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Abstract

This article explores the use of prepositions in advertising discourse, analyzing their
morphological, syntactic, and pragmatic functions in persuasive language. Drawing on theories
from linguistics and discourse analysis, it examines how prepositions contribute to spatial,
temporal, and relational framing in ads, enhancing persuasion and consumer engagement.
Examples from English-language advertisements are dissected to highlight patterns, challenges
in classification, and their role in modern marketing strategies. The study is supplemented with
contemporary research, emphasizing prepositions' impact on discourse coherence and ideological
implications in advertising.
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Introduction

In the realm of advertising discourse, language serves not merely as a medium of
communication but as a strategic tool for persuasion and influence. Prepositions, often
overlooked as minor grammatical elements, play a pivotal role in constructing meaning,
establishing relationships, and guiding consumer perceptions.[5] This article delves into the
intricate use of prepositions within English-language advertising, tracing their historical and
theoretical underpinnings while providing a contemporary analysis. Drawing from scholars such
as Leech (1966) and Cook (2001), we explore how prepositions facilitate spatial, temporal, and
causal connections that enhance the persuasive power of ads.[6]

Advertising discourse is characterized by its brevity, creativity, and intent to evoke action.
Prepositions like "in," "on," "for," and "with" are instrumental in creating compact yet impactful
phrases that resonate with audiences.[7] For instance, in slogans such as "Think Different" by
Apple, implicit prepositional structures underpin the relational dynamics between the consumer
and the product.[8] This study aims to classify prepositions in ads, analyze their functions, and
address classification challenges, ultimately highlighting their contribution to discourse
evolution.[9]

Theoretical Background
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The study of prepositions in linguistics dates back to structuralist approaches, where they
were viewed as relational markers in sentence structure.[10] In discourse analysis, particularly in
advertising, prepositions are examined through frameworks like Critical Discourse Analysis
(CDA) and Relevance Theory.[11] Fairclough (1992) argues that prepositions in ads often
embed ideological assumptions, subtly influencing consumer ideology.[12] For example,
prepositional phrases can presuppose benefits, as in "For a better tomorrow," implying a causal
link between the product and future improvement.[13]

From a pragmatic perspective, Sperber and Wilson's Relevance Theory (1986) posits that
prepositions optimize relevance by minimizing processing effort while maximizing contextual
effects.[14] In advertising, this manifests in efficient phrasing that aligns with consumer
schemas.[15] Historical classifications, such as those by Quirk et al. (1985), divide prepositions
into simple (e.g., "at," "by") and complex (e.g., "in front of"), which are adapted in ads for
stylistic effect.[16] Contemporary research, including Geluso (2022), extends this to phrase
frames like "on the * of," prevalent in persuasive texts.[17]

Classification of Prepositions in Advertising Discourse

Prepositions in advertising can be classified based on their semantic roles: spatial, temporal,
causal, and instrumental.[ 18]

Spatial Prepositions

Spatial prepositions (e.g., "in," "on," "at") dominate ads by creating vivid imagery and
positioning products within consumer lifestyles.[19] In Nike's "Just Do It," the implicit "in" (as
in "in your shoes") spatializes action, fostering identification.[20] Ahmad (2025) notes that such
prepositions in visual-linguistic ads enhance coherence between text and image, as seen in
"Beauty begins with pearl white."[21] Challenges arise in classification when spatial prepositions
overlap with metaphorical uses, leading to ambiguity that advertisers exploit for engagement.[22]

Temporal Prepositions

Temporal prepositions (e.g., "before," "after," "during") underscore urgency and
transformation in ads.[23] Slogans like "After a long day" in beverage ads use "after" to evoke
relief, presupposing consumer fatigue.[24] Shah (2024) analyzes Pakistani ads where temporal
prepositions in phrases like "in time of need" employ emotional appeals.[25] Modern digital ads
amplify this with dynamic timing, as in "Buy now for tomorrow."[26]

Causal and Instrumental Prepositions

Causal prepositions (e.g., "because of," "due to") and instrumental ones (e.g., "with," "by")
link products to outcomes.[27] In "Powered by innovation," "by" instrumentalizes abstract
concepts, per Pang (2023).[28] These often blend with presuppositions, assuming causality to
persuade subtly.

Analysis of Examples from Advertising
Examining real-world examples reveals prepositions' persuasive efficacy. In Coca-Cola's

"Open Happiness," "open" implies "with," creating an instrumental relation.[1] This aligns with
Onen (2015)'s findings on redundant prepositions in ELF ads for emphasis.[2] Another case is
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McDonald's "I'm Lovin' It," where implicit "in" (as in "in the moment") temporalizes
enjoyment.[3]

In luxury ads, like Rolex's "A Crown for Every Achievement," "for" causalizes success,
embedding ideology.[4] Digital ads, such as Amazon's "Delivered in a day," use "in" to
temporalize efficiency, reducing perceived barriers.[5] Challenges include overgeneralization,
where prepositions like "of" in "The best of both worlds" create vague relations, per Vestergaard
and Schroder (1985).[6]

Ideological and Pragmatic Implications

Prepositions in ads often carry ideological weight, reinforcing consumerism.[7] CDA reveals
how "for you" personalizes, implying exclusivity.[8] Pragmatically, they enhance coherence, as
in phrase frames analyzed by Geluso (2022).[9] In multicultural contexts, ELF variations lead to
innovative uses, like redundant prepositions for clarity.[10]

Modern trends, influenced by social media, see prepositions in hashtags (e.g.,
"#ForTheWin"), blending syntax with digital discourse.[11] This evolution underscores
prepositions' adaptability in global advertising.[12]

Conclusion

Prepositions are foundational to advertising discourse, enabling concise, persuasive
constructions that shape consumer perceptions.[13] Their classification reveals overlaps in
spatial, temporal, and causal roles, with challenges stemming from ambiguity and ideological
embedding.[14] Drawing from historical (Leech, 1966) and contemporary (Ahmad, 2025)
research, this analysis highlights their role in discourse coherence and evolution.[15] Future
studies should explore prepositions in Al-generated ads and cross-linguistic comparisons to
further elucidate their impact.[16]
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