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Advertising is a bridge between enterprises and consumers, and promotional
strategy is a key factor, which determines whether the advertisement can reach
consumers’ approval and stimulate purchases. This paper takes educational
advertising texts as research material. The ads were published online by Chinese,
British and Belarusian educational organizations. Quantitative analysis and a
comparative method are used to identify the linguistic means of authority appeal
as a tactic in Chinese-, English- and Russian-language texts advertising educational
institutions and services. While similar semantic groups of words are found in all
educational advertisements (such as names of authoritative persons and
institutions, indicators of time and place, phrases expressing high level or
beneficial quantity), the realization of authority appeal is language-specific and
manifests unevenly. Based on the results obtained, it is recommended that in
educational advertisements, the verbal means of authority appeal should be
chosen appropriately according to the language. The analysis carried out may
provide some references for educational institutions to develop more effective
advertising.

Keywords: advertising; promotional strategy; tactic; authority appeal; linguistic
means.

Advertising is an activity for communicating information and promoting
awareness. It is a means of disclosing relevant data to the public open g buyers
to consume goods or services for a certain amount of money. In order to
achieve the purpose of spreading information and stimulating purchase,
advertising texts use promotional strategies. Promotional appeal refers to the
point that is emphasized in the advertisement of a product or service, trying to
persuade or impress the reader, which reflects the whole advertising strategy
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and is often the key to the success or failure of the advertisement. According to
different pragmatic perspectives, promotional appeal can be further divided into
different categories: emotional appeal, rational appeal, authority appeal, value
appeal, etc. They can be viewed upon as different tactics under the overall
advertising strategy. The proper use of specific tactics can increase the
promotional appeal of an advertisement in order to achieve the ultimate goal of
getting consumers to buy goods. Naturally, different types of advertising texts
often use different advertising appeals. The analysis in this paper is devoted to
authority appeal in educational advertising texts.

Authority appeals are those in which the person making the claim cites
methods such as authoritative opinions or authority figures as evidence to
support the argument in order to gain the reader’s trust and thus reach the
ultimate goal of the discourse. According to T. Leeuwen, authority appeals are
found in a variety of forms: expert authority, role model authority, personal
authority, impersonal authority, the authority of tradition and the authority of
conformity. In different types of discourse, authority appeals also have different
manifestations. In political discourse, influential public and political figures,
“universal values, authoritative media, public opinion and authoritative
politicians of competing parties” are considered as “authorities” [1, p. 96]. In
scientific texts, “the tactics of ‘authority appeal’ is used by the author to increase
the credibility of scientific work” [2, p. 59]. In pedagogical discourse, however,
authority appeal is generally made “by reference to the authority of tradition,
custom and law, and of persons in whom institutional authority of some kind is
vested” [3, p. 92]. The authority appeal in religious texts “serves to confirm the
truth of the statement and acts as a reference to the primary source” [4, p. 110].
It has been proven that this advertising tactic is very effective. “Reference to
authority automatically strengthens the speaker’s position in the eyes of the
recipients, reduces the fire of possible criticism to a minimum, and, by means of
vivid expressions and linguistic imagery, increases the expressive power of the
speech as a whole and is a kind of language economy technique” [5, p. 39].

Since educational institutions appear to have an authoritative image in the
public eye, authority appeal is widely used in a large number of texts advertising
educational institutions and services. The analysis of authority appeal in ads can
help educational institutions to determine effective advertising strategies and
improve promotional appeal. In politics, “an analysis of the ‘authorities’ to which

446



a politician appeals makes it possible to clearly identify those voters whose
support the politician hopes to gain” [6, p. 93]. Similarly, an analysis of the
authority appeal in the sphere of education can help educational institutions
clearly identify the groups of students they want to acquire.

In addition, authority appeals can have an impact on readers’ values. “It is
the logical method of ‘authority appeal’ that is currently the most relevant for
the formation of the value chain in all spheres and types of modern culture” [7,
p. 34]. The use of authority appeal can help readers generate new perceptions
of value. “Authoritative institutions are sources of knowledge external to the
sender and receiver and can be credible or relative” [8, p. 72], but readers will
often perceive them as objective and more trustworthy as a third party. Thus the
use of authority appeal in educational advertising is common and deemed
persuasive.

When using authority appeal, the most common method is to mention an
expert, an authority figure, an institution, a well-known fact, or an indisputable
fact in the ad. Even though the figure or institution may not be authoritative
enough and the facts mentioned may not be necessarily objective and true,
advertisers often use this ploy in the ad to give the reader a sense of authority.
The reason is that “a dubious statement attributed to a supposedly authoritative
entity looks pretty convincing and discredits competitors in the eyes of the target
audience” [9, p. 235]. Apart from this, advertisers use some numbers (top ten,
first, only one, etc.), some superlative adjective (the biggest, the best, the most
advanced, etc.), and some words that indicate time and location (American,
ancient, all-European) to create an authoritative image of the product in order
to fill the reader’s consciousness and thus facilitate the purchase behavior.

Comparative analysis and quantitative analysis methods are used in this
paper. Quantitative analysis method helps to determine the number of words in
each semantic group used for the realization of authority appeal tactic in the ads
published by educational institutions and services. Comparative method helps to
identify similarities and differences of linguistic means used in Chinese-,
English- and Russian-language ads published by educational institutions and
services. Within each part of speech (nouns, verbs, adjectives and numerals),
words are further divided according to the semantic meaning they convey. It is
worth mentioning, though, that the translation is based on semantics and the
paper considers only the part of speech in the original language. Thus, the parts
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of speech in the original text and translated version may not coincide. The
analyzed material of this paper is selected from online advertising platforms and
websites of educational institutions in China, the UK and Belarus. Twenty ads
are selected for each language. Some examples from the texts under
consideration will be provided below.

First, let’s focus on Chinese-language ads. HZIAZEELL/IE. EEHTER
ZZAF ‘Chengdu University is a key constructional university in Sichuan

Province and Chengdu City’. In this example, the nouns Z4///& ‘Sichuan
Province’ and gt#57 ‘Chengdu City’, which denote geographical location, and

the adjectives Zm#iZ ‘key constructional’, which denote high quality

semantics, are used together to describe the advertised Chengdu University. Z
KL, JRF1896 ‘Old and famous school, originated in the year 1896’. The
nouns Z##&# ‘old and famous’ and the year 1896 state the time, while the

verb JRF ‘originated in’ reflects its relationship to the long history. F# &M<
HIXBAZE, MXIC—BEF FLT721607ZF# ‘The Wenon Stone Room,
which started the educational trend, has come all the way from the Han Dynasty
and has gone through 2160 years’. In this ad, the adjective F&EENSHI
‘started the educational trend’ reflects the semantics of advancement, the nouns
X1t ‘Han Dynasty’ and 2160 7~&# ‘2160 years’ state the long history of this
educational institution, while the verbs —#&Z 3 ‘come all the way’ and Ei7 7

‘has gone through’ reflect the meaning of continuous development.

After analyzing the selected 20 educational ads in the Chinese language, the
classification of verbal means according to part of speech and semantics is as
follows.

1. Nouns and noun phrases.

A. Names of authoritative subject: &7 2/7 ‘Department of Commerce of
the province’, ER X 8#E Provincial Civilized Campus’, # &S ‘Ministry of
Education’, &A% ‘Comprehensive University’, &2/ ‘full-time teachers’,
E 4 1#1+ 2112 ‘teachers with PhD degree’, MR RZ4 EE L) AEZ R
‘Summer Universiade Athlete Village’, /&4 ‘Tsinghua University’, #4727k ‘the

Water of Life’, &7 ‘sage’.
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B. Time and geographical area: &Z ‘Nation’,24///2& ‘Sichuan Province’,
BEES# ‘Chengdu City’, Z#E£E# ‘old and famous school’, FZM#A long
history’, X/t ‘Han Dynasty’.

2. Verbs and verb phrases.

A. Relationship with authoritative subject: &/ ‘directly under’, &%
‘according to law’, LUFE ‘with quality’, #/&7# ‘layout in’, JEF ‘originate in’, 4
& ‘out of .

B. With developmental meaning: &7Z ‘seek virtue’, K47 ‘seek knowledge’,
KEHE ‘seek truth’, &8 ‘sign’, 5 “for glory’, &% ‘from ancient times to the
present’, #FH# ‘to carry forward the glory’, —Z &% ‘come all the way’, EZ 7

‘has gone through’.
3. Adjectives and adjective phrases.
A. High quality and advancement: —j ‘first-class’, &2 ‘highest’, Z&/fF

#t# ‘provincial government approved’, K E&F& 547 ‘filed by the Ministry of
Education’, £&EZsZ ‘national key’, “W—;7"#Z1% ‘Double first-class
constructional’, E#&1¢ ‘key constructional’, F K ‘high-level’, #FFHZE

‘research-oriented’, # & Z &7 ‘the top of education’, FHEM TH) ‘started the

educational trend’.

B. Indicating range: Z49/// & # ‘the first batch of Sichuan Provence’, #/Z7
Z8F9 ‘in Western China’, F£ ‘North’, & ‘South’.

4. Numerals and numeral phrases.

A. Indicating quantity: Z#H53505 ‘area of 5350 acres’, F4%#£3.6675
‘36,600 students’, Ft417 ‘41 majors’, H#1431Z ‘size of 14.3 billion Chinese
Yuan’, 397EZXMMEX ‘39 countries and regions’, 1528F&E# ‘152
universities’, Z{F2237* 223 projects’, 1632 ‘1632 people’, #800A ‘nearly
800 people’, FEZAF ‘100 years of academic institutions’, 123E 7 F4£25 123
years of schooling experience’, F# thousand years’, 21607 Z&# ‘2160 years’.

B. Indicating level: AZ€ ‘Class A’, 531/ ‘the 31st’.

Next, we turn our attention to some examples in English-language ads. Our
staff have been awarded 29 National Teaching Fellowships. The verb have been

449



awarded indicates that it has gained recognition, while the numeral 29 National
Teaching Fellowships reflects the number of awards received. The University of
Glasgow has been recognized for its world-leading research and the positive
impact it has on society, by the Research Excellence Framework (REF). In this
example, the verb has been recognized reflects the university’s strengths in
research and impact, the adjectives world-leading and positive also reflect these,
while the noun the Research Excellence Framework (REF) indicates the
recognition of the university by the authority. Top 10 in the world. The numeral
top 10 reflects excellence, and the noun in the world magnifies the scope of this
excellence.

As regards the selected 20 English-language educational ads, the groups of
verbal means according to part of speech and semantics are as follows.

1. Nouns and noun phrases.

A. Names of authoritative subject: colleagues worldwide, in the Times
Higher Education (THE) World University Ranking, the 2014 Research
Excellence Framework, official UK-wide assessment, a world leader in higher
education, Research England, Birmingham 2030, the QS World University
Rankings (2023), Queen’s Anniversary prize, the Research Excellence
Framework (REF), REF 2021.

B. Time and geographical area: in the English-speaking world, in the UK,
in the UK, in the world, in the UK.

2. Verbs and verb phrases.

A. Relationship with authoritative subject: collaborate with, is nationally
funded, have been awarded, has been recognized.

B. With developmental meaning: has been producing, has pioneered
change.

3. Adjectives and adjective phrases.

A. High quality and advancement: world-leading centre, world-leading
research, a rich academic heritage, the world’s leading universities, world-
leading research, the positive impact, world-leading research.

B. Indicating range: the oldest university, the largest volume of, a
distinctive and personal, first civic university, the only UK institution, the first
true civic university, a greater proportion of.

4. Numerals and numeral phrases.
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A. Indicating quantity: nine centuries of continuous existence, for 800
years, since 1836, 25 Nobel laureates, in 1583, three times, 29 National
Teaching Fellowships.

B. Indicating level: ranked first in the world, one of the four ancient
universities, the top 50, ranked 92nd, top 10, Ist.

Last, let’s analyze authority appeal in some Russian-language ads.
benopycckuli  2ocydapcmeeHHbIli  yHusepcumem  A8iAemcsi  OOHUM U3
opeaHu3zamopos Espa3ulickoli Accoyuayuu YHusepcumemos ‘The Belarusian
State University is one of the organizers of the Eurasian Association of
Universities’. Here, the nouns opzaHuzamopsi (organizers) and Espasulickas
Accoyuayua YHusepcumemos ‘Eurasian Association of Universities’ reflect the
authoritative status of the university. bI'Y sowen 8 1% ny4wux s8y3os mupa! ‘BSU
entered the top 1 % of the best universities in the world!”. The verb sowen
(entered) reflects the development and progress of the university, the numeral
1 % reflects the authoritative status, the adjective nyqswue ‘the best’ reflects the
quality, and the noun mupa ‘in the word’ reflects the breadth of its authority.
BIMY - Beoywuli 6enopycckuli meduyuHckuli yHusepcumem ‘BSMU - the
leading Belarusian medical university’. In this example, the university refers to
its advancement and authority by using the adjective sedywudi ‘leading’.

The analysis of the selected Russian-language educational ads revealed the
following groups of verbal means of authority appeal.

1. Nouns and noun phrases.

A. Names of authoritative subject: opeaHusamopesl  ‘organizers’,
Espasulickas  Accoyuayua  YHusepcumemos ‘Eurasian  Association  of
Universities’, nodzomoska cneyuanucmos ‘training specialists’, CATT/ 8
A3bIkosol nape «pycckuli — kumatickuli» ‘CATTI in the language pair “Russian —

”

Chinese”’, 8y3os8ckue peno3umopuu ‘university repositories’, LllaHxalickuli
npeomemnyli pelimuHe no ¢usuke ‘Shanghai Physics Subject Ranking’,
HayyHblli  nudep ‘academic leader’, yyacmHuk ‘participant’, muposoe
meduyuHcKoe obpasosamenbHoe coobwecmso ‘the global medical education
community’, 6a3o8as opeaHu3zays ‘a key organization’, sudep ‘leader’,
MHcmumym KoHgbyyusa no Hayke u mexHuke ‘Confucius Institute for Science
and Technology’, nudep 8 obnacmu sA3bikosozo obpasosaHusa ‘leader in

language education’, onumnulickuli needecman ‘Olympic podium’, uwreHsi
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HayuoHanbHbIX u cbopHbix KomaHo benapycu ‘members of national and national
teams of Belarus’.

B. Time and geographical area: Pecnybnuka benapycb ‘Republic of
Belarus’, Bocmo4Hnaa Espona ‘Eastern Europe’, benapyce ‘Belarus’, Mup
‘world’, 2ocyoapcmea-yyacmuuku CHI ‘CIS countries’, nocmcosemckoe
npocmpaHcmso ‘post-Soviet space’.

2. Verbs and verb phrases.

A. Relationship with authoritative subject: ¢pyHrkyuoHuposams ‘operate’,
npoyHo ydepxusams nepedosslie nosuyuu ‘to be firmly in the forefront’.

B. With developmental meaning: cmame ‘become’, npedcmasumsb
‘present’, solimu ‘enter’, seinycmums ‘release’.

3. Adjectives and adjective phrases.

A. High quality and advancement: sedywuli HayyHblIl, obpa3osamenbHbil,
UHHOBAYUOHHbIG u KynemypHblli yeHmp ‘a leading scientific, educational,
innovative and cultural center’, ayqwuli ‘best’, sedyuwee y4ypexoOeHue ‘leading
institution’,  3acnyxeHHbIl  MexOyHapoOHbIli asmopumem U  Npu3HaHue
‘deserved international prestige and recognition’, sedywudii sy3 8 ompacnu ‘the
leading university in the industry’.

B. Indicating range: kpynHeliwuli yenmp ‘largest center’, eduHcmseHHblli
‘the only’, kpynHele u cmapeliwue 8y3bi ‘the largest and oldest universities’.

4. Numerals and numeral phrases.

A. Indicating quantity: 6onee 200 moic ‘over 200K’, 6onee yem 3a 80-
nemxroro ‘more than 80 years’, nooHumanucb b6onee cma namudecamu pas
‘have risen more than one hundred and fifty times’, 569 yyawuxca sy3a ‘569
students at the university’.

B. Indicating level: nepsaa 8 mupe ‘Ist in the world’, 2 8 mupe 2nd in the
world’, T %, Ton-300 ‘Top 300’.

The data above are counted, and the resulting statistical chart is as follows
(fig. 1). In this chart, each set of bars in the horizontal coordinates represents a
semantic group, in order: words stating names of authoritative subject, words
stating time and geographical area, words embodying the relationship with
authoritative subject, words with developmental meaning, words expressing high
quality and advancement, words indicating range, words indicating quantity, and
words indicating level. The numbers in the vertical coordinates represent the
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number of occurrences of each semantic meaning in the 20 examples of each
language analyzed.

It can be seen that authority appeal is a commonly used tactic in Chinese-,
English- and Russian-language educational ads. All the three languages will use
the same groups of verbal means implementing authority appeal as a tactic,
such as words with the semantic meanings of authoritative subject (person or
institution), time and geographical area, high quality, high level and beneficial
quantity. Another commonality is that each language prefers to employ nouns
with authoritative semantics. Of all the phrases analyzed in the three languages,
nouns account for 27.7% of means of authority appeal in the Chinese language,
32.6% in the English language, and nearly half (48.2%) in the Russian language,
which in all cases exceeds the usage of other parts of speech.

There are also differences in the manifestation of authority appeal in the
three languages. In the Chinese language, nouns expressing the names of
authoritative subjects (16.9%), adjectives expressing quality and advancement
(18.5%), and numerals expressing quantity (20%) are more frequently used,
while adjectives indicating range (6.2%) and numerals indicating level (3.1%) are
less frequently used. In the English language, the most used are nouns
expressing the names of authoritative subjects (22.4 %), the least used are verbs
expressing developmental meanings (0.41%), while the distribution of other
semantic groups of words is more balanced. And in the Russian language, the
most used are nouns expressing the names of authoritative subjects (36.5 %),
followed by nouns expressing time and geographical scope (17.3%), while all
other semantic groups of words and parts of speech are used less often.
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Figure 1 - Quantitative analysis of verbal means of authority appeal

It can be concluded that educational institutions are often successful in
developing advertising text containing authority appeal as a tactic due to the use
of such verbal means as nouns that express the semantic meaning of
authoritative person, institution, time and place, etc. The persuasive potential of
these semantic meanings brings authority appeal to the entire advertising.
Adjectives expressing the semantics of quality and range and numerals
expressing the semantics of quantity and level are also powerful means of
authority appeal. Verbs, on the other hand, are mainly used to express a
relationship with authority, and these linguistic means are not abundant, thus
their pragmatic power can be deemed relatively weaker.

Educational institutions can use the tips above as a basis for developing
advertisements that are able to enhance their overall promotional appeal and
thus achieve the result of changing consumers’ purchase behavior as
appropriate.
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BEPBAJI3ALLUA TAKTUKU ANENAUNU K ABTOPUTETY B PEKJIAME:
KOHTPACTUBHbIN NOAXO[N,

YMAO JIMHbLU3AH

AcnupaHm kaghedpbl peyesedeHUA U meopuu KOMMYHUKayuu
yypexderusa obpasosarus «MuHckuli 2ocydapcmseHHbili
NUH2BUCMUYECKUL yHUBEpCUMem»

anekmpoHHana noyma: brandon.zhao@yandex.by

Peknama aBnseTca CBA3YIOLLMM 3BEHOM MEXKAY NPEANPUATUAMN U NoTpebuTenamu, a
obuiaa cTpaterus NpoOABUMEHWA  BbICTYyNaeT  KNOYeBbIM  (PakTOpOM,  KOTOpbIi
onpepenAeTt, CMOXET N peknama Bbi3BaTb 0f0bpeHuUe noTpebuteneit u ctumynuposatb
nokynku. B HacToAwlel paboTe B KauyecTBe mMatepuana UCCNEAOBaHWA paccMaTpuBaETCA
peknama obpasosaTtenbHblx ycnyr. bBbinv  oTobpaHbl coobuieHus, onybnukoBaHHble
OHnaiiH obpasoBaTenbHbiMM opraHusaumamm Kutaa, Benukobputanum u bBenapycu. C
Lenblo BbIABNEHUA A3bIKOBbIX CPEACTB, peanusyloLux TakKTUKY anennAauum K aBTopuUTeTy
B KMTaliCKOA3bIYHOW, aHrNOA3bIYHOW M PYCCKOA3bIYHON pekname obpa3oBaTeNbHbIX
yYpemKaeHUidA M yclyr, WCMOMb30BaNUCh KOMUYECTBEHHbIN aHanu3 U CpaBHUTENbHbI
meton. B TO BpemAa Kak BO BCeX aHanM3MpyeMblX PeKMNamHbIX TEKCTax BCTPevaroTcA
CXOfHble CEMaHTUYECKWNe Tpynnbl CNoB (Hanpumep, UMeHa aBTOPWUTETHBIX UL, U yUpex-
JeHUil, ykaszaTenn BpemeHun U MmecTta, opasbl, 0603HaualoL e BbICOKUIA YpOBEHb Yero-
nmMbo MnM BbIFOJHOE KOAWYECTBO), anennAuMs K aBTOpUTeTy cneuudpuyHa B Kamjaom K3
Tpex Msyyaemblx A3blKOB B CMIy HepaBHOMEPHOro pacnpefeneHus sepbanbHbIX CPEACTB.
[MonyyeHHble pesynbTaTbl CBUAETENLCTBYIOT, YTO LNA peknambl obpa3oBaTenbHbIX ycnyr
uenecoobpasHo BblbupaTb BepbanbHble cpefcTsa anennAUMKM K aBTOPUTETYy COOT-
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BETCTBEHHO A3bIKy. [IpoBefeHHblil aHanus No3BonAeT CHOPMYIMPOBaTL peKoMeHaaL UK
Ana obpasosaTtenbHbIX yupemeHuil no coctaeneHnto Gonee spheKTUBHBIX PEKNAMHbIX

COODOLLEHMIA.
Knrouesbie cnosa: pexinama, cmpamezus npodBUMEHUA, MAKMUKA, anemayua K
asmopumemy, A3bIKO8bie cpedcmaa.
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