and hyperbole were mostly seen in Luxury Travel Advisor. 

Alliteration, repetition and personification were often applied in  

Travel + Leisure. Moreover, the research results reflected that the repetitive devices in 

terms of first consonant sounds, vowel sounds and words were mainly adapted in the 

body copy of the three magazines. Personification is used to gain emotional response 

and make ideas of advertised accommodations more understandable. Much of the 

body copy, especially in Travel + Leisure, was exaggerated to create a positive feeling 

towards the accommodations. 
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 Three kinds of figurative language were not applied in the body copy. It can 

be seen that the message in the copy aimed to give overall information so that ellipsis 

or omitting words by three periods was not used in Condé Nast Traveler and rarely 

seen in the other two magazines. Pun was not seen in Condé Nast Traveler and also 

least used in the rest of the magazines since it may be vague and make readers 

confused. The last was simile, which was not employed in Luxury Travel Advisor and 

found in small number in Condé Nast Traveler and Travel + Leisure. This device may 

be not a proper technique for comparing terms in advertising copy. 

 

5.3 Discussion 

 Frequently used types of figurative language differently appeared in two 

advertising elements and three magazines. In other words, both the headline and the 

body copy of advertisements from Condé Nast Traveler, Luxury Travel Advisor and  

Travel + Leisure had a particular style of using rhetorical devices. Genres of 

figurative language that had the highest number of occurrence were alliteration, 

assonance, repetition, parallelism and metaphor. Alliteration, the most used type 

calculated in terms of the average percent, was ranked first amongst the advertising 

headlines and the body copy from all three American travel magazines, except the 

headlines from Luxury Travel Advisor. In the headlines, alliteration was found in 

19% of all samples, 17% of Condé Nast Traveler, 16% of Luxury Travel Advisor and 

22% of Travel + Leisure. In body copy, alliteration was applied in all samples at 22%, 

Condé Nast Traveler at 23%, Luxury Travel Advisor at 23% and Travel + Leisure at 

19%. This results support the findings of previous study on rhetorical figures in 

advertising headlines of the American travel magazines, which revealed that 

alliteration more frequently appeared in modern magazines than other devices in the 

group of word arrangement (McQuarrie & Mick, 1993). Advertising with the use of 

alliteration conveys repeated first consonant sounds in the text. The role of this device 

in advertising is to grab the attention of readers and enhance memorization. This 

finding accords with the research of Djafavora on the use of figures of speech in 

mixed sources of print advertising in the field of tourism as well as the study of 

McQuarrie and Mick on advertising headlines and their use of figures of speech 
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(Djafavora, 2008; McQuarrie & Mick, 1996). Moreover, previous research showed 

that alliteration is simply understandable as it generates a straightforward meaning 

(Djafavora, 2008; McQuarrie & Mick, 1996). 

 Assonance, as the technique of using repeating vowel sounds, is considered as 

another significant device for creating the accommodation advertising. In headlines,  

it made up 12% of all samples, 14% of Condé Nast Traveler and 16% of  

Luxury Travel Advisor. In body copy, it appeared in 15% of all samples, 16% of 

Condé Nast Traveler and 19% of Luxury Travel Advisor. However, its appearance 

was lower in both the advertising headlines and the body copy of Travel + Leisure at 

7% and 8%, respectively. Similar to alliteration, Djafavora claims that assonance 

affects the feeling of readers in the sense that alliteration and assonance can draw 

interest and prolong the remembrance of advertising (Djafavora, 2008). Also, they 

had the highest number of uses when compared to other devices in the sound 

technique and grammar structure (Leigh, 1994).  

 Next is repetition, which was seen in a considerable number of all samples 

excluding the headlines of Condé Nast Traveler. In headlines, it was found in 14% of 

all samples, 6% of Condé Nast Traveler, 15% of Luxury Travel Advisor and 18% of 

Travel + Leisure. In body copy, it was used in 13% of all samples, 14% of Condé 

Nast Traveler, 10% of Luxury Travel Advisor and 17% of Travel + Leisure. These 

research results confirm the proposition of Leigh that repetition is often used in print 

advertisements of magazines. It is a word, phrase or sentence repeating that can 

underline the essential issues and make them memorable (Leigh, 1994). 

 Parallelism was applied in accommodation advertisements in the part of 

headline more than the body copy. It was used in 14% of overall sampled headlines 

and appeared most in the headlines of Luxury Travel Advisor at 17%, followed by 

Travel + Leisure and Condé Nast Traveler at 12% and 11%. In body copy, it was seen 

in 9% of the samples, and 12% of Condé Nast Traveler and Travel + Leisure. On the 

contrary, it was less frequently found in Luxury Travel Advisor at 4%. The results of 

this study are consistent with previous research revealing that parallelism was 

extensively used in creating advertising headlines. Previous studies revealed that 
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parallelism was the word order presenting parallel and balancing concepts. When it 

comes to the functions of parallelism, in this study, it was adopted to control the 

direction of ideas, resulting in the smooth flow of presentation and well-organized 

information on the accommodations. This aspect is similar to the proposition of 

relevant studies that parallelism can enhance the flow of ideas and make them easier 

to understand (Leigh, 1994; McQuarrie & Mick, 1996).  

 Furthermore, metaphor was more widely used in the print advertising 

headlines of accommodation advertisements than the advertising body copy at  

13 percent and 8 percent, respectively. In the headlines, it was the most used type in 

Condé Nast Traveler at 17%. In Luxury Travel Advisor and Travel + Leisure, it was 

counted at 12%. In body copy, it was used most in Luxury Travel Advisor at 11%.  

On the other hand, the number of occurrence was lower in Travel + Leisure and 

Condé Nast Traveler at 7% and 5%, respectively. In this study, metaphor was 

employed to compare the accommodation with other terms having some similar 

concepts to allow visualization of the characteristics of a certain accommodation and 

enable the readers to use their imagination to define the visual image. The study of 

Djafavora pointed out that the role of metaphor in the tourism advertising is to 

provide a visual description to familiarize readers with advertised tourism products. 

With limited space, a variety of ideas can be conceptualized within a short metaphor 

(Djafavora, 2008). 

 Alliteration, assonance, repetition, parallelism and metaphor were the most 

prominent types of figurative language used in the print accommodation advertising 

with the particular functions of advertising creation. However, their frequency varied 

in each written part of advertising and different brands of magazines. Moreover, some 

other factors of marketing, which were number of pages and continuous advertising 

campaigns or concepts, affect the total number of some kinds of figurative language 

in the accommodation advertisements. To be more precise, some accommodations 

promoted in many pages used similar types of figurative language in all advertised 

pages on purpose to emphasize the key concepts and enhance the memorization of 

readers. This point can be seen from the occurrence of ellipsis in headlines as the third 

rank or 16 percent in Travel + Leisure; conversely, it was not found in the headlines 
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of the other two sampled magazines. For example, the advertising of The Hyatt Zilara 

and Hyatt Ziva in the February issue of Travel + Leisure employed ellipsis five times 

in five pages of advertisements as follows: “Love at first splash…Each and every 

time” (p. 66), “Love at first dip... Each and every time” (p. 67), “Love at first treat… 

Each and every time” (p. 68), “Love at first swing… Each and every time” (p. 69).  

It can be inferred that the four sampled headline advertisements made use of three 

periods instead of describing more details about the resorts. These advertisements 

intentionally used ellipsis as a similar figurative technique in writing headlines to 

connect the series of advertisements and omit some less significant words without 

disregarding the main idea of the advertising. 

 Additionally, this study revealed some results that differed from related 

research, which showed the specific uses of figurative language in the certain field of 

advertised products. Previous studies on print advertising of food found that in both 

headlines and body copy, rhetorical questions were frequently found as the third rank 

of the most used type of figurative language whereas hyperbole was the fifth rank 

(Chaysin, 2011). Contrastingly, rhetorical question was rarely seen in both headlines 

and body copy of accommodation advertisements in this study while hyperbole was 

widely used in only body copy but rarely in the headlines. Besides, some points of 

this study extend the results of previous studies. The study of print advertisements in 

the American news magazine found that puns and metaphors had been used 

increasingly in headlines over two sets of time periods: 1954-1974 and 1975-1999; on 

the other hand, the use of rhetorical question and hyperbole was lower than the 

number of puns and metaphors and decreased over the two periods (Phillips & 

McQuarrie, 2002). Similarly, this study showed that 13% of advertising headlines of 

accommodations made use of metaphors and 6% of puns, which was higher than 3% 

of hyperbole and 1% of rhetorical question. However, puns are rarely seen in the field 

of accommodation advertising when compared to other types of figures of speech.  

Similarly, the studies of Djafavora (2008; 2017) discovered that puns were seldom 

found in the tourism advertising at 1% in the years 1970-1980 and 0.5% in the years 

2000-2008. This figurative device is used to generate a single message with the 

double connotations. This playful technique is applied to avoid a dull literal meaning 
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and requires the interpretative ability of readers. Because of the ambiguous meaning 

of puns, readers with dissimilar backgrounds may find the text unclear or misinterpret 

the ideas of the advertising. 

 

5.4 Conclusion  

 The results of the examination of figurative language in the accommodation 

advertising of three American travel magazines can be concluded as follows. 

       5.4.1 Sampled advertisements from the three different magazines and their use of 

figurative language and general techniques are described in this section. 

 5.4.1.1 Number of all samples 

 The entire sample of advertisements was 142 pieces, composed of 141 

headlines with 153 instances of figurative language and 29 uses of general technique; 

there were 122 pieces of body copy with 173 occurrences of figurative language and 

22 instances of general technique. 

 5.4.1.2 Number of headlines divided from three different magazines 

  Divided by the brands of magazines, there were 35 advertising headlines with 

35 uses of figurative language and 9 instances of general technique in Condé Nast 

Traveler; 49 headlines with 51 occurrences of figurative language and 12 uses of 

general technique in Luxury Travel Advisor; 57 headlines and 67 uses of figurative 

language and 8 instances of general technique in Travel + Leisure.  

   5.4.1.3 Number of body copy divided from three different magazines   

   There were 30 pieces of body copy in Condé Nast Traveler with  

43 occurrences of figurative language and 2 instances of general technique. There 

were 48 pieces of copies with 72 occasions of figurative language and 7 uses of 

general technique in Luxury Travel Advisor whereas 44 copies with 58 times of 

figurative language and 13 times of general technique are seen in Travel + Leisure. 

Ref. code: 25605921040308KNB



 

   49 

   

 
 

 5.4.2 In the headlines of overall sampled advertisements, the most used types of 

figurative language were 19% of alliteration (29 times), followed by repetition at 14% 

(22 times) and parallelism t 14% (21 times). In contrast, personification was 3%  

(5 times), hyperbole at 3% (4 times), simile at 2% (3 times) and rhetorical question at 

1% (1 time) were least employed in the total headlines. 

 5.4.3 For body copy from the entire advertisements, the frequently applied kinds 

of figurative language were alliteration at 22% (38 times), assonance at 15% 

 (26 times) and hyperbole 14% (24 times). The rarely seen genres were antithesis and 

pun at 2% (4 times). Ellipsis was found at 2% (3 times) while simile was counted at 

1% (2 times). 

 5.4.4 For the three American travel magazines and their use of figurative 

language in headlines, the findings revealed that Condé Nast Traveler, Luxury Travel 

Advisor and Travel + Leisure contained different styles of content, target readers and 

the language technique of advertising creation. With the focus on rhetorical devices, 

some types of them were widely used in all three magazines; on the other hand, some 

were not. In addition, their frequency of appearance varied among the different 

magazines. In advertising headlines of Condé Nast Traveler, the highest number of 

frequency was 17% (6 times) for both alliteration and metaphor, 14% (5 times) for 

both antithesis and assonance as well as 11% (4 times) for parallelism. Conversely, 

figurative language with the lowest number was hyperbole at 3% (1 time) while 

ellipsis and rhetorical question were not found. In Luxury Travel Advisor, parallelism 

with 17% (9 times) was mainly applied. Alliteration and assonance were equally used 

for 16% (8 times). For repetition, it was counted at 15% (8 times). The least seen 

types were ellipsis, rhetorical question and simile, which were not detected. On the 

contrary, headlines in Travel + Leisure contained a high number of alliteration, 

repetition and ellipsis with 22% (15 times), 18% (12 times) and 16% (11 times), 

respectively. The rarely found types were hyperbole, rhetorical question and simile, 

which are equally found at 2% (1 time). Personification was the only figurative device 

that did not appear in Travel + Leisure. 
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 5.4.5 For the three American travel magazines applying figurative language in the 

body copy, it can be seen that advertisements in these magazines mainly employed the 

identical types of figures of speech in the top ranks. Furthermore, other genres were 

quite similarly used among the three traveling magazines. Alliteration 23%  

(10 times), assonance 16% (7 times) and repetition 14% (6 times) were ranked in the 

top order of Condé Nast Traveler. On the other hand, the least used types were 

antithesis and simile with 2% (1 time) while ellipsis and puns were not employed. 

Next, alliteration 23% (17 times), assonance 19% (14 times) and hyperbole 17%  

(12 times) were frequently found in Luxury Travel Advisor. The rarely seen genres in 

this second magazine were antithesis, ellipsis, personification and rhetorical question 

sharing the similar percent at 3% (2 times). There was no use of simile in Luxury 

Travel Advisor. In Travel + Leisure, alliteration was seen in 19% (11 times), followed 

by repetition at 17% (10 times) and personification at 15% (9 times). Contrastingly, 

antithesis, ellipsis, pun, rhetorical question and simile were equally calculated as 2%  

(1 time).  

 

5.5 Limitations of the study 

 5.5.1 This study focused only on two written parts of advertising, which were the 

headline and the body copy, as they were found in almost sampled accommodation 

advertisements. Studying slogans, one of the significant advertising elements, may 

represent the use of figurative language in the accommodation advertising more 

inclusively. 

 5.5.2 All samples were collected from magazines published during the recent 

year of 2017. Examination of the advertising over numerous years may illustrate more 

applied genres and the changing trends of figurative language in the print 

accommodation advertising. 

 

5.6 Implications         

 The results of this study may be applicable to a wide range of branches.  
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In the area of advertising, advertisers can adopt to trends or forms of language 

techniques used in the international level of advertising. The ideas of figurative 

language genres commonly applied and rarely seen in print accommodation 

advertisements suggested by this current research’s findings may guide the advertisers 

to use the appropriate types of figurative devices in order to create the productive 

headlines and body copy. For the hospitality industry, accommodation establishments 

could learn from the way famous hotels and resorts use high-quality print advertising 

in travel magazines. Consequently, lodging businesses may take advantage of 

advertisements to reach their marketing goals in terms of increasing profits, reputation 

and brand awareness. Moreover, this study might be helpful for anyone who is 

interested in the features of English in advertising. The results of the study may 

provide them with a new perspective on the specific use of figurative language in the 

essential parts of advertising; that is, the headline and body copy. 

 

5.7 Recommendations for further research 

 5.7.1 The use of figurative language in the slogans of accommodation 

advertisements should be studied to find out how advertisers adopt figurative 

language to create a memorable message differentiating the advertised brand from its 

competitors. 

 5.7.2 A study of figurative language in Thai travel magazines should be 

conducted so as to reflect the roles of figurative language in accommodation 

advertising published in Thailand. Alternatively, further studies can focus on other 

international editions of magazines or other kinds of print advertising such as 

brochures and fliers. 

 5.7.3 Accommodation advertisements in other platforms such as a broadcast 

advertising, outdoor advertising and digital advertising can be investigated to see the 

particular features of advertising language and the use of rhetorical devices. 
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5.7.4 Figurative language appearing in the advertising of different fields such as 

education, transportation and consumer products are recommended for study in the 

future. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Ref. code: 25605921040308KNB



 

   53 

   

 
 

REFERENCES 

Belch, G.E., & Belch, M.A. (Eds). (2004). Advertising and promotion: An integrated 

marketing communications perspective (7
th

 ed). New York: Irwin/McGraw-Hill. 

Bovée, C. L., & Arens, W.F. (Eds.). (1992). Contemporary advertising (4
th

 ed.). 

Illinois: Irwin. 

Chaysin, P. (2011). Analyzing the use of figures of speech in print advertising of food 

products from a food magazine (Master’s thesis). Thammasat University. 

Cook, G. (2001). (Ed.). The discourse of advertising interface (2
nd

 ed.). London: 

Routledge. 

Cooper, Ch., Fletcher, J., Fyall, A., Gilbert, D. & Wanhill, S. (2008). Tourism 

principles and practice. Essex: Pearson Prentice Hall. 

Condé Nast international. (2017). Condé Nast Traveler. Retrieved December 10, 

2017, from http://www.condenastinternational.com/country/united-

kingdom/cond%C3%A9-nast-traveller/. 

Corbett, E. P. J. (1990). Classical rhetoric for the modern students. New York: 

Oxford University Press. 

Cresswell, J.W. (2009). Research design (3
rd

 ed.). Retrieved from 

https://vivauniversity.files.wordpress.com/2014/02/creswell-2008-research-

design-qualitative-quantitative-and-mixed-methods-approaches.pdf. 

Dyer, M. G. (1995). Toward the acquisition of language and the evolution of 

communication. Cambridge: MIT Press. 

Djafarova, E. (2008). Language in tourism advertising: the contribution of 

figures of speech to the representation of tourism (Doctoral dissertation). 

Northumbria University. 

Djafarova, E. (2017). The role of figurative language use in the representation of 

tourism services. Athens Journal of Tourism, 4(1), 35-50.  

Dubovičienė, T., & Skorupa, P. (2014). The analysis of some stylistic feature of 

English advertising slogans. International Journal of Applied Linguistic, 16(3), 

61-75. 

Ref. code: 25605921040308KNB



 

   54 

   

 
 

Gritti, J. (1967). Les contenus culturels du Guide Bleu, in Dann. G. (1996) The 

language of tourism: A sociolinguistic perspective. Wallingford: CAB 

International. 

Hermerén, L. (1999). English for sale: A study of the language of advertising. Lund: 

Lund University Press. 

Hussein, A. L., & Al-Furaiji, A. S. G. (2015). Advertising slogans (1990-2010): 

Rhetorical characteristics. Al-Mustansiriya Journal of Arts, 69, 1-27.  

Iarovici, E., & Amel, R. (1989). “The strategy of a headline” in Semiotica. Journal of 

the International Association for Semiotic Studies, 77 (4), 441-459.  

Krippendorff, K. (1969). Models of messages: three prototypes. In G. Gerbner, O.R. 

Holsti, K. Krippendorff, G.J. Paisly & Ph.J. Stone (Eds.), The analysis of 

communication content. New York: Wiley. 

Ladd, A. D. (2010). Developing effective marketing materials: Newspaper and 

magazine print advertising design considerations. Retrieved January 31, 2018, 

from  https://ag. tennessee. edu/cpa/Information% 20Sheets/cpa178.pdf. 

Lee, M., & Johnson, C. (2015). Principles of advertising. English: Haworth Press. 

Leech, G. N. (1969). A linguistic guide to English poetry. New York: Longman Inc. 

Leigh, J. H. (1994). The use of figures of speech in print ad headlines. Journal of 

Advertising, 23(2), 17-33.  

Luxury Travel Advisor. (2017). Luxury Travel Advisor. Retrieved December 10, 2017 

from https://www.luxurytraveladvisor.com. 

May, A. (1995). The features of advertising language and analysis of advertising 

English through classification. Journal of Advertising, 2(14), 5-20. 

McQuarrie, E. F. & Mick, D.C. (1992). "On resonance: A critical pluralistic inquiry 

into advertising rhetoric. Journal of Consumer Research, 19 (9), 180-197.  

McQuarrie, E. F., & Mick, D.G. (1993). Reflections on classical rhetoric and the 

incidence of figures of speech in contemporary magazine advertisements. 

Advances in Consumer Research, 20(1), 309-313. 

McQuarrie, E. F., & Mick, D.G. (1996). Figures of rhetoric in advertising language.  

Journal of Consumer Research, 22(4), 424-428. 

Medlik, S., & Ingram, H. (2000).  The business of hotels.  Great Britain: Biddles Ltd. 

Ref. code: 25605921040308KNB



 

   55 

   

 
 

Middleton, V.T., Fyall, A, Morgan, M. & Ranchhod, A. (2009). Marketing in travel 

and tourism. Oxford: Elsevier Ltd. 

Mirabela, A., & Ariana, M. (2010). The stylistics of advertising. Fascicle of 

Management and Technological Engineering, 9(19), 4.154-4.156.  

Morrison, A. M. (Eds.). (1996). Hospitality and travel marketing (2
nd

 ed.).   

New York: Delmar Publishers. 

Nordquist, R. (2017). What is a minor sentence?. Retrieved February, 21, 2018 from 

https://www.thoughtco.com/what-is-a-minor-sentence-1691393. 

Ogilvy, D., & Horgan, P. (1964). Confessions of an advertising man. London: 

Longmans. 

Page, J. S. (2009). Tourism management, managing for change. Oxford: Elsevier 

Limited. 

Patsula Media. (2009). Selecting advertising media. Retrieved February, 21, 2018 

from www.patsula.com/books/gb56.pdf. 

Phillips, B. J., & McQuarrie, E. F. (2002). The development, change, and 

transformation of rhetorical style in magazine advertisements 1954–1999. 

Journal of Advertising, 31(4), 1-13. 

Rivkin, J., & Ryan, M. (2004). Literary theory: An anthology (2
nd

 ed.). 

Massachusetts: Blackwell Publishing Ltd. 

Salehi, H., & Farahbakhsh, M. (2014). Tourism advertisement management and 

effective tools in tourism industry. International Journal of Geography and 

Geology, 3(10), 124-134. 

Skripak, S. J., Parsons, R., Cortes, A., & Walz, A. (2016). Hospitality and tourism. 

Retrieved from https://vtechworks.lib.vt.edu/bitstream/handle/10919/70961/ 

Chapter%2015%20Hospitality%20and%20Tourism.pdf?sequence. 

Small, J., Harris, C., & Wilson, E. (2008). A critical discourse analysis of in-flight 

magazine advertisements: The ‘social sorting’ of airline travellers?. Journal of 

Tourism and Cultural Change, 6(1), 17-38. 

Stern, B. (1988). “How does an ad mean? Language in service advertising”. Journal 

of Advertising, 17(2), 3-14.  

Ref. code: 25605921040308KNB



 

   56 

   

 
 

Suggett, P. (2017). The different types of advertising methods available to you. 

Retrieved February 21, 2018 from https://www.thebalance.com/different-types-

of-advertising-methods-38548. 

Supasamout, P. (2006). A classification of figurative language used in lipstick 

advertisements in women magazines (Master’s thesis). Srinakharinwirot 

University. 

Tanaka, K. (1994). Advertising language, a pragmatic approach to advertisement in 

Britain and Japan. London: Routledge. 

Time Inc. Affluent Media Group. (2017). Publisher’s statement. Retrieved December 

10, 2017, from http://travelandleisure.com/microsites/tlmediakit/pdf/ 

circulation.pdf. 

Tom, G., & Eves, A. (1999). The use of rhetorical devices in advertising. Journal of 

Advertising Research, 39, 39-44.  

Walker, J. R. (1996). Introduction to hospitality. New Jersey: Prentice- Hall, Inc. 

Vestergaard, T., & Schroder, K. (1985). The language of advertising. Oxford: 

Blackwell. 

 

 

 

 

Ref. code: 25605921040308KNB



 

 

 

 

 

 

 

 

 

 

APPENDICES 

 

 

 

 

 

 

 

 

 

 

 

Ref. code: 25605921040308KNB



 

   58 

   

 
 

 

 

 

 

 

 

 

 

APPENDIX A 

SAMPLES FROM CONDÉ NAST TRAVELER  
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