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1 INTRODUCTION 
 

Even though gambling can nowadays be practiced legally, it remains a controversial 

industry. The business is subject to many restrictions, especially with respect to 

advertising its products, and the advertisements that get published or broadcast have 

been criticised for the unbalanced imagery that emphasises winning, continuous fun 

time, social prevalence, personal transformation and fulfilment of dreams in a way 

that may contribute to the social problems caused by gambling. Gambling 

advertising and promotion have been examined to some extent in social and 

behavioural sciences in terms of the dominant master messages, but it seems that the 

subject has seldom been approached from a linguistic point of view, even though 

language is one of the main vehicles for conveying impressions and exerting 

influence. In essence, then, an attempt is made in the present study to offer some 

observations on the promotional discourse of gambling through a linguistic frame of 

reference, thus expanding on the social-scientific research. Within linguistics, the 

thesis could also be seen as contributing to the research on promotional and digital 

genres as well as stimulating interest in the topic of gambling in socially-oriented 

language disciplines and raising issues hopefully to be explored further in subsequent 

studies.  

Much of the research on gambling promotion has been conducted in Canada where 

the criticism towards the governments’ involvement in the gambling industry (see 

e.g. Marfels 1998; Cambell & Smith 2003; Miedema 2012) is likely to have provided 

motivation to address the topic. Research papers concerned with the imagery of 

gambling promotion in Canadian media by McMullan & Miller (2008, 2009, 2010) 

and Sklar & Derevensky (2010) serve as the initial spur for writing the present thesis, 

but the theoretical and methodological considerations here are rather different: this 

study adopts an approach more typical of humanities and linguistics by utilising 

discourse analytical tools to examine the language used by eight international 

gambling companies.   

Although the majority of online casinos target an international audience, they tend to 

face restrictions or a complete prohibition to advertise in their target countries via TV 

and print media. Therefore, much of their promotional activity has to remain online, 
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and the analysis here focuses directly on the language of gambling websites. The 

thesis builds on previous findings in gambling studies in terms of the promotional 

themes that have surfaced and draws on theories of persuasion to analyse the 

discourse on casino platforms. Persuasion is adopted as the theoretical perspective 

because the pursuit of persuasive objectives can be regarded as intrinsic to 

promotion. Linguistic operationalisation of persuasion is mainly based on the 

categorisation scheme provided by Hyland (2005) within the framework of 

metadiscourse as well as the resources offered by Janoschka (2004) and Simpson 

(2001) in the domain of advertising language. Furthermore, the genre model 

proposed by Askehave & Nielsen (2005) is utilised to take into account the 

characteristics of the digital medium. With these tools the dataset will be analysed by 

conducting a qualitative discourse analysis in order to describe the general language 

use in the promotional material. The primary intention of the study is to find out how 

online casino companies try to persuade people to gamble on their site; this is done 

by exposing the themes that underlie the discourse and by examining what the role of 

language and the digital medium is in the process. Due to the social and ethical 

issues related to gambling, there has sometimes been a tendency to approach the 

topic with a somewhat prescriptive voice in the previous literature. While the present 

study does take into account the sensitive social circumstances during the analysis 

and discussion, it seeks to be mainly descriptive without intending to argue for the 

true force of the messages or to make value judgements on whether the promotional 

themes are necessarily harmful or not. The main research questions that the study 

aims to answer can be summarised as follows: 

1. What seem to be the main promotional themes on the casino websites? 

2. What kind of linguistic persuasion strategies are used to realise the themes? 

3. How does the digital medium shape the use of these linguistic strategies?   

 

Section 2 inducts the reader into the topic by first reviewing the existing social 

context and then introducing the theoretical principles of the study. 

Section 3 presents an overview of the data and its collection process as well as a 

breakdown and justification of the research methodology.   

Section 4 is reserved for the analysis of the data; this includes an examination of the 

promotional themes, their linguistic realisations as well as an exposition of the 
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rhetorical features of the web medium. Sets of examples are presented to illustrate 

relevant aspects of the discourse. 

Section 5 provides a more in-depth discussion on what surfaced in the analysis, how 

this relates to the persuasive objectives of the texts, and how compatible the findings 

are with previous studies on the promotional and social aspects of gambling. Finally, 

Section 6 concludes the study by summarising the main points made during the 

thesis and recommending further research endeavours.  

The conclusions suggest that many of the central promotional messages resemble 

those found in previous research, but the study also brings forward other aspects such 

as the emphasis laid on security and the preoccupation with progress and 

improvement of one’s status in the player hierarchy. Language seems to play an 

important part in the promotion as certain linguistic features create a personal, 

evaluative, emphatic and assertive tone, thus producing discourse that makes use of 

the three classic modes of persuasion, especially the appeals of ethos (credibility) and 

pathos (affect). The properties of the web environment also make it possible to 

involve the reader in particular ways and to present more extensive support for 

arguments. 

 

2 BACKGROUND  
 

This chapter reviews the background literature for the present study. The aim of 

section 2.1 is to lay the foundations for the discourse surrounding gambling and its 

promotion by introducing some previous findings in gambling studies and describing 

the general social context. Section 2.2 focuses on the theoretical concepts that form 

the basis of the study, namely persuasion and its linguistic manifestation. 

 

2.1 DISCOURSE OF GAMBLING 
 

Prevalent attitudes towards gambling have varied during different time periods and 

from culture to culture. While risk-taking is often viewed as something inherent in 

human nature (Ferentzy & Turner 2013: 6), the practice of gambling has 
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incorporated notions of both vice and virtue. In the contemporary Western culture, 

gambling may be viewed as a legitimate and acceptable leisure activity for people of 

legal age, however, the awareness of the harms of excessive gambling is also higher 

than before, and much of the gambling research focuses exclusively on problem 

gambling and its prevention (e.g. Ladd & Petry 2002; Nower & Blaszczynski 2010; 

Yani-de-Soriano et al. 2012; Ferentzy & Turner 2013; Walker et al. 2014). Media 

has naturally shaped the general discourse, and some studies have examined how 

discourse concepts have changed over time. Humphreys (2010) found that the 

discourse of casino gambling in American newspapers between 1980 and 2007 

included a shift from the semantic categories of purity and filth to those of wealth 

and poverty and finally to the concepts of corruption and tax-cycling, eventually 

legitimising the consumption practice.  

Similarly in Britain and Canada, studies have suggested that the discourse has moved 

from viewing gambling as a “sin” or “vice” to viewing it as an acceptable form of 

entertainment when enjoyed in moderation (Campbell & Smith 2003: 122). 

Excessive gambling is now, however, regarded as a “disease” (ibid.). As a study by 

Brooks (2012) shows, media campaigns are able to mould public opinion on 

gambling and its harmfulness, and it appears that the image of gambling as 

detrimental is still a powerful one. So powerful in fact that people are ready to 

oppose more liberal legislation on casinos, and plans for new policies can be 

thwarted by public outcries (see Brooks 2012; Doyle 2012). Public prevalence 

surveys have indicated that while most people would not take away the individual’s 

right to gamble, the prevalent public attitude seems to regard gambling as causing 

more harm than good for society (Wardle et al. 2011; Smith et al. 2011; Lutz & Park 

2014). 

In addition to the press, commercial marketing and advertising can have an impact 

on how gambling is perceived. Studies on gambling promotion suggest that gaming 

companies are increasingly trying to represent gambling as a mainstream pastime 

comparable to going to the cinema (McMullan & Miller 2009). With the birth and 

explosion of online gambling, casinos have entered people’s homes, and the Internet 

has provided the gambling industry with new opportunities. The level of convenience 

with which casino gambling may now be practiced is quite different from previous 
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times, which has enabled marketers to capitalise on this accessibility as well as to 

create further strategies to persuade their audience. 

 

2.1.1 Context 

 

Analysing discourse can be understood as studying language in its context (Hyland 

2005: 5). While there is no universal definition for context in linguistics, Fairclough 

(2001), for instance, suggests that in addition to texts themselves, context includes 

the social conditions of production and interpretation. These conditions consist of the 

immediate environment where the discourse takes place (the particular discursive 

context) as well as the wider institutional and societal practices (the larger social and 

cultural context) (Fairclough 2001: 20–21). The way in which people produce and 

interpret texts is affected by the social conditions, and thus it is essential to consider 

them when studying texts. The context of the communication exchange is here 

described in terms of its main participants, i.e. online casinos as text producers and 

casino players as recipients. Some aspects of the medium via which this exchange 

takes place are also discussed. 

Website texts often pose the problem that they do not explicitly state who the author 

is. This is the case here, and it can only be assumed that the texts were produced by 

the company’s content department, but it is impossible to know any further 

characteristics of the writer(s). Nevertheless, the texts represent the whole casino 

company and communicate its views. 

Casino sites were the first form of online gambling to emerge in the 1990s, and 

casino games have been estimated to cover 26-33% of the contemporary online 

gambling market, coming second behind sports wagering products (Gainsbury 2012). 

The overall number of casino sites may be difficult to specify, but the independent 

directory Casino City currently holds profiles of 1,147 casino sites. Most are 

operated by private companies based in so-called gambling jurisdictions. These are 

areas in the world where the conditions are favourable for setting up an online 

gambling business. Basically, the legislation in place is such that it allows for the 

regulation and licensing of online gambling operators and the taxation of gambling is 

relatively low (Ultraplay 2013). Operators can acquire a license by paying a fee to 
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the jurisdiction (Ultraplay 2013). As a result, many offshore gambling companies 

have sprung up, offering their products online to people from various countries.  

Games on casino platforms are games of chance in which the outcome is caused by 

random events. Most games are based on chance alone and any skill that some may 

involve tends to be minimal. Unlike poker that can be played against other players in 

online poker rooms, casino games are played against the casino itself and the games 

always include a house advantage which ensures that casinos keep profiting from the 

games. Basically, a player who keeps playing is bound to lose out in the long run.  

Even though the characteristics of online gamblers cannot be generalised too much 

due to the relative lack of reliable large-scale studies (Gainsbury 2012), online 

gambling operators still have to direct their promotional material to an audience that 

they imagine as having certain characteristics. A likely visitor of a casino website, at 

least the kind of visitor who stays on the site to actually read the texts, is already 

interested in the offerings of the website to some extent since they must have 

navigated their way to the site by typing in the site address or by following a 

hyperlink. Of course, some visitors might be victims of spamming, but they are less 

likely to continue exploring the messages if they are not interested at all.  

Private online casinos tend to cater for a wide, international audience. Current 

findings in general suggest that the average Internet gambler is likely to be male, 

relatively young (less than 40 years of age), either a student or already with a degree 

and in a professional occupation (Gainsbury 2012). Interestingly, however, according 

to a comprehensive survey including nearly 11,000 online players from 96 countries, 

Internet casino games were typically played by middle-aged (29.5%) women 

(54.8%) (eCOGRA 2007). McCormack et al. (2014) also found female informants 

favouring gambling products like bingo, slot machines and games with large 

jackpots. This would suggest that while Internet gambling in general continues to be 

a male activity, gender distribution among those who play casino games is more 

even. This could be seen as increasing the relevance to study specifically the 

promotion of casino products. 

Binde (2013) has suggested that there are generally five motives for participating in 

gambling; one essential motive and four optional motives. “The chance of winning” 
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is the essential motive that is always involved (Binde 2013: 84). However, Binde 

remarks that the motive might not simply be winning money, but that the chance of 

winning in this case should be perceived as a more multifaceted motivational factor. 

The four optional motives listed by Binde (2013: 84) are “the dream of hitting the 

jackpot”, “social rewards” (communion, competition and ostentation), “intellectual 

challenge” and “mood change” (excitement, relaxation). Studies have found several 

motivational factors for gambling via the Internet. Conventional motives also found 

in land-based gambling are included such as fun, excitement and the opportunity to 

win money, but also factors related to the medium such as convenience (access and 

availability), comfort (home environment), the quick pace of online games, the 

possibility to play multiple games at the same time, the larger variety of games, 

better and more frequent bonus offers, free practice games, and anonymity (Griffiths 

& Barnes 2008; Wood & Williams 2010; McCormack & Griffiths 2010; McCormack 

et al. 2014; AGA 2006).  

Above all, trust in the operator appears to be a crucial determinant in whether a 

person would gamble online. Doubts about the safety of deposits, fairness of games, 

payment of winnings, and legality of websites have been some of the biggest 

disadvantages and reasons to avoid online gambling (Wood & Williams 2010). Other 

disadvantages have included the asocial nature and unauthentic atmosphere of the 

online environment (McCormack & Griffiths 2010). 

What is quite significant in this communication exchange between gambling 

operators and players is the medium. According to Bolaños Medina et al. (2007), the 

communicative situation in which the attempt to persuade occurs on websites is not 

akin to any of the conventional communication types, i.e. direct communication or 

mass media communication. In direct communication, all participants either act 

simultaneously (bidirectional) or one participant acts while the audience is more or 

less passive (unidirectional). In mass media communication, no direct contact 

between the participants exists (Bolaños Medina et al 2007: 76). Persuasion on 

websites does resemble mass media communication in terms of the size of the 

potential audience, but the extent to which the audience can (and is expected to) 

actively participate in the communication is quite different from more traditional 

media such as television or newspapers. The goal of persuasive communication 
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online often seems to be the audience’s immediate action, as best demonstrated in 

online advertising (Janoschka 2004). It could be said that this immediacy is also 

particularly tangible on online casinos where the consequences of the action are 

instantly felt: the funds are debited from the customer’s account and the product is 

ready to be consumed by the customer in a matter of seconds. 

 

2.1.2 Images Conveyed by Gambling Promotion 

 

Certain themes seem to persist in the promotional material of gambling. The majority 

of previous studies on gambling promotion have been concerned with the most 

public and direct means of marketing, namely advertising (e.g. McMullan & Miller 

2008, 2009, 2010; Sklar & Derevensky 2010; Yoong et al. 2013). Advertising of 

gambling products has been described as quite typical of the genre since it 

foregrounds the positive and neglects the negative aspects of the activity (Binde 

2014: 40). At least one study has looked at the promotional elements of gambling 

websites (McMullan & Kervin 2012). Research on the advertising of the traditional 

forms of gambling such as lottery tickets and scratch cards (Sklar & Derevensky 

2010; McMullan & Miller 2009, Yoong et al. 2013) as well as land-based casino 

venues (McMullan & Miller 2010) suggests that there is “a lack of balanced 

imagery” in the messages (Monaghan & Derevensky 2008: 547), and the same kind 

of distorted imagery seems to be present in the promotion of Internet gambling 

(McMullan & Miller 2008; McMullan & Kervin 2012) although as just implicated, 

the promotion of this variety has not yet been extensively studied. 

Since the chance of winning is considered the ultimate motive for anyone to take part 

in gambling (Binde 2013), it is quite rational to find winning as one of the dominant 

themes in most promotional material studied. This “winning ethos” (McMullan & 

Kervin 2012: 634) that prevails in the messages calls attention to “the many chances 

of winning” (ibid.) and depicts “wins, winning and winners” (McMullan & Miller 

2009) in a dramatic way. Another related theme is dream. Players are often invited 

to fantasise about their own big win and visualise all the things they would be able to 

obtain, should they hit the jackpot (McMullan & Miller 2008; Sklar & Derevensky 

2010; McMullan & Kervin 2012). This, in turn, is connected to the theme of personal 
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and social transformation. Lottery adverts frequently portray winning as a life-

changing event that entails an upgrade in social status (McMullan & Miller 2009; 

Sklar & Derevensky 2010), and promotional messages of poker implicate that 

playing poker could be a route to financial as well as social success (McMullan & 

Kervin 2012). There is an emphasis on glamour and excitement which sometimes 

includes sexualised imagery (McMullan & Kervin 2012; McMullan & Miller 2010). 

This picture can also be supported by celebrities endorsing the gambling product 

(McMullan & Miller 2008).  

In contrast to presenting images of glamorous people and images of abundance, 

another tactic is to foreground the ordinariness of the person winning, perhaps 

mixing in some humour. This “regular folks” (Sklar & Derevensky 2010: 545) image 

creates an impression that truly anyone can win. Gambling can be portrayed, on one 

hand, as an exciting, thrilling and fun experience, something out of the ordinary that 

enables the person to retreat and free one’s mind of the humdrum of everyday life 

and, on the other hand, as just another common form of leisure to be engaged in 

whenever and wherever one feels like relaxing. Some promotional messages stress 

the simplicity of using gambling products (Gainsbury et al. 2015) and are likely to 

create an impression of easy money (Sklar & Derevensky 2010).  

A theme that has been increasingly found is normalisation of action (McMullan & 

Miller 2009; McMullan & Kervin 2012). Especially online gambling, which is 

characterised by constant availability and easy access, tends to be touted to 

customers as an activity that is quick and simple to take up, free of the constraints of 

time and place and is in fact an extremely usual form of entertainment in the modern 

world practiced by people from all around the globe (McMullan & Miller 2008, 

McMullan & Kervin 2012, Gainsbury et al. 2015). The messages that stress the 

social acceptability of gambling contribute to its normalisation (Thomas et al. 2012). 

A somewhat worrying finding has also been the prominence that some promotional 

material gives to the role of skill in gambling. Advertisements of games with an 

element of skill such as poker have been found to overemphasise the significance of 

skill and practice in developing into a star player (McMullan & Miller 2008, 

McMullan & Kervin 2012). It would be more worrying to find such references to 

skill in the promotion of games that are characterised mainly or exclusively by 
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chance like casino games are. This has not come up in previous research, but can be 

paid attention to in the present study since the focus here is on casino games. 

 

2.1.3 Risks and Negative Associations 

 

To gamble is defined in the Cambridge dictionary1 as “to do something that involves 

risks that might result in loss of money or failure, hoping to get money or achieve 

success”. Risk, then, is an inherent part of gambling, but in addition to losing money 

due to “bad luck”, there are further risks involved in online gambling. As already 

briefly mentioned, people gambling via the Internet are often concerned about games 

possibly being unfair and that the money is lost as a result of fraudulent activity 

(Wood & Williams 2010). The anonymity of the Internet involves the possibility of 

identity theft, and cheating may occur both on the part of the customer as well as the 

casino, especially if the casino is not properly regulated (Gainsbury 2012). Casino 

sites may sometimes be used for criminal activities such as money laundering 

(Gainsbury 2012). Underage gambling is also more difficult to monitor in online 

environment than at land-based venues. 

Furthermore, a proportion of gamblers display signs of addiction. It has been argued 

that the continuous and fast-paced nature of casino slot games exposes their users 

more easily to compulsive behaviour (Gainsbury 2012). Due to the easy access, 

constant availability and immateriality of the medium, there have been worries that 

people who gamble on the Internet are comparably more prone to gambling problems 

than land-based gamblers (Ladd & Petry 2002, Wood & Williams 2010). Some 

studies have suggested that over a half of online gamblers can be considered to have 

a tendency to problem gambling (Yani de Soriano et al. 2012). While pathological 

gamblers are still a minority, many can be regarded as at-risk gamblers according to 

these studies. The purpose of the concept of responsible gaming that regulated 

gambling companies have to maintain is to try to prevent risky behaviour. For 

example, online casinos are obliged to include prohibition of underage gambling and 

                                                 
1 Cambridge Dictionaries Online, <http://dictionary.cambridge.org/dictionary/british/gamble> 

accessed on 20.2.2015 
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information on problem gambling on their website as a part of responsible gaming 

practice. 

What has made the operation of online casinos ethically questionable is the argument 

that a large proportion of gambling companies’ revenue comes from players who 

gamble in a detrimental manner (Hancock et al. 2008). With the help of online 

databases, casinos might be able to detect problematic play, but they may continue to 

treat these players as loyal customers and induce them with new offers. Of course, 

rewarding regular customers is common practice in commercial industries, and from 

the customer’s point of view, it is also a demonstration of fairness. However, it has 

been argued that the loyalty and “VIP” programmes offered by gambling companies 

do not fit well in the industry that poses the risk of addiction as these promotional 

activities fervently encourage exactly the kind of behaviour that increases the risks 

(Griffiths 2010). Thus, the real social responsibility of online gambling companies 

can be questioned, and the controversial nature of the industry does make it an object 

of many critical views. Yani de Soriano et al. (2012) have concluded that the 

gambling sector is unable to maintain the corporate social responsibility that most 

other industries do. Smith & Campbell (2003) argue that the whole idea of corporate 

responsibility and the current focus on responsible gaming has shifted the attention 

away from the actual ethical issues and the revenue motives of gambling providers. 

An alliance between governments, the industry, therapists, and scholars has been 

formed, and social problems related to excessive gambling are made individual 

problems and “depoliticized”, allowing the industry to carry on and expand (Smith & 

Campbell 2003: 143). 

Moreover, it has been internationally observed that the public opinion towards 

gambling is generally negative. Attitude research in Britain (Wardle et al. 2011), 

Canada (Smith et al. 2011, Omnifacts Bristol 2005), Australia (McAllister 2014) and 

the U.S. (Stern & Pavelchek 2006; Lutz & Park 2014) has indicated that the public 

does not consider gambling to be beneficial for society, and most think that there are 

too many opportunities to gamble. Some of these studies found Internet casino 

gambling, in particular, to be subject to negative perceptions (Omnifacts Bristol 

2005; Smith et al. 2011). However, the public attitudes are still against the complete 

prohibition of commercial gambling. This implies that critics and advocates of 

gambling have to find the middle ground. 
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2.2 THEORETICAL PREMISES 

 

The purpose of this chapter is to introduce the key theoretical concepts that underlie 

this study. Primarily, there is a need to define and explain persuasion and how it can 

be studied in language. The interdisciplinary nature of persuasion cannot be 

overlooked as a large volume of research exists on the concept from a number of 

disciplines such as philosophy, social psychology, communication, and marketing, 

each naturally with their own distinct focus points. Indeed, the study of persuasion 

can be traced back to ancient philosophers; especially to Aristotle whose work 

Rhetoric can be regarded as “the first scientific approach to persuasion” (Perloff 

2010: 27). The chapter begins by discussing the generic characteristics of website 

texts (2.2.1). Then, after first considering persuasion from a broader inter-

disciplinary perspective in 2.2.2., the concept will be explored more closely in terms 

of its meaning in language in 2.2.3.  

 

2.2.1 Websites and Genre 

 

In order to better analyse websites and their persuasive techniques, it might first be 

useful to consider what kind of persuasion seems to be typical of the genre. 

However, this would require that the text genre is somehow recognisable. The online 

texts or hypertexts that are studied here represent digital communication which is 

relatively new, and the genre to which the texts belong might not be self-evident. The 

way in which genre is understood here is based on Swales’s (1990) definition of the 

concept. Swales sees genre as consisting of a group of communicative events that 

have certain communicative purposes. These purposes then influence how the 

structural and stylistic characteristics of the discourse are realised. Swales (1990) has 

illustrated this with a three-level genre model in which the communicative purpose 

occupies the first level. At the second level there is the move structure by which the 

purpose is realised, and at the third the rhetorical strategies by which the moves are 

realised.  

The websites of this study seem to be somewhat variable in terms of genre as a site 

contains several subpages, each of which may display somewhat different purposes, 
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moves and rhetorical strategies. On some pages, the discourse may become very 

close to advertising that Bhatia (2004, 2005) regards as the primary promotional 

genre. On the other hand, other pages may be more peripheral genres in this regard.  

When describing the generic patterns of promotional discourse, Bhatia (2004, 2005) 

suggests that different discourses form genre colonies where promotional elements 

are displayed to varying degrees. The colonies are made up of genres that serve some 

similar communicative purposes, but each of them may also have other purposes and 

contextual features which are not shared by other members of the colony. For 

instance, advertisements, sales promotion letters, job advertisements and book blurbs 

can be considered primary members of the promotional genre colony whereas 

secondary members include such genres as film reviews, grant proposals, annual 

reports and company brochures (Bhatia: 2004: 62). In colloquial language, any text 

that seems to be trying to sell or promote something (a product, an idea etc.) may be 

referred to as an advertisement. However, the casino website texts that are the object 

of study here are not really advertisements since one of the main characteristics of an 

advertisement, according to the academic definition, is that it is communication that 

is paid for: “the message is shared as a result of financial payment” (Woodward and 

Denton 2009, cited in Simons & Jones 2011: 411). Furthermore, it is usually the case 

that advertisements have a limited amount of space available for language whereas 

texts on websites are not similarly affected by spatial constraints. What appears 

plausible, however, is that the genre of the websites is promotional because, most of 

the time, one of the communicative purposes of each page seems to be to present a 

positive evaluation of the company or the product in order to make a profit. This is 

why websites in general can, in fact, even be considered “advertising instruments” 

per se (Janoschka 2004: 44). In other words, websites not only provide a platform for 

online advertisements, but often their raison d’être is to promote a product or service 

as is the case with many corporate websites. Indeed, in a preliminary analysis of 

corporate website index pages, one of the communicative purposes seemed to be the 

creation and consolidation of the company’s image by persuasive means (Askehave 

& Nielsen 2005: 130).   

Of course, websites can have several functions such as providing information, 

entertainment and a means for communication (Janoschka 2004: 44). In terms of 

online casinos, the entertainment function is salient and the informative function is 
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also regularly fulfilled. On one hand, online casinos are similar to corporate websites 

as they also promote a company and its products. On the other hand, they are like 

online shops as they urge the potential customer to purchase their product on the site. 

Unlike the shops that sell material goods, however, they offer a product which is to 

be consumed right there and then in the virtual environment. 

Websites not only display generic variation through the different subpages they 

contain but they also defy the traditional genre model in terms of their medium. 

Texts on a website are not conventional texts; they are hypertexts that are connected 

to each other via hyperlinks. In order to study digital genres, Askehave & Nielsen 

(2005) have proposed a new genre model that takes into account the medium. It can 

be regarded as an extension to the traditional genre model by Swales (1990). In the 

new model, it is crucial that both the text and medium are considered simultaneously 

when dealing with digital genres. The model has two dimensions: one for dealing 

with the reading mode, which corresponds to the traditional way to read texts, and 

another for the navigating mode which refers to the way the reader navigates the site 

and “actively constructs his/her own reading path through one or several sites” 

(Askehave & Nielsen 2005: 127). Web genres are characterised by shifts between the 

two modes, and therefore it is suggested that while the traditional genre model is 

sufficient for a study of the reading mode, an analysis of the navigating mode must 

be conducted separately, and it also has to take into account the links as moves 

(ibid.). 

Askehave & Nielsen (2005: 131–137) demonstrate the generic features in the 

navigating mode by analysing a corporate website’s homepage in terms of its 

purpose, links (moves) and strategies. According to them, in the navigating mode, 

the communicative purpose of the Home page is to provide access to the rest of the 

site. Hyperlinks are the instrument by which this purpose is realised, and so the links 

function as meaningful units akin to the moves in the reading mode. Indeed, 

Askehave & Nielsen argue that the links are important carriers of meaning as they 

indicate how the discourse has been structured. They establish a semantic connection 

between web texts. The links can be generic (high information value) or specific 

(“appetisers” [ibid. p. 135]). On the corporate Home page, generic links are the most 

frequent. They provide access to the main topics of the website and are usually 

visibly situated. Specific links tend to be further down the page and Askehave & 
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Nielsen suggest they function as inducements that are frequently updated and provide 

the reader with interesting previews of the more distinctive bits of information 

related to the company, often short news. They briefly introduce the subject and 

include the link “read more”, inviting the reader to the page of more detailed 

information. So following this analogy, on one hand, generic links are important as 

they include content that the text producer considers to be of primary interest to the 

visitor. On the other hand, specific links make the Home page interesting and thus, 

perhaps, more persuasive.  

The rhetorical strategies used in the navigating mode include both explicit and 

implicit link realisations (Askehave & Nielsen 2005: 137). Explicit links can be 

realised as icons, underlined text, text with colour shifts and meta-text (“read more 

here”). Implicit links require that the reader moves the cursor on the hypertext where 

the link is coded, thus revealing a pointed hand icon or a sub-menu which tells the 

reader that another text can be accessed by activating the link. 

The present study examines the Home page, but also other pages that exist behind 

generic links. It is recognised in this study that both modes, the reading and 

navigating, are essential in digital genres. Although the focus is on analysing the 

texts in the conventional sense as segments of language that are constructed and 

accessed systematically, it should be remembered that some persuasive strategies 

quite possibly rely on the unique features of the web medium like multi-medianess, 

hyperlinks and interactivity. 

 

2.2.2 Concept of Persuasion 

 

Various definitions for persuasion exist. However, a number of them (Halmari & 

Virtanen 2005; Perloff 2010; Simons & Jones 2011; Stiff & Mongeau 2003; Salmi-

Tolonen 2005) seem to include the following statements:  

 

It is a process that involves an intention to affect, strengthen, or change the behaviour or attitudes of others. 

It is a process that involves freedom of choice. 

It is a process that involves the usage of symbols. 

 

In the present study, it is crucial to distinguish intention from success. O’Keefe 

(2002), for instance, has made the claim that persuasion is always successful 
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communication; otherwise it cannot be referred to as persuasion. This implies that 

the reception of the message by the audience must be studied, too, since that is the 

only way to find out whether persuasion actually takes place. Social psychologists 

have created models for a cognitive analysis, and market researchers have specialised 

in measuring consumer attitudes. However, the methodology in this study does not 

enable the author to evaluate the effects of persuasion on the audience. The present 

study only aims at examining the features of the persuasive message. In light of this, 

it might be more accurate to say that this study examines the attempts to persuade or 

persuasion attempts. On the other hand, O’Keefe’s is only one view of the concept. 

Some other scholars maintain that persuasion does not always involve an actual 

change in the attitudes but merely a conscious attempt to influence (Perloff 2010: 12; 

Salmi-Tolonen 2005). 

Although persuasion in a stereotypical sense may generate an image of a skilful 

orator who magically turns disbelievers into believers, persuasion is actually a much 

more complex process that can be seen as occurring at different levels of intensity. 

Miller (1980) recognises three kinds of persuasive processes: processes that shape 

responses, processes that reinforce responses and processes that change responses. 

Persuasion that brings about a change in attitudes can be regarded as the most 

powerful kind of persuasion, and it usually takes time to occur, as demonstrated by 

the length of time it usually takes for societies and their politics to change. For 

instance, the change of attitudes towards African-Americans in the United States 

started with the persuasion practised by the civil rights movement, and gradually 

people’s attitudes changed so that today a much lower percentage has prejudiced 

attitudes towards black people than 60 years ago (Perloff 2010: 25). 

Persuasion that shapes attitudes usually calls for a new kind of stimulus, an object or 

phenomenon, about which people do not know much yet. Consequently, they learn to 

perceive it in a certain way through response shaping. When describing the response 

shaping process, Miller (1980: 16) also uses the term “socialisation”, which in social 

sciences is commonly understood as the process by which people acquire the 

society’s norms and learn to participate in the society. However, this type of 

persuasion also occurs, for instance, in advertising campaigns of a new product that 

attempt to make people perceive the product in a certain way through associations 

(Perloff 2010: 24-25). When the detrimental effects of smoking were not as well 
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understood as they are today, marketers shaped attitudes by associating cigarettes 

with independence and defiance (ibid.). 

Persuasion that reinforces attitudes is commonly found in marketing when 

companies endeavour to appeal to their existing customer base instead of trying to 

gain new customers (Stiff & Mongeau 2003: 7). Marketers recognise that it can take 

more effort to try to convince somebody who might not even be interested than to 

focus on retaining the customers that already use their products. This is also evident 

in online gambling industry where operators run loyalty programmes and offer VIP 

statuses to active players. 

Overall, it is suggested here that the response-reinforcing and possibly response-

shaping processes of persuasion apply more to the context of casino websites than 

response-changing processes. It is less likely that a person who is not interested in 

gambling in the least and initially holds a strictly negative attitude towards online 

gambling would be persuaded by messages on a casino site. It has indeed been found 

that advertising, for example, is not that successful in attracting non-gamblers (Binde 

2014). In comparison, attitudes of a person who is looking for a good site to play on 

and weighting alternatives do not need to be completely transformed. The person 

merely needs to be convinced of the superiority of the site in question compared to 

other online casinos. In addition, there may also be visitors that are unaware of all the 

different casinos available and not yet very familiar with online gambling. They may 

have been lured in because they saw an advertisement and are in need of money or 

casual entertainment. Either way, they probably do not regard gambling as the root of 

all evil, and may be susceptible to response-shaping.  

Persuasion differs from coercion. Some scholars prefer not to make this distinction 

(e.g. Stiff & Mongeau 2003) or might see many persuasive exchanges as indirectly 

coercive (Miller 1980), but usually it is considered that persuasion always includes 

the aspect of voluntariness whereas coercion does not. Therefore, the person who is 

being persuaded has the chance to either accept or reject the ideas imposed on them 

by the persuader. On the other hand, whether an action is in fact carried out 

voluntarily or not can sometimes be open to debate. Using persuasive tactics may be 

seen as an unethical, cunning way to influence others (Mulholland 1994: xv), a way 

that is not condemned wrong or illegal, but that is morally suspicious. The whole 
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issue of whether persuasion always involves voluntariness becomes more apparent, 

for example, when one of the risks relating to online casinos, pathological gambling 

behaviour, is considered. The messages that urge readers to gamble can be seen as 

attempts to persuade the reader to make a voluntary choice to spend money if the 

recipient’s gambling behaviour is largely unproblematic. When a problem gambler 

reads the same messages, the choice to gamble, albeit arguably always is a choice 

made by the person, may be of less voluntary nature. In order to protect certain 

populations, advertising, which might be considered one of the inherently persuasive 

text genres, is subject to strict regulations in the case of gambling products. 

The view that persuasion involves freedom of choice also implies that some of the 

responsibility is shifted to the message recipient. Many scholars indeed maintain that 

persuasion actively engages both the agent sending the persuasive message as well as 

the target receiving it (Halmari & Virtanen 2005, Perloff 2010, Mulholland 1994: 

xvi, Larson 2001, Östman 2005: 199). Persuaders always assume that there is an 

audience for their message, and thus they first have to consider how to most 

effectively appeal to that particular audience. Having considered the wants and needs 

of the audience, persuaders construct the message accordingly. When the audience 

receives the message, they can be seen as responsible for processing it and either 

persuading themselves or not, providing they are capable of independent thinking. In 

the modern world, persuasion in certain domains relies even more on interaction than 

in the past by reason of technological innovations (Perloff 2010: 302, 321; Janoschka 

2004). The Internet enables marketers to create messages that are increasingly 

individualised and behavioural-targeted and that intend to involve the audience in the 

“co-creation of experiences” (Landry et al. 2007). Already a decade ago, Janoschka 

(2004) emphasised the interactive nature of online advertising in which the 

previously passive recipient of mass media messages had been turned into a “user” 

that was invited to actively participate in the formation of message paths. By means 

of interpersonal language use, the recipient started to be treated as an interlocutor 

rather than a target of unilateral communication (Janoschka 2004). 

There is sometimes a tendency to see persuasion first and foremost as an appeal to 

emotions. However, as Miller (1980: 15) notes, in many cases, it is rather difficult to 

make a rigid distinction between emotional and rational messages, and therefore he 

suggests that persuasion is essentially a combination of both appeals. Rational 
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argumentation and emotion were already recognised by Aristotle as two of the three 

components of persuasion although, in his terminology, they were referred to as 

logos and pathos. In addition, Aristotle’s concept of persuasion included ethos which 

denotes the ethical appeal, or credibility and expertise, of the persuader himself or 

herself (Halmari & Virtanen 2005: 5). Social psychologists, in their turn, have at 

times been divided on this issue (Simons & Jones 2011: 68). Some have based their 

theories primarily on a rational actor (e.g. Fishbein & Ajzen 1975), others have 

emphasised the importance of emotion (e.g. Westen 2007). Nowadays, two-system 

theories have gained popularity (Simons & Jones 2011: 69). These theories consider 

both careful reasoning and more unconscious, even automatic, responses as factors in 

persuasion depending on the circumstances and maintain that there are essentially 

two routes by which persuasive messages are processed. One such two-way system is 

Petty & Cacioppo’s (1996) Elaboration Likelihood Model according to which 

persuasive messages can be processed via a central route and a peripheral route. In 

order for a message to be processed centrally, the person must show high-

involvement towards the issue at hand. That is, the receiver finds the issue relevant 

and/or is generally interested in contemplation (O’Keefe 2002: 143-143). This leads 

to the receiver carefully attending to the message and reflecting upon different 

arguments. When the processing is peripheral, the topic might not be of personal 

relevance to the receiver, the receiver might not possess much prior knowledge about 

the issue, does not enjoy thinking too much or is simply distracted (O’Keefe 2002: 

143-145). As a result, they do not have the motivation to use much of their cognitive 

resources to consider the validity of arguments. Instead, they use cognitive shortcuts 

and rely on marginal cues such as source likeability or apparent expertise. These two 

routes are not mutually exclusive; rather there is a continuum of how much 

elaboration takes place in processing (O’Keefe 2002: 140). 

 

 

2.2.3 Persuasion in Language 

 

In essence, the discussion in this section is built on the classical rhetorical concepts 

of ethos, pathos and logos. Factors related to language as a persuasion instrument 

such as directness/indirectness and audience engagement are addressed as well as, 

more specifically, the way in which the traditional persuasive appeals of credibility, 
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affect and rationality can be studied in language. The main analytical background 

concepts for are drawn from Hyland’s (2005) metadiscoursal framework as well as 

Janoschka’s (2004) and Simpson’s (2001) advertising language models. 

It seems that there is no straightforward way to define persuasion from a linguistic 

perspective. While language (along with other symbols) certainly plays an essential 

part in conveying the persuasive message, identifying the specific characteristics of 

persuasive language appears problematic because the dynamic process of persuasion 

encompasses an array of contextual factors and aspects related to the audience’s 

mindset (Halmari & Virtanen 2005: 8). Some have suggested that the ultimate 

purpose of all language use is to affect others at some level, and thus all language can 

be considered persuasive to a degree (Miller 1980). However, there is a need for a 

more exact definition here. Halmari & Virtanen (2005: 5) have defined persuasion in 

language as “those linguistic choices that aim at changing or affecting the behaviour 

of others or strengthening the existing beliefs and behaviors of those who already 

agree, the beliefs and behaviors of persuaders included”.  

The aspect of choice appears noteworthy. Everyone makes choices, either conscious 

or subconscious ones, about which words and sentences to use. It has been suggested 

that since a number of different linguistic choices are available to the language user 

in each situation, language can influence perceptions through the particular structures 

utilised (Fowler & Kress 1979). Essentially the same thing can be expressed in many 

ways depending on the writer’s choices, and usually some ways are thought to be 

more effective in a given situation than others (McQuarrie & Mick 1996: 424). 

Furthermore, also those forms that are not utilised appear noteworthy. Fairclough 

(2001, 2010) considers linguistic choices to be significant in constructing and 

upholding the social reality, and maintains that the absence of some linguistic 

elements in a text is worthy of close examination. In the same vein, Rank’s (1976) 

model for analysing persuasive discourse presents techniques that downplay the 

aspects in the discourse that are unfavourable for the persuader, and omitting some 

information altogether is one way of doing this. 

As has been suggested thus far, persuasion is an intricate phenomenon that extends 

beyond the realm of language. Studying persuasion with a linguistic focus is, 

however, justified since the message is an essential component of the persuasion 
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process and the message is often communicated by using language. In the present 

study, language can be regarded as the main force (along with the images on the 

websites) that affects the reception of the persuasion attempt. It is in relation to this 

attempt to persuade that the writer often adopts a certain stance in his or her 

language, that is, a linguistic expression of feelings, attitudes, value judgements or 

assessments (Biber et al. 1999: 966).  

Studies on advertising language offer some relevant background concepts for the 

analysis of persuasive phenomena. Especially research on web advertising language 

could provide some useful insights for the present study as it is concerned with the 

same medium. Crystal (2011: 20) has suggested that advertising is one of those 

varieties of written texts on the Internet that does not remarkably differ from its 

traditional counterpart, at least if compared to other new interactional forms such as 

chatting and instant messaging that he sees as displaying more novel qualities. To 

some extent, this may be the case. Direct user addressing (especially the pronoun 

you) and emotional appeals found in web advertising (Janoschka 2004) are 

characteristic of traditional advertising as well (Simpson & Mayer 2009; Goddard 

2002). However, as Janoschka (2004) has argued, the relationship between the text 

producer and text recipient is more immediate online than in traditional advertising. 

Janoschka maintains that online communication combines characteristics of both 

interpersonal and mass media communication and has referred to communication on 

the Internet as “interactive mass communication” (2004: 83). Feedback can be given 

instantly in the online environment if the user clicks on the advert. This direct 

clicking action is something that obviously cannot be utilised by traditional forms of 

advertising. Similarly, websites often create curiosity by giving prominence to 

promotional banners which the user is urged to click. 

The concept of metadiscourse, as presented by Hyland (2005), is useful for this study 

as it is essentially concerned with how text producers engage their readers and try to 

steer the audience to certain interpretations. As such, “metadiscourse pursues 

persuasive objectives” (Hyland 2005: 63). Hyland argues that all the traditional 

persuasive appeals – rationality (logic), credibility (ethos) and affect (pathos) – can 

be realised by means of metadiscourse. At the core of the concept is the functional 

idea that texts do not merely present statements about the world in a vacuum, but 
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communicate messages with the reader in mind, thus making texts social events and 

communicative exchanges through which the reader is invited to understand the 

message in a particular way. Hyland’s model distinguishes between propositional 

and metadiscourse content (2005: 38). Although Hyland notes that this distinction is 

not always easy to make in practice, propositional textual matter can essentially be 

understood as content that is concerned with the autonomous dimension of the 

discourse, propositions that deal with something going on in the world, while 

metadiscourse content relates to the interactional dimension of the discourse and the 

reception of the text (Hyland 2005: 200). Metadiscourse thus has a social function by 

predicting readers’ responses and involving them in the message formation process.  

Much research on metadiscourse, including that of Hyland’s, has focused on the 

genre of academic writing, but the concept has also been applied to advertising texts 

(e.g. Fuertes-Olivera et al. 2001). Hyland (2005: 201) suggests that business genres 

are a key area for further studies on metadiscourse and that “analyses could 

profitably extend the work on advertising, newspaper editorials and company annual 

reports to explore the ways that readers are guided and persuasion is accomplished in 

other kinds of texts”. 

 

 

2.2.3.1 Level of Directness and Building Trust 

Östman (2005) emphasises the implicitness of persuasion and maintains that in order 

for persuasion to have the possibility to succeed, it must be implicit. Other scholars 

have also discussed the language of persuasion in terms of its implicitness (e.g. 

Schmidt & Kess 1986; Virtanen & Halmari 2005). Linguistically, this would require 

the examination of implicatures, a pragmatic concept theoretically developed by 

Grice (1975). Taillard (2000) has suggested that pragmatics in conjunction with 

social psychology could offer useful tools for researchers of persuasion in marketing. 

Even though some regard covertness as a beneficial strategy for businesses (e.g. 

Tanaka 1994), others have questioned the value of implicit communication in 

advertising. Crook (2004: 723) argues that “in fact, a great deal of understanding 

exists between the advertiser and target audience, and this allows advertisers to be far 

more open, blatant and mocking, both of themselves and their audience”. Being 

direct instead of indirect is seen as a feasible strategy for advertisers as honesty can 
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be considered a quality that increases the audience’s trust in the advertiser. After all, 

consumers are usually not gullible targets unaware of marketers’ intentions. Instead, 

they have knowledge about how persuasion works and apply this knowledge to 

messages sent by advertisers and marketers. According to the Persuasion Knowledge 

Model proposed by Friestad & Wright (1994), when the target of persuasion 

recognises that a persuasion attempt is made, they begin to attend to the message 

differently, and by drawing on their persuasion knowledge try to reach a goal most 

beneficial for themselves. The perceived trustworthiness of the persuasion agent 

could be crucial in how the target audience processes the persuasion attempt, and 

scholars like Crook suggest that trust is best gained by being overt. O’Keefe (2002: 

216–218) also notes the wealth of studies that attest to the more persuasive nature of 

explicit conclusions in messages in comparison to conclusions left implicit. 

The appeals that build trust and credibility contribute to the ethos of the text 

producer. Hyland (2005: 78) proposes that ethos can be communicated in language 

by using evidentials, boosters, hedges and engagement markers. Evindentials are 

linguistic elements that refer to an external source in order to “guide the reader’s 

interpretation and establish an authorial command of the subject” (Hyland 2005: 51). 

In academic texts evidentials include e.g. according to and to quote that introduce a 

reference to other literature in the field, and they can in other genres be used to 

present evidence from a reputable or trustworthy source (Hyland 2005: 51). Boosters 

are words or phrases by which the writer expresses his or her confidence and 

certainty towards a proposition (e.g. truly, proves, know), thus limiting the 

probability of alternative ideas. Boosters can also be seen as encompassing linguistic 

elements that give extra weight to the writer’s claim, commonly termed “amplifiers” 

(see e.g. Biber et al. 1999: 554) such as very, so, and totally. Hyland treats amplifiers 

as boosters at least when summarising a study by Hinkel (2002, cited in Hyland 

2005: 130). All in all, boosters commit the writer firmly to what they propose. 

Hedges on the other hand, reduce this commitment and certainty and imply that the 

writer is willing to consider alternatives, is open to negotiation and less eager to 

emphasise only a particular view. Hedges include epistemic modals like may and 

might which imply that the writer does not wish to fully commit themselves to truth 

of the proposition as well as words like usually, probably and tends to that increase 

the vagueness of the expression. When boosters and hedges communicate the 
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writer’s certainty or uncertainty towards a matter, they can be considered markers of 

the writer’s epistemic attitude, i.e. the attitude that the writer holds towards 

knowledge (Hyland 2005: 53). In line with the practice of including amplifiers to 

boosters, “downtoners” (see e.g. Biber et al. 1999: 555-556) such as fairly, almost 

and partly are sometimes treated as a subcategory of hedges (Hyland 2005: 130).  

Another metadiscourse marker contributing to the writer’s credibility is self-mention 

which manifests itself in the use of first person pronouns and possessives (e.g. I, my, 

me, exclusive we, our, us) (Hyland 2005: 53, 79). Self-mention conveys author 

presence and reflects the relationship between the writer and his or her audience. In 

this sense, the category of self-mention is related to engagement markers which are 

discussed in the next section. 

 

2.2.3.2 Engaging the Audience 

As discussed in 2.2.2, persuasion is a joint activity occurring between the text 

producer and the text recipient or text user. Thus, it is typical that the text producer 

attempts to integrate the audience into the text and uses language in a way as to 

engage the audience in discussion. Persuasion in mass media often pursues 

“synthetic personalisation” (Fairclough 2001: 52) in which the recipients of the 

message are made to feel as if they are addressed as individuals instead of a mass of 

people. In practice, the use of interpersonal language such as the second person 

pronoun you in mass media communication is a common example of synthetic 

personalisation.  

Janoschka (2004: 193) calls this kind of consideration of the audience “linguistic 

integration of the addressees”. Hyland (2005: 50-54) discusses a similar phenomenon 

within the framework of metadiscourse and refers to the linguistic features used to 

involve the audience as engagement markers. The features listed by Janoschka and 

Hyland are quite similar and concern direct and personal user addressing such as the 

use of directive speech acts, the second-person pronoun (you) and possessive (your), 

questions, deictic terms and references to shared knowledge. A comparison of the 

main features presented by Janoschka (2004) and Hyland (2005) is found in Table 1. 
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Table 1: Linguistic features of audience engagement 

Janoschka (2004): Integration of the Addressees Hyland (2005): Engagement Markers 

The second person pronoun/possessive: you, your “Reader pronouns”: you, your, inclusive we  

Directive speech acts Directives (imperatives and obligation modals) 

Yes/no-questions, rhetorical questions Questions 

Deictic terms References to shared knowledge 

Prosodic properties (puns, rhymes, repetition) Interjections: by the way, you may notice 

The main focus in terms of audience engagement in this study is on pronouns, 

directives and questions. In addition to the pronoun you, Hyland lists inclusive we as 

an engagement marker as by using it the writer expresses solidarity with the readers. 

Directive speech acts are expressions that direct the addressees to carry out some 

action (Plag et al. 2007: 178). They are most explicitly realised as imperative 

sentences, but can also be expressed by other means, for instance by the use of 

obligation modals (e.g. You should play on our site). Text producers employ 

rhetorical questions in order to bring some point to the foreground and then proceed 

to answer it by themselves. Yes/no questions, for instance in web advertisements, are 

questions that “require a decision from the addressee rather than a verbal answer” 

and “are meant to be answered mentally with yes or no” (Janoshcka 2004: 133). 

 

2.2.3.3 Affect in Language 

The heading of this section adopts the word affect as opposed to emotion to describe 

the pathos aspect of persuasion in language as affect can be considered to be a more 

inclusive term than emotion. Ochs and Schieffelin (1989: 7) suggest affect covers 

“feelings, moods, dispositions, and attitudes associated with persons and/or 

situations”. In the present study, affect is understood as incorporating, on one hand, 

the emotional appeals designed to induce the reader and, on the other, the overall 

affective attitudes or dispositions of the writer that can be discerned in their texts. 

Persuaders often pursue their goals by emotional means. Hedquist (1980: 11) has 

made the following observation on emotive language usage: “some words have an 

illocutionary force to express feelings and attitudes while others do not share the 

same illocutionary force”. While it is reasonable to think that emotionally loaded 

words function as attention-getters and persuasive elements in quite a few text 

genres, specifying what emotive language actually means in the context of the 
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present study requires some reflection. Hedquist (1980: 10) illustrates emotive 

language use by the example of calling someone a “stool pigeon” instead of a “police 

informant”. In this case, the former has an emotive meaning. However, this is a quite 

strong (and negative) expression if compared to the language of the texts analysed in 

the present study. Janoschka (2004: 151–154) uses the term trigger word to refer to 

words with an emotional appeal employed in web advertisements. Primarily, web 

adverts strive for initiating immediate action in the Internet user, and thus they need 

to present a powerful persuasive impulse in order to get the user to act. Janoschka 

maintains that trigger words are powerful words intended to influence the readers’ 

state of mind and make them feel the urge to click. Common trigger words in her 

dataset include “free”, “win”, “save” and “discount”, and they are often adjectives or 

imperative verbs (Janoschka 2004: 151). These words then contribute to more 

abstract appeals that are presumed to attract Internet users, referred to as “motivation 

strategies” by Janoschka (2004: 146). Motivation strategies are often related to the 

semantic fields of “entertainment” and “gain” in web advertisements (ibid.).  

Websites do not have the same spatial limitations as web adverts, and messages can 

therefore be constructed more freely. The texts on casino sites frequently contain 

evaluations as opposed to what could be considered neutral descriptions. Hyland 

(2005: 70) mentions personal evaluation while discussing attitude markers that 

contribute to affective appeals at linguistic level. They signal the writer's affective 

attitude to the ideas he or she proposes. While attitude can be expressed by using 

comparatives, the most explicit markers, according to Hyland, comprise verbs that 

indicate a certain attitude (e.g. agree, prefer), sentence adverbs (e.g. unfortunately, 

hopefully) and evaluative adjectives (2005: 53). It can also be argued that nouns that 

denote qualities (e.g. freedom, gent) are expressions of attitude in certain contexts. 

Biber et al. (1999: 968–969) have indeed suggested that the text producer’s stance – 

personal feelings and value judgements – can be marked by word choice, but in that 

case it is structurally implicit and relies on the recipient’s interpretation of the 

lexemes as value-laden. 
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2.2.3.4 Rationality in Language 

The analysis of rationality in language in the present study mainly focuses on 

connective linguistic devices, i.e. those grammatical elements that link sentences 

together and mark the relations between ideas. Hyland (2005: 76) suggests that logos 

appeals can be observed in language especially by looking at transition markers, 

such as conjunctions, adverbials and prepositional phrases, which signal how the 

writer wants to present the links between different elements of the discourse and 

guide the interpretation of these links by the reader to a direction that the writer finds 

fitting. Rational appeals can also manifest themselves in endophoric markers 

(Hyland 2005: 77). These devices refer the reader elsewhere in the text, and 

sometimes in hypertexts also to other sites. They are used to support arguments and 

guide readers “to a preferred interpretation or reading of the discourse” (Hyland 

2005: 51). These features will be considered later in the analysis. 

Although Hyland with transition markers offers a rather potential tool for analysing 

logical relationships in discourse, it was seen fit for this study to also consult another 

kind of model which, originating from Halliday’s (1994) systemic-functional 

grammar, has been further developed to analyse advertising language. This model 

proposed by Simpson (2001) is a useful instrument because it has been formed 

specifically with a promotional genre in mind and because it provides a fairly 

elaborate illustration of the individual analysable features. The principles in terms of 

guiding the reader remain the same as in Hyland’s model, and in order to be included 

in the analysis of this study, the items must be interpreted as fulfilling a 

metadiscoursal/persuasive role in the context. That is, “they must perform a role 

internal to the discourse rather than the outside world, helping the reader interpret 

links between ideas” (Hyland 2005: 50). 

Simpson (2001) demonstrates how “reason” advertisements employ words and 

phrases that establish a connection between certain components. He draws from 

Halliday’s (1994) systemic-functional terminology in which these are called 

conjunctive adjuncts (Table 2).  
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Table 2: Conjunctive adjuncts in reason advertisements (Simpson 2001) 

Categories of Conjunctive Adjuncts Linguistic Form  

Additive and; also; moreover; nor 
Adversative but; yet; however; on the other hand. 
Conditional [positive] if … then; in the event of, when 

[negative] otherwise; if not 
Causal 

Purposive 

so; then; because; as a result; that’s why… 

in order to; so that you can...; to [VERB]; for  

Simpson argues that conditional, causal and purposive adjuncts are the most central 

categories in terms of reason advertising (2001: 595):  

These adjuncts ‘enhance’, rather than ‘extend’, the propositional base, 

with the ‘reason to buy’ element becoming foregrounded through clear 

exposition of the positive consequences following purchase and, less 

commonly, the negative consequences resulting from failure to purchase. 

 

These connectives display a semantically logical structure. Conditionals indicate 

that if certain conditions are met, a positive consequence can be expected, and the 

adjunct has the structure p → q as in “If he’s wearing Pampers, he’s staying dry” 

(Simpson 2001: 596).  Causals have a reason-result structure that can be expressed 

as because p, [then] q as in “Flash does all the hard work so you don't have to” or q 

because b as in “Introducing new Colour Endure ultimate non-transfer make up, 

because you're worth it” (ibid.). Purposives can be considered a sub-category of 

causals, but instead of the reason-result construction, they presuppose a certain 

forthcoming positive state that is based on some need or purpose. According to 

Simpson (2001: 597), “this means that purposives are implicitly prospective in a way 

that true causals are not”. Examples of purposives include “To find out how easy it is 

to get on the internet, just phone BT on...” and “For a new outlook, try Kemira 

fertilisers” (Simpson 2001: 598).  

Although Simpson does not deal with additives (nor adversatives), it is possible that 

they also play a certain role in the present study. For example, it appears that clauses 

are sometimes coordinated in a manner which seems to imply a causal relation such 

as “Play the largest variety of slot machines games and win ‘instant win instant cash’ 

prizes”. In Fairclough (2003: 101-103), additives are presented as textual markers of 

a logic of equivalence. In other words, juxtaposing sentences with additives 

sometimes sets up a semantic relation between the sentences which contributes to the 

classification of their semantic content as similar or equivalent. Thus, in the previous 
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example, playing the slots machines may be interpreted as equal with actually 

winning instant prizes. 

Even though the constructions explained above seem to present rational arguments, 

there is no guarantee of their truthfulness. As Fairclough (2001: 109) puts it: “Causal 

or consequential relationships between things which are taken to be commonsensical 

may be ideological common sense.” The text producer’s own ideological goals 

influence the production process and can give rise to assertions that perhaps only 

make sense if considered from the producer’s point of view.  

This relates to the concept of presupposition discussed, among others, by Sedivy & 

Carlson (2011). All language contains some presupposition. Language users strive to 

avoid redundancy as they can usually assume certain information as self-evident to 

their interlocutors and expect them to be able to accommodate that information 

without further clarification. This is a basic pragmatic skill that language users have 

and can be explained by Grice’s (1975) conversational maxim of quantity: one 

should provide as much information as is required, but not more than is required.  

Since we are generally used to accommodating presuppositions, we might not always 

question their accuracy. Language of persuasion typically incorporates 

presuppositions whose accuracy could be challenged. In mass media monologic 

texts, persuaders can construct their messages in such a way as to make some 

information appear to be undisputed background knowledge that is shared by all the 

participants of the communication exchange. Thus, Sedivy & Carlson (2011: 99) 

suggest that the “presupposed information has something of this taken-for-granted 

background flavour”. Some grammatical structures may trigger presuppositions 

(Sedivy & Carlson 2011: 102). For instance, beginning clauses with temporal 

expressions like before, after, when, while, during tend to treat the following 

information as factual (Sedivy & Carlson 2011: 104-105), and cleft constructions 

such as it is, that’s how, what is usually shift the focus on certain constituents, 

assuming other content as presupposed background information (ibid.).  
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3 DATA AND METHODS          

 

This chapter first describes the content of the data and explains how the dataset was 

put together (3.1). Some important factors to be considered when dealing with online 

material are also addressed (3.1.1). After this, section 3.2 details the discourse 

analytical methodology that has been adopted, draws attention to some problematic 

aspects and recounts how these complexities have been resolved.  

 

3.1 PRESENTATION OF DATA: WEB PAGES 

 

The data for the study consists of web pages containing English-language texts and 

images that were extracted from casino websites. The collection process was carried 

out between November 2014 and January 2015. In the dataset, there is material from 

eight websites operated by companies based in Europe (also referred to as offshore 

sites) that have been licensed by special gambling jurisdictions (see section 2.1.1). 

The selected casinos belong to the jurisdictions of Gibraltar and Malta which are 

both established in regulating gambling and seem to be recognised as some of the 

stricter and reliable ones (Ultraplay 2013). 

The present study was inspired by the discussion and research conducted in the 

Canadian context, and in fact the original plan was to also include some texts from 

Canadian government-owned casinos in the material. A comparative analysis 

between private and public sector casinos could be useful since the expectations of 

social responsibility tend to be different for state-owned enterprises and private 

companies and, ideally, a comparison could reveal common ambiguities in the 

promotional discourse of private casinos and expose the differences in the portrayal 

of risks. However, this idea turned out to be impractical for the chosen methodology 

as such an approach might have called for a fourth research question to be added. In 

that case, it would have been difficult to keep the analysis focused and concise 

enough for a single study. Thus, only texts from private casinos were included. Due 

to the initial plan and background reading, the selection of the websites analysed here 

was, nonetheless, based on Canada as a location. The collection process is explained 

in more detail below.  
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The sites were picked from a list compiled by Casino City which is a directory that 

stores information on casinos and other gambling outlets, both land-based venues 

and online operators. Having been launched in 1995, it is one of the first casino web 

directories. It has profiles of over 2,000 online gambling sites and, according to the 

corporation itself, it “has grown to become the premier information source for 

gaming enthusiasts and professionals” (Casino City 2015). Casino City was also used 

by McMullan & Kervin (2011) when they gathered material for a study on Internet 

poker sites. For the present study, casinos were searched in Casino City with the 

following preferences: the website language was set to “English”, location to 

“Canada” and supported currency to “Canadian Dollar”. This search2 generated 246 

casino sites which were then sorted by popularity. Four sites situated in the top 30 

were randomly chosen. After this four more sites situated in 31-60 were randomly 

chosen. The selection process was conducted in this way in order to achieve a 

broader representativeness. The sites that were selected were among the more 

popular ones, which can be useful; because the sites are popular, it may also be 

assumed that they have succeeded in persuading people to a degree.  

A requirement for inclusion in the data was that, in addition to the Home page that 

each site obviously has, the site had to include the sub-pages About and VIP. What 

should also be noted is that it is usual for a gaming company to have several casino 

sites operated by them, but here only one casino per company was included in the 

dataset. Many operators also offer various gambling products ranging from casino 

games and lotteries to sports betting and poker, but the present study takes the casino 

platform as the main object of research. It may be difficult at times to separate the 

different forms of gambling since they are frequently offered on the same site, but 

the idea is to concentrate on the promotion of casino games (so-called games of 

chance) in which the outcome of the game is random and not dependent on the 

abilities of the player. The sites from which data was finally collected are shown in 

Table 3. 

 

 

                                                 
2 The search was conducted on 27.11.2014. Therefore, the number of sites generated as well as the 

position of each site on the list is based on the information available on that date. 
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Table 3: The websites used as data 

Website Name Owner Company Jurisdiction 

bet365 Bet365 Group Limited Gibraltar 

Casino.com Mansion (Gibraltar) Limited Gibraltar 

32Red 32Red Plc Gibraltar 

RoxyPalace Megapixel Entertainment Limited Malta 

Prime Slots Prime Gaming Malta 

Casino Las Vegas iGlobalMedia Entertainment Limited Gibraltar 

All Slots Casino NexiGames Limited Malta 

RubyFortune The Palace Group Malta 

 

The individual pages that were selected for the analysis from each site were Home 

page, About and VIP. Home page is the page that the visitor usually sees first when 

they arrive on the site. It can be expected to contain persuasive elements intended to 

function as attention-getters so that the visitor would stay and explore the site further. 

Askehave & Nielsen (2005: 124) have referred to it as “a front door with a door 

sign”. According to them, it works as an introductory to the site as a whole and tends 

to offer both informative content and content designed to entice the reader. About 

can be expected to contain information about the site itself and the site owner. This 

information is seldom objective, however, and often the About page resembles a 

sales talk or a promotional brochure in which information mixes with evaluative 

language. This is a page where the companies explicitly refer to themselves, and it 

was chosen because it would demonstrate how they present themselves to the 

audience. VIP page provides information on the company’s VIP programme and 

advice on how players can become VIP members. The selection of this page was 

motivated by the fact that the appropriateness of casino VIP programmes may be 

questioned on ethical grounds; these programmes have been seen as lowering the 

industry’s corporate social responsibility level as they are regarded as encouraging 

the kind of behaviour that may lead to problematic gambling. Table 4 includes a 

breakdown of the whole dataset in terms of its size. 

Table 4: Size of the corpus 

Casino Web Pages Word Count 

Home page 2781 

About 3207 

VIP 4713 

All pages 10701 
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3.1.1 Using Online Data 

 

As the dataset consists of online material that tends to be updated regularly and is 

thus constantly changing, it was important to preserve the material in case it would 

disappear from online. Screenshots were taken of all the pages under study, and in 

addition, all texts were saved as text or Word files on the author’s personal computer. 

The idea was to study the websites from a Canadian perspective for reasons of 

consistency, and when possible, the Canadian version of the site was used (all the 

sites were accessible to Canadians whether a country specific site was available or 

not). However, the fact that the sites were accessed from Finland sometimes caused 

some inconsistencies such as currency dissimilarities, e.g. ad banners contained the 

amount of winnings in euros rather than in Canadian dollars. This is something that 

had to be accepted as an unavoidable inconsistency in the dataset, but it should not 

affect the analysis of persuasive elements to a large degree. After all, although a 

Canadian perspective was adopted, the objective was to study the persuasive 

strategies of online casinos in general and not specifically in relation to Canadian 

culture. Of course, one should not ignore the possibility that culture-specific 

references and allusions in themselves function as persuasive elements, and if this is 

noticed to be the case, the aim is to acknowledge this in the analysis.  

 

3.2 METHODOLOGY 
 

Overall, this thesis should be seen as an introductory study that aims to offer 

preliminary insight into the language used by online casino companies. While some 

frequency calculations are presented in section 4 to demonstrate wider tendencies, 

the size of the corpus is too small to be properly analysed by quantitative methods, 

and thus it was not considered meaningful to attempt to do so. Instead, by 

scrutinising the features of the particular dataset, the emphasis is on revealing the 

various ways in which persuasion is linguistically present in the texts. As such, the 

study is mainly a qualitative one. Any quantification that is conducted here has to be 

treated with caution, and the results of the calculations must be taken as mere 

illustrations whose primary purpose is to help in the interpretation process and to 

offer the reader a better understanding of the complete dataset. A qualitative 
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approach is preferred here largely because persuasion tends to be closely entwined 

with contextual factors. As Hyland (2005: 24) has noted about studying 

metadiscourse, each linguistic item must be analysed in its context in order to 

determine its function. 

The process of data analysis here follows discourse analytical principles. In discourse 

analysis, language is not studied as an abstract system, but as a system that realises 

certain social functions (Johnstone 2008). Discourse analysis in the present study can 

be defined from the metadiscoursal perspective as “the analysis of language in use, 

the ways linguistic forms are employed for social purposes – what language is used 

for” (Hyland 2005: 6). Persuasive objectives that are assumed to be deep-rooted in 

the discourse of the casinos form the ultimate communicative purpose, and the aim is 

to find out the manner in which language is used to pursue this.  

The analysis begins with briefly observing the structure of the Home page in order to 

uncover the rhetorical strategies that characterise the opening discourse on casino 

websites and that are specifically related to the digital medium or the “navigating 

mode” of the discourse. In practice, each Home page is scrutinised individually to 

find commonalities. Only the Home page is examined at this point because it can be 

considered one of the most important pages of the website (in terms of persuasion) 

since it introduces the visitor to the offerings of the site and aims at attracting the 

reader’s attention, thus functioning metaphorically as “a front door with a door sign” 

(Askehave & Nielsen 2005: 124).  

The methodology then involves scrutinising the complete set of texts collected from 

Home, About and VIP in terms of the central promotional themes. Since these texts 

are considered to belong to a promotional genre, it is also assumed that the 

communicative purpose involves an intention to persuade and sell. From this 

intention, it is likely to follow that the texts emphasise certain ideas through 

repetition or visibility whereas they downplay or background other ideas. By looking 

at the reoccurring ideas, it is possible to see what the companies consider important 

and beneficial for their selling intentions. The themes that have been found in 

previous studies are taken as the starting point, a sort of hypothesis of what can be 

expected to surface, and other themes that emerge are introduced. By applying the 

methodological resources of metadiscourse (Hyland 2005), web advertising 
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(Janoschka 2004) and reason advertising (Simpson 2001), the analysis will then 

focus on demonstrating how language is employed to realise these themes in a 

manner which follows the principles of persuasion. The coding scheme that forms 

the basis of the analysis will be outlined next. 

 

3.2.1 Categorisation of Linguistic Features 

The linguistic markers discussed in section 2.2.3 provide the tools for the analysis. 

For the purposes of this study, the markers have been operationalised as follows: 

• Features of credibility  

o Self-mention: I, my, me, we, our, us 

o Boosters: certainty verbs (guarantees, know); certainty adverbs 

(genuinely, surely); certainty adjectives (confident, sure); modals 

implying certainty (must, will); restrictive adverbs (only); quantifiers 

(all, a lot); amplifiers (very, really, so) 

o Hedges: modals implying doubt (may, might); expressions of 

uncertainty (probably, tends to); expressions of vagueness 

(sometimes, usually); quantifiers (few, some); downtoners (quite, 

almost, somewhat) 

o Evidentials: representation of an idea from another source (Ruby 

Devotee Samantha G. says) 

o Engagement markers: Second person pronouns and possessives 

(you, your, yours, yourself); directives (Take a look at…); questions 

(Table games more your cup of tea?) 

• Features of affect  

o Trigger words: words denoting ‘costing nothing’ e.g. free; figures 

denoting money e.g. $1,000,000 

o Attitude markers: comparative expressions, attitude/affect verbs 

(agree, love); adverbs (successfully, efficiently); evaluative adjectives 

(proud, thrilling); nouns denoting evaluative qualities (excellence, 

prosperity) 

• Features of rationality  

o Logical connectives: conditional (if...then); causal (so, then, because, 

as a result; that’s why...); purposive (in order to, so that you can, to, 

for); additive (and, also, furthermore); adversative (but, however, 

although) 

o Presuppositions: clause initial temporal expressions (before, when, 

while, once); cleft constructions (it is, what is) 

o Endophoric markers: references to other parts of the text (the 

organizations listed below, Check the Promotions page) 
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It should be noted that the division of the markers by persuasive appeals is not hard-

and-fast. Especially engagement markers often contribute to affective appeals as well 

as credibility appeals. Hyland (2005: 54) also suggests that hedges, boosters and self-

mention may communicate affect and credibility at the same time. Nevertheless, 

some guiding principle is needed, and the markers have been thus categorised in 

order to enable the linguistic operationalisation of persuasion.  

Affect can manifest itself through language that simultaneously functions to engage 

the audience, and thus it may sometimes be hard to distinguish between attitude 

markers and engagement markers (Hyland 2005: 54). For instance, it seems that 

expressions with obligation modals (You should…; You need to…; You have to…) 

could simultaneously be considered markers of engagement and attitude as they 

contain a second person pronoun as well as an opinion on how things ought to be. In 

such a case, the modal is here simply coded as an attitude marker and the pronoun as 

an engagement marker although, essentially, the phrase as a whole could be seen as 

fulfilling a dual function. 

With respect to the coding of boosters, “restrictive” adverbs or adverbials (e.g. only, 

especially) limit the truth value of the statement to a certain part of it (Biber et al. 

1999: 556) and are thus considered boosters in this study. This choice is based on a 

proposition by Biber et al. (1999: 780) according to which “restrictive adverbials 

emphasize that the proposition is true in a way which expressly excludes some other 

possibilities”. In addition to expressions implying certainty, linguistic elements that 

give extra weight to the writer’s claim, commonly termed “amplifiers” (Biber et al. 

1999: 554) such as very, highly and complete are counted as boosters. Similarly, 

“downtoners” (Biber et al. 1999: 555-556) such as quite, almost and somewhat are 

categorised as hedges in this study. “Inclusive quantifiers” (e.g. all, every) can be 

understood as referring to a whole set (Biber et al. 1999: 275), and they sometimes 

seem to be used exaggeratingly (e.g. we have all the favourites) or in a manner which 

strengthens the claim rather than provides any real information about the quantity 

(e.g. bringing all the thrills of Vegas to the comfort of your own home; your every 

need is considered). In these cases when their function is more rhetorical than 

informative, they are considered boosters. Furthermore, quantifiers specifying a large 

quantity (e.g. a lot, a large number of) are coded as boosters and, contrastively, 

quantifiers that specify a small quantity (e.g. few, little) as hedges. 
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Some ambiguity seems to exist on what should be counted as attitude markers. 

Although Hyland (2005: 31) suggests that attitude can be communicated through 

word choice alone, he seemingly chooses to narrow down metadiscourse to explicit 

instances in order to keep the model concise by stating that “features which modify 

individual lexical words are excluded as metadiscourse because they do not function 

in relation to an entire proposition.” It can be deduced that, for instance, expressions 

such as “it is strange that” and “we are glad that” which explicitly mark the writer’s 

attitude to the rest of the proposition should be seen as metadiscourse, whereas the 

adjective in “check out the exciting bonuses in store for you” modifies an individual 

word (bonuses) and should thus not be considered metadiscourse. Yet Hyland (2005: 

99) also presents examples of attitude markers functioning similarly to exciting in the 

previous case. Considering the relative ambiguity of what is seen as “an entire 

proposition”, also instances such as exciting above are categorised as attitude 

markers in this study, as are nouns that are interpreted as evaluative. Even if the main 

purpose of metadiscourse is to focus on the most explicit markers of attitude, it is 

worthwhile here to also consider more subtle expressions since the dataset is not too 

large in size and because such delicate attitude markers are common in promotional 

language. 

The term logical connective is used of the conjunctions or adverbs marking rational 

links. This is a general term that appears at least in Crismore et al. (1993) and Hyland 

(1998). The coding of these markers is restricted to those instances that seem to mark 

logical connections between larger ideas of the discourse. This follows Hyland’s 

metadiscoursal approach as items “must perform a role internal to the discourse 

rather than the outside world, helping the reader interpret links between ideas” (2005: 

50). The main focus is on causals, purposives and conditionals which were identified 

as argumentative devices is reason advertising.  

The pages are analysed in terms of the textual or linguistic elements that can be 

regarded as having the objective to persuade. Consequently, texts that do not really 

serve this purpose such as bonus terms and conditions that were included on one 

Home page (bet365) have been ignored and not counted in the 10,701 words which is 

the size of the whole dataset. Furthermore, Home pages tend to feature licence 

information at the very bottom of the page. While this can be considered important 

information and contributes to the credibility (and thus, perhaps, also persuasiveness) 
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of the site, these texts are not taken into account in the analysis because, as 

technical/legal texts, they tend to have a fairly fixed form and have different 

communicative purposes, and thus the linguistic features do not offer much to this 

study in terms of persuasion.  

 

3.2.2 Limitations of Methodology 

It must be acknowledged that the methodology is not without limitations. One such 

weakness is that the qualitative methodology tends to rely on the researcher’s 

subjective interpretation of the data. Unlike in quantitative studies with larger 

corpora in which at least some of the interpretative work is guided by hard-and-fast 

figures, in qualitative studies the researcher’s interpretative process tends to play a 

bigger role. One should thus pay special attention to the process of interpreting the 

data and do one’s utmost to remain critical and consider different explanations for 

the features that emerge from the data. Even though it is largely impossible to make 

generalisations based on the results here, by offering detailed examples the 

qualitative analysis can arrive at some tentative conclusions about the discourse. 

Should such questions arise out of this experiment that might benefit from a further 

quantitative analysis, it is of course possible to conduct such study in the future.  

 

4 ANALYSIS 
 

This chapter will now present the analysis of the web pages that were introduced in 

the data section. The pages can all be considered to serve promotional purposes and 

thus may be assumed to employ persuasive techniques to create a positive and 

appealing impression of the casino. The text analysis combines the examination of 

linguistic devices of persuasion with the exposition of more general thematic 

characteristics of the material. That is to say, the discussion of linguistic features has 

been built on certain promotional themes that were interpreted as reoccurring in the 

texts. To begin with, the generic structure of the websites is briefly considered in 4.1 

by examining the Home page in terms of moves and rhetorical strategies. This is 

followed by an overview of the promotional themes (4.2), and the analysis of the 
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specific linguistic techniques used to realise the themes will take place in 4.3–4.5. 

Appendix II includes a list of all the linguistic items of persuasion identified in the 

dataset. 

 

4.1 Website Structure 
 

The opening page of the site, Home page, comprises generic links, hyperlink 

buttons, trigger words and specific links. For the visual appearance of one page, 

see Image 1 (Appendix I). 

As discussed previously in regards to the web genre, generic links provide access to 

what the text producers regard as the main topics. Here these main topics are usually 

the following (the exact phrasing varies): games, promotions, VIP club, mobile 

gaming, deposit options, “About Us”, and a “help” link which advises on how to 

create an account, make a deposit or download the software etc. In the top of the 

page, a log in form and a live chat icon are also commonly found.  

Below the generic links (main topics), there is a large banner which contains trigger 

words (to be discussed in 4.4) and which also includes hyperlink buttons with 

directive speech acts. The buttons direct the reader to join, play or download and in 

many cases also stress the immediateness with expressions such as now or instantly. 

The directives are not always explicit imperatives; it is suggested here that even 

expressions such as Instant Play or INSTANT CASINO encourage the reader to carry 

out an action (to start playing). In such case, the directive is implicit, but anyone who 

is familiar with online discourse can infer from the visual context (link button) that 

these words are to be clicked. A couple of the sites also display pop-up windows 

which prompt the visitor to start playing by downloading the software or induce the 

visitor with a bonus offer. 

According to Askehave & Nielsen (2005), specific links are inducements that offer 

interesting previews of the distinctive bits of the site, functioning as “appetisers” and 

often including the read more option. The specific links in the dataset tend to be 

concerned with winners (people who have won on the site), ongoing promotional 

offers, jackpots and games that are currently popular.  
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4.2 Promotional Themes 
 

The discourse of the sites appears to be characterised by certain recurrent images. Six 

themes were interpreted as noteworthy in terms of the persuasive discourse and have 

been highlighted. These are winning/gain, product appraisal, peer influence, 

casino as a friend, security and elitism. 

Winning or motivation through monetary gain receives much emphasis in the 

discourse. When considering the whole visual appearance of the sites, the theme can 

most explicitly be observed in the pictures that form a salient element of all Home 

pages. The large images portray stacks of casino chips and piles of glittering coins, 

wads of banknotes, flying casino chips, coins and banknotes in the air, a man 

“swimming” in banknotes, slot machines displaying a winning line (three identical 

symbols), and a treasure chest bursting with jewels and coins (for visual examples, 

see Image 2 in Appendix I). Judging by this presentation, the intention seems to be 

to encourage the visitor to entertain the idea of themselves as the next winner. 

Linguistically, references to free money and incitements to play and win form a 

common thread in the dataset.  

It is hardly surprising that product appraisal emerged as a central theme in the data 

as the phenomenon tends to be common in promotional texts that attempt to sell 

something. The way in which the appraisal is done reveals some commonalities; the 

products and service are repeatedly presented as being endowed with the qualities of 

superiority, expertise, fun, simplicity, reliability, volume and friendliness. This 

means that the representation revolves around the casino offering better service than 

their competitors, the casino’s skills and competence, the fun and enjoyable nature of 

gambling, the easiness of using the products, the trustworthiness of the casino, the 

large capacity of everything offered and the kindness and benevolence of the staff.   

Third theme found in the material has been called peer influence. Existing 

customers are regularly used as advocates confirming the quality of the website and 

to create an atmosphere of sociality, positivity and credibility. By presenting 

straightforward examples of the ongoing activity on the site, the intention seems to 

be to convince the visitor, first of all, that a number of other people are gambling on 

the site and, second, that these people are profiting from it, i.e. they are winning. 

Furthermore, direct quotes from other players can be used as testimonials for the 
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purpose of polishing the casino’s image. Winner tables to show how much everyone 

is constantly winning (“Latest Winners”, “Yesterday's Top Winners”, “Last Month's 

Top Winners”) and stories about how much somebody won by playing this or that 

game are conventional elements of the Home page. Winners are mentioned by name 

and in some cases (Prime Slots) photographs of the winners are included.  

Casino as a friend refers to the comradely and conversational manner in which the 

casinos build the relationship to the reader. The text producers employ a casual style 

of writing that resembles spoken language and make use of particular personal 

address in order, it seems, to create an amiable feel on the website and to treat the 

visitor as their interlocutor. As mentioned earlier, casino games are played against 

the casino, which might evoke assumptions of the casino being rigged in the minds 

of those who happen to lose their money. It is thus not obvious that casinos are 

regarded as players’ friends. Quite the contrary, they can also be seen as enemies. 

For a visual example of the colloquial style employed in a chat pop-up window see 

Image 3 in Appendix I. 

References to security are made frequently, and thus it is considered another theme 

in the material. Emphasising safety of transactions and fairness of games seems to be 

as important an aspect of the promotional discourse as underlining other qualities 

such as excitement and the winning capacity of games. Security is often underlined 

by listing the protection technology used or by citing sources that confirm the 

casino’s reliability. Considering that poor security remains one of the main reasons 

for people to avoid online gambling, it seems logical that casinos now address this.  

Lastly, the idea of elitism is propagated in the discourse, predominantly on the VIP 

pages. This refers to the ways in which images of glamour and superiority are 

attached to gambling and especially to certain VIP services, and the manner in which 

some gamblers are portrayed as particularly refined and valued individuals. Elitism 

as a theme is strongly related to the presentation of VIP programmes which are 

reserved for players who spend most money on the sites. In the discourse, VIP 

players are depicted as special and sophisticated people who receive the most 

personal service. Some VIP pages also directly propose that being a member of the 

VIP club is a lifestyle (1a–1c): 
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(1)  

a. Being a member of the VIP Casino Program means more than amazing    

bonuses, exciting games and excellent service; it's about lifestyle. 

b. Live the VIP lifestyle when we invite you to attend our prestigious events. 

c. Fancy the VIP Lifestyle? 

 

Images of glamour and indulgence are ample in the material. They appear in 

connection to VIP clubs, but the general imagery of the sites also seems to represent 

gambling as luxurious and stylistically smart. For visual examples, see Image 4 

(Appendix I). 

To add some further observations, the role of skill was not generally promoted on the 

pages. There was only one overt reference to skill in relation to casino games: 

(2) a. Play your favorite online casino games in our free practice mode to improve      

your gambling skills. (Casino Las Vegas) 

 

Since this was the only instance, the significance of skill cannot be regarded as an 

idea that was emphasised on these pages. Usually, non-money games were offered 

merely as an alternative to playing with “real” money, without explicit references to 

skill improvement: 

(3)  a. Take advantage of our free casino software before you bet with hard cash. 

b. Play for fun or for real money, with the chance to win one of our multi-

million dollar jackpots 

 

Moreover, responsible gaming messages did not play any visible role on the 

promotional pages. On each of the eight Home pages, the link to the Responsible 

Gaming page was on a small font and usually positioned at the bottom of the page as 

if not to attract attention. It tended to appear next to other formal information such as 

licence details. In one case (Prime Slots), an additional link containing a disclaimer 

was included at the very bottom of the page:  

(4) a. Gambling can be addictive, please play responsibly 

Prime Slots was also the only site that made a reference to problematic play on their 

About page which seemed to stress the responsibility of the player: 

 

(5) a. We encourage you to PLAY RESPONSIBLY at PrimeSlots.com. If you find 

yourself   with a compulsive gambling problem please seek professional help. 

You can find your local branch of Gamblers-Anonymous at: 

www.gamblersanonymous.org 
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Furthermore, they explicitly mentioned on About that they were targeting adults:  

 

(6) a. At PrimeSlots.com we make the playing experience as realistic as possible for 

everyone above 18. 

b. For your knowledge it is illegal for anyone under 18 to open an account or to 

play on PrimeSlots.com. 

 

 

 

4.3 Credibility Appeals 

 

Audience engagement is presented here as a subcategory of credibility appeals 

although, as discussed in the methodology section, engagement markers can also 

contribute to other kinds of persuasive appeals. 

Table 5: Frequency (per 1000 words) of the linguistic features of credibility 

As shown in Table 5, self-mention appears approximately as frequently as second 

person address, suggesting that the discourse focuses on two parties and, altogether, 

references are made to both quite equally. For the most part, instances of self-

mention refer either generally to the casino company or more specifically to its 

employees (89%), thus communicating an overt author presence in the text. 

However, self-mention also occurs in relation to the casino’s existing customers 

(11%) whose praise for the casino’s products and service is presented as quotes on 

the websites. In this sense, the discourse includes three kinds of participants: casino 

providers and casino players as the message creators and site visitors as recipients. 

Since About-pages specifically provide information about the company, it seems 

Appeal Language features Home 

Freq. 

About 

Freq. 

VIP 

Freq. 

All 

Freq. 

Engagement 

(Credibility) 

Second person pronouns 25.17  

(N 70) 

23.70 

(N 76) 

44.56 

(N 210) 
33.27 

(N 356) 

Directives 31.2 

(N 87) 

11.54 

(N 37) 

12.73 

(N 60) 
17.19 

(N 184) 

Questions 1.80 

(N 5) 

1.25 

(N 4) 

1.49 

(N 7) 
1.50 

(N 16) 

Credibility  Self-Mention 27.33 

(N 76) 

40.22 

(N 129) 

34.59 

(N 163) 
34.39 

(N 368) 

Boosters 23.37 

(N 65) 

29.62 

(N 95) 

32.04 

(N 151) 
29.06 

(N 311) 

Hedges 2.16 

(N 6) 

2.18 

(N 7) 

2.12 

(N 10) 
2.15 

(N 23) 

Evidentials 0.71 

(N 2) 

1.25 

(N 4) 

1.91 

(N 9) 
1.40 

(N 15) 
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logical that they also contain the highest frequency of self-mention. The examples of 

self-mention below (7) demonstrate the focus on the text producer. This focus is 

particularly noticeable on one About page where all the subheadings systematically 

include the word our (7b).  

(7)  
a. We pride ourselves on our speed, efficiency and friendliness 

b. Our Mission … Our Games … Our Awards … Our Bonuses and Promotions 

… Our Customer Service … Our Security 

The attempt to engage readers is evident, first of all, in the common use of second 

person pronouns. Examples in (8) demonstrate how pronouns function to realise the 

different themes. The reader is urged to visualise themselves as winning the jackpot 

(8a) or to think about what they would get by joining the site (8b) (winning/gain).  

(8)  
a. You could end up being a lucky Jackpot winner! 

b. You will be entitled to a Welcome Package of bonuses worth up to 500 dollars, 

pounds, or Euros. 

(8c–d) stress that it is for the recipient personally to decide what they will do with the 

received money (gain) or which of the “amazing” games they would like to pick 

(product appraisal). 

c. Whether you fancy a birthday flutter in the casino or would rather cash out to 

buy yourself something nice - the choice is yours! 

d. Just Click on one of our unique and amazing games of your choice 

Trying to persuade through peer influence (8e), Roxy Palace presents a testimonial 

by an existing customer who advises the reader personally that they should choose 

the casino.  

e. I recommend if you are online you should be at Roxy Palace Casino. 

(8f–j) display the way in which the casinos address the reader directly as you, 

striving to establish a friendly relationship with him or her and express that they 

share the same interests (casino as a friend), while (8k–l) show how commitment to 

safety is personalised and attempts are made to convince the recipient that they need 

not worry (security). 

f. Jen says: Hey you ;). I have a special bonus just for you! 

g. Your turn to play... 

h. All Slots is on your side 

i. We are Here for You  

j. You, the customer, are very important to us 
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k. The safety and well-being of our players is All Slots' primary concern. That is 

our promise to you. 

l. For your peace of mind, bet365 is affiliated to IBAS 

The addressee is flattered in (8m–n) with the casino claiming that his or her value 

(monetary or emotional) is extremely high (elitism). 

m. There is nothing more precious than YOU! 

n. Well - here you are! Even more valued than before. 

Directive speech acts also appear to be a common way to integrate the reader more 

firmly into the discussion as directives address the reader in a straightforward 

manner and instruct them to carry out some action. (9a–e) are examples of the 

winning theme. They try to inspire the reader to start playing by insisting on the 

winnable money, even referring to a payday, and prompting the reader to notice that 

many other people have already won. 

(9)  
a. WIN UP TO €400 

b. Get an extra payday this December with a prize draw for $5,000 cash!  

c. Get On Down To That Winning Sound 

d. Strike it rich with 7 of our power poker games 

e. Take a look at our Winners Wall, it’s bursting with happy players 

(9f) resembles a hard-sell advertisement that practically shouts out (capitalising 

implies this) for the audience to snap up the offer (product appraisal), while (9g) 

urges the reader to see the details of recent wins by other players (peer influence).  

f. DON'T MISS THIS GREAT OFFER!  

g. Find out who, what, where and how much here.  

(9h-i) demonstrate the convivial style that seems like spoken language and are prime 

examples of synthetic personalisation in which the recipient is made to feel as if they 

are addressed as individuals (casino as friend).  

h. Welcome to All Slots!  

i. Good luck and have fun!! 

In (9j), the reader is prompted to act instantly (to click) in order to download the 

gambling software which is defined by its secure quality (security).  

j. Click here to download our secure platform  
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The reader is also encouraged to start improving their position at the casino (9k–l) in 

order to raise themselves to the higher class of players (9m). A description of the 

highest VIP level praises the addressee’s value and tells them to consider how highly 

regarded they have become now that they have supposedly reached this status (9n) 

(elitism). 

k. Don't just dream about it, experience and enjoy premium rewards and 

superior service for yourself! 

l. Start earning points today, and reap the many benefits that come with each 

new VIP status. 

m. Take your place amongst Casino Las Vegas's most valued players. 

n. See what you're worth! 

  

Another technique of engagement is to pose questions although this appears to be 

much less common in the data than pronoun address and directives. By approaching 

the reader with a question, the addressee is again encouraged to entertain the 

possibility that he or she will indeed win today (10a–b). (10a) also has a 

paralinguistic emphasis on the pronoun you, which boosts the personal nature of the 

proposition (winning).  

(10)  

a. Will today be YOUR lucky day? 

b. There's millions to win so why not try your luck today – 

(10c–d) relate to the theme of product appraisal. (10c) challenges the recipient to 

find reasons why any other casino would be better and (10d) inquires about their 

gambling preferences – assuring them that the casino offers what they are interested 

in. 

c. So, why play anywhere else? 

d. Table games more your cup of tea? Well we have all the favourites  

In (10e), a support agent asks in a pop up window whether the site visitor is present, 

as if in a phone conversation (casino as a friend), while in (10f), the recipient is 

inquired if they would like to live a more glamorous life (elitism). (10g) is more 

rhetorical and evokes the reader to reflect if they might be good enough to be 

considered a VIP. 

e. Jen says: Anybody there?  

f. Fancy the VIP Lifestyle?  

g. Will you receive an invite to this exclusive club? 
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As shown in Table 5, boosters appear to be one of the commonly used features of 

credibility appeals, thus they shall be covered in a bit more detail. Boosters indicate 

certainty towards propositions and intensify them. Examples (11a–c) demonstrate 

how boosters are used in relation to the winning/gain theme. With emphatic do, 

(11a) appears to stress the definiteness of – somebody – achieving their dreams. The 

amplifier in (11b) is also typographically emphasised, which adds to the force of the 

directive. (11c) expresses certainty and large quantity as well as includes focused 

amplifying (right), making the proposition sound assertive.   

(11)  

a. $1,000,000 JACKPOT! DREAMS DO COME TRUE 

b. Get in on some REAL casino action with your €500 Welcome Package  

c. That's €400 which will ensure you'll have plenty of money to bet, right from 

the start! 

 

In product appraisal, boosters can be used in many ways. In (11d–e), they validate 

the position and excellence of the company in a presupposing manner. Examples 

(11f–g) focus on the company’s certainty of the supposed fact that the reader will be 

satisfied with the product, while (11h–i) stress the volume of products and 

pervasiveness of the casino’s activity. 

d. 32Red cemented its position as the UK's number one online gaming 

company in September 2005, when it became listed on... 

e. Ruby Fortune guarantees a great gaming experience.  

f. We're sure your experience at 32Red will truly be second to none.  

g. We are confident you will enjoy your time at Casino Las Vegas 

h. All Slots has everything you could possibly desire in an online casino 

i. Now there is no way you can miss out on all that 32Red Online Casino has 

to offer. 

(11j–l) underline the casino’s capacity, focusing on accessibility and availability: a 

large number of games are instantly right within reach and can be played at anytime 

and anywhere. 

j. Whenever or wherever you prefer to play there’s a game to keep you 

entertained. 

k. Signing up to 32Red will give you immediate access to over 500 of the very 

best online casino games. 

l. Try your hand at hundreds of state-of-the-art classic and video animated 

games, right here at your fingertips! (Product appraisal) 
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The following instances display the use of boosters in casino as a friend. In (11m), 

the reader is being assured that when in need, the casino will be there. (11n) 

underscores the relationship that the casino wants to establish with each individual 

player, while in (11o–p), the text producers claim to know what the reader wants, as 

if they already are on familiar terms with him or her.  

 

m. So rest assured that whenever you need us, we’re waiting to help. 

n. We put all our effort into establishing an honest and trustworthy relationship 

with each and every person. 

o. We know how to treat you right! 

p. We know you’ll love our Bonus Feature Slots too! 

 

In peer influence, boosters function to confirm the worth of the casino on the basis 

of what existing customers think. Certainty adjectives and verbs are used to present 

propositions as facts (11q–r). Examples (11s–t) are players’ quotes that emphasise 

the exclusivity of the casino and promise continuing dedication.  

 

q. Our solid base of players find depositing and withdrawing funds quick and 

easy 

r. Our “Ruby Devotees” won’t game anywhere else! 

s. Today there is only one casino for me. 

t. For sure I will continue to play and introduce all my friends to play with you 

 

With respect to security, ample use of boosters is made, perhaps because this is an 

aspect of which the casinos are especially eager to convince the reader. (11u) goes 

straight to the point, asserting that the company understands the concerns the reader 

holds over security issues. 

u. We know how important it is to feel secure with your money 

 

Security is also commonly underlined with repetitious statements about “safety and 

security” as in example (11v) where the supporting argument for the security claim is 

a mere presupposition “With our commitment to safety”. (11w) maintains similarly 

in a truthful voice that the available payment methods are restricted to the safe ones. 

v. With our commitment to safety, you can be rest assured of enjoying the 

fairest gaming experience with a maximum level of security and privacy 

w. …that's why we offer only online casino banking options that have proven 

themselves to be safe and secure. 
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References to protection technology (11x–y) and the licence provider (11z) are made 

in order to provide evidence for the confident claims. 

 

x. We use 128-bit encryption to ensure that all Casino.com players have peace 

of mind that their data is fully protected and confidential. 

y. bet365 has a Thawte SSL Web Server Certificate. This proves that we offer 

secure communications by encrypting all data to and from the site. 

z. The Lotteries and Gaming Authority of Malta regulates all our operations, 

ensuring all play, payouts and promotions at Ruby Fortune are fair. 

 

The following examples in (12) (elitism) are concerned with the VIP status that is 

emphasised as something to be pursued over the “ordinary” player ranks (12a–b). 

(12)  

a. As aVIP, you'll feel the added excitement and anticipation that comes with 

playing at the top of the class. You won't want to play anywhere else. 

b. You’ll be treated to regular deposit bonus offers that are far more generous 

than the ordinary!  

 

In (12c–e), boosters reinforce the evaluative descriptions highlighting the paramount 

position of VIP members at the casino, while (12f–g) firmly promise benefits that are 

accessible to a restricted clique of gamblers. 

c. Players can expect an experience of the utmost luxury 

d. We like to treat our valued VIP players with events designed exclusively for 

them. 

e. Since VIPs expect and deserve the absolute finest gaming experience 

f. VIP status at The Palace Group guarantees membership to an exclusive club 

of privileged players. 

g. Only available to select players at this level 

 

 

Boosters also function to emphasise the personalised and thorough nature of the 

service for VIP club members (12h–i). 

 

h. Dedicated VIP Account Managers and VIP Hosts, highly trained and with a 

wealth of experience, will be available to meet all of your needs. 

i. Being assigned your very own Personal Account Manager means you can be 

assured of quick and helpful responses to your enquiries. 

 

Hedges appear much less frequently than boosters on the promotional pages, 

indicating that the discourse is quite emphatic and assertive, which could be expected 

from sales language. Hedges can be used to denote the possibility of winning when 

they occur as modals (13a–d). While hedges as such convey a lack of certainty in 
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these examples, other contextual features seem to strengthen the positive focus on the 

possibility and thus emphasise the prospective win such as exclamation marks, 

boosters (always, huge, big), attitude markers (even, bursting, happy, good) and 

personal address.  

(13)  

a. You may even change your life with a huge win. 

b. You could be the next big winner! 

c. ...it’s bursting with happy players - you could be next! 

d. ... it is always good to know how much I can win!  

 

Another function of hedges is to soften utterances, and they can be used to express 

politeness (Brown & Levinson 1987), a phenomenon which in these examples also 

seems to contribute to the affective nature of the expression (13e–f). 

e. we would like to hear from you (casino as a friend) 

f. All and all I would just like to say THANK YOU to you and your team there 

at Casino.com (peer influence, product appraisal) 

 

Lastly, the text producers make use of evidentials to create credibility. These are 

briefly covered in the examples below. Evidentials in the data comprise direct quotes 

from players (14a) or representations of ideas from industry reviewers (14b). By 

attributing comments to an external source, the writers strive for substantiating their 

claims and consolidating their ethos. 

(14)  

a. Ruby Devotee, Samantha G. says - “Playing at Ruby Fortune helps me relax, 

once the kids are in bed I play my favourite slots and make sure I spend the 

winnings on me!” (peer influence) 

b. Independent experts in the field of online gaming have consistently 

recognized All Slots Casino as the best online casino. (product appraisal)  

 

 

 

 

 

 

 



54 
 

4.4 Affect Appeals 
 

Table 6: Frequency (per 1000 words) of the linguistic features of affect  

Trigger words are planted to attract the reader’s interest and to lure them into 

clicking and depositing money. There are two types of expressions interpreted as 

fitting the definition of trigger word in the dataset; figures marking a sum of money 

and words/phrases with the meaning of ‘not costing anything’, especially the word 

free. As shown in Table 6, both of these mostly appear on the Home page which is 

the “front door” at which attempts are made to draw the reader’s attention. Both 

types of trigger words mainly contribute to the theme of winning/gain.  

Sums of money are typographically salient elements on most Home pages, typically 

co-appearing with expressions that stand for ‘free of charge’, which seems to imply 

that there is free money on offer. For the visual appearance of (15) see Image 5 in 

Appendix I. Due to the large font size, these words are the most noticeable features 

on the page, but they are also the most ambiguous ones as the underlying conditions 

for receiving the funds are not stated at all (15a, 15b) or the specification is visually 

less prominent and expressed in jargon (15c).  

(15)  

a.   €750 FREE              
OVER 450 CASINO GAMES 
         >>PLAY NOW<< 

 

b.     REEL RACE  

  €5,000  
 GIVEAWAY 

 

c. $350 FREE 
1st deposit 100% deposit match up to $150 

2nd deposit 25% deposit match up to $200 

Join Now / Download Now 

      

 

Appeal Language features Home 

Freq. 

About 

Freq. 

VIP 

Freq. 

All 

Freq. 

Affect  Trigger words denoting  

a sum of money 

31.64  

(N 88) 

1.87 

(N 6) 

2.76 

(N 13) 
10.00  

(N 107) 

Trigger words denoting  

‘free of charge’ 

11.15 

(N 31) 

1.56 

(N 5) 

5.09 

(N 24) 
5.61 

(N 60) 

Attitude Markers 49.26 

(N 137) 

53.94 

(N 173) 

68.11 

(N 321) 
58.97 

(N 631) 
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Massive amounts of money displayed in jackpots (16) are noteworthy attention-

getters that appear on all the pages, most commonly on the Home page.   

(16)  

a. $1,000,000 JACKPOT PLAY NOW 

b. Huge progressive jackpots €11,072,998.95 

c. Jackpot total $4,883,963.97 

d. Play Gold Rally jackpot Vegas style €949,961.61 

 

In addition, free money comes up in the promotional language in general in relation 

to joining bonuses (17a–c) and other kinds of offers (17d–e). For the visuals of (17), 

see Image 6 (Appendix I). 

(17)  

a. CASINO €100 OPENING BONUS / JOIN NOW 

b. £400 Welcome bonus / Free Download 

c. GET OUR EXCLUSIVE WELCOME BONUS 150% up to $300 / Download 

Now / Instant Play 

d. 110 FREE SPINS 

e. ON THE HOUSE 25% CASHBACK 

 

It is also characteristic to present large sums of money as having been won as prizes 

by existing customers (18): 

(18)  

a. Bensu D. won a €1,025,839 jackpot playing Major Millions. 

b. Joseph P. Won 50,000€ Playing Club Pearl 

c. Brian R. £64,934.59 

d. European Roulette Gold paid out £2,604.00 to Djalil S. 

 

Attitude markers are the most frequently occurring language features of persuasion 

in the dataset. Writers do not hesitate to express their affective attitude and opinions 

explicitly, but often the attitude can also be perceived simply in their word choices 

which almost constantly carry evaluative meanings. Examples (19a–b) demonstrate 

how the casinos express their feelings about winning customers, comparing the 

experience of winning to accomplishing dreams and winners to ambassadors. In 

(19c), the writers seem keen to proclaim that winners really do exist; the exclamation 

mark and celebrate convey the casino’s enthusiastic attitude (winning/gain). 

(19)  

a. At PrimeSlots.com, we are always excited and glad when one of our 

members wins a Big Prize and we have the opportunity to help someone 

accomplish their dreams. 

b. Every winner is an ambassador of prosperity for us 

c. There are winners out there, celebrating their casino winnings right now!  
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In (19d-e), the words chosen to describe the casino carry evaluative meanings that 

stress the winning element, while in (19f) the comparative expressions indicate a 

preoccupation with improving one’s status and accumulating more money.    

d. Roxy Palace is your one stop mega money making shop 

e. Our daily slots freeroll tournaments are a great way to win without making a 

deposit. 

f. the more you play at bet365 the further you'll progress and the greater your 

rewards will become. 

Product appraisal is frequently realised by using attitude markers. One aspect of the 

appraisal is to plug the superiority of the particular casino over competitors (20a–d) 

(20)  

a. When it comes to online slots we really are second to none 

b. Prime Slots.com is the jackpot slots & spin games site that pays out the 

biggest cash prizes online. 

c. VIP players enjoy red carpet treatment unmatched by any other casino 

d. this unrivalled bonus which gives you the perfect start to our Best Casino 

award-winning service  

 

Sometimes this includes presenting negative evaluations of other casinos (20e–f). 

 

e. William Hill had infringed the 32Red trademark 

f. Some of them are catastrophic. (from a player’s testimonial) 

 

Besides superiority, other positive values highlighted in product appraisal are the 

volume and diversity of the selection (20g–i), the nonstop enjoyment provided by the 

games (20i–j), and the expertise (20k) and considerateness of the staff (20l). 

g. you can play an impressive 100 video poker hands at the very same time. 

h. You can even play live games with real dealers! 

i. with over 500 high quality games to keep the adrenalin pumping 

j. Have never ending fun with 9 power poker games 

k. Our expert Customer Support team brings together a large number of 

experienced professionals 

l. Both of them went the extra mile to ensure the best possible experience 

available. True gents! 

 

In addition, the simplicity of using the products is commonly referred to (20m–n) 

and the convenience of participating in gambling via the Internet is stressed (20o–q). 

m. It’s easy to download our free casino software 

n. Our games are simple to use and our banking options make withdrawing and 

depositing a doddle. 

o. Play your favorite casino games how you want, when you want. 

p. bringing all the thrills of Vegas to the comfort of your own home. 
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q. Gambling from the comfort of your own home. No need to dress up and hit 

the roads.  

 

The following examples demonstrate the use of attitude markers in the theme of peer 

influence. In (21a–b), the casino alludes to their wide and satisfied customer base, 

while in (21c–e) customers themselves are presented as endorsing the casino. 

(21)   

a. ...it’s no wonder that gamers from all over the world choose to play with us 

every day. 

b. Yannis F. can’t stop singing our praises! 

c. your service there has been 20/10 and I can't ask for more 

d. Ruby Fortune is one of the most entertaining casinos online with the most 

enjoyable games on the internet. I think the slots are entertaining and catchy! 

e. It is always a pleasure for me to ask something or to chat with my VIP 

account manager as the response is very friendly and just the way a VIP likes 

to be treated in a casino 

 

Casinos regularly present themselves as caring communities (casino as a friend) that 

want to establish a friendly relationship with their players, also by pledging to be a 

part of their important life events (22a–b). The two-way nature of the relationship is 

stressed, too (22c–d). 

(22)  

a. We will build, develop and grow a long term lasting relationship with you 

b. we'll help you celebrate those important moments. Birthdays, anniversaries or 

simply because you deserve to be treated. 

c. Fair play is the base of our mutual prosperity.  

d. We would love to hear from you 

 

The Internet can be an impersonal environment, and it seems that one way casinos 

try to mitigate the distance is to present dedicated and sympathetic descriptions of 

their staff which are in essence attitudinal, and often boosters occur together with 

attitude markers to enhance the proposal. This can happen through players’ quotes 

(22e–f), or sometimes staff members describe one another on the site (22g–j).  

e. Ruby Fortune … It is there for me whenever I need a pick me up! 

f. I had a great time and you have an amazing team, very, very good people. 

g. Matteo really cares about his team 

h. He’s my hero for that! 

i. My favourite - lovely and caring, just like me 

j. He's a good colleague and friend 
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Security being one of the themes, it is common for the casinos to express their 

stance on it. In (23a–d), they explicitly state how significant they find it. 

(23)  

a. Safety is important to us... 

b. Providing our players with a safe and secure casino is our primary concern. 

c. All Slots Online Casino wants you to be able to relax and enjoy the casino 

games without having to worry about fraud or identity theft. 

d. At PrimeSlots.com we want you to enjoy yourself and free your mind 

 

They also employ a reassuring tone when addressing the reader (23e–f). 

 

e. bet365 a name you can trust 

f. you can trust that your payments and withdrawals are in good hands 

 

When discussing security, the casinos tend to use many synonymous expressions in 

succession (23g–h). This kind of overwording implies that they really do wish to 

appear to be preoccupied with security issues. 

g. NG International Ltd. ... provides PrimeSlots.com with the best, safest and 

most secure transactions. 

h. All Slots offers a wide range of safe, secure, and convenient online banking 

options for your casino deposits and withdrawals 

 

The theme of elitism is realised in attitude markers most of the time. The casinos 

clearly reveal their opinion on VIP programmes and for what kind of people these 

are intended (24a–d). 

(24)  

a. All Slots Casino is proud to offer a unique VIP Casino program designed for 

our most elite players. 

b. our VIP program is exclusively tailored to suit the needs of the discerning, 

sophisticated individual. 

c. Dedicated to providing our top players with the high level of service they 

deserve 

d. To qualify as a Casino.com VIP Elite you need to have accumulated 50,000 

loyalty points and deposited a minimum of $24,000/£16,000/17.600€. 

 

It is made clear that the members of this restricted club, by virtue of their elite 

character, have an access to better offerings than other, ordinary players:  

e. Our VIP Casino program is open to players by invitation only, and entitles 

members to many privileges 

f. We indulge our valued VIP players in exciting events designed exclusively 

for them. 

g. As a member you will enjoy a wide range of exclusive bonuses and 

promotions, not available to our regular clients. 
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The offerings of the VIP club are presented with evaluative phrases that relate to 

privilege, luxuries, excess and special service:  

h. If you're ready for some red-carpet indulgence and round-the-clock 

pampering 

i. Players can expect an experience of the utmost luxury whether it is an 

opulent city break at a stylish 5 star hotel or an exotic 5 Star getaway, your 

every need is considered. 

j. But be warned: it's not easy being a VIP at Casino Las Vegas's Online 

Casino: you have to get used to words like "exclusive", "elite", "first class", 

"superior" 

k. Every month, one lucky Club Rouge member will receive two bottles of the 

finest champagne, with either four Cohiba Esplendido Cuban Cigars or the 

finest chocolates 

l. we pride ourselves on one-to-one VIP treatment  

 

 

It seems that the casinos also wish to demonstrate that VIP players are in such a 

special position that they can press for products they want and have their will: 

 

m. Our VIP players craved more tournaments; they demanded unique themes 

and irresistible jackpots and we complied. 
 

 

4.5 Rationality Appeals 

Table 7: Frequency (per 1000 words) of the linguistic features of rationality  

Examples in this section illustrate how the six themes are realised by using logical 

connectives comprising of causals, purposives, conditionals, additives and 

adversatives as well as by employing presuppositions.   

Causals have a reason–result structure which in the following is used to argue for the 

superiority and novel quality of the casino’s products (product appraisal) (25a–b):  

(25)  

a. Our secure platform offers you the best promotions, the biggest jackpots and 

the greatest selection of games on the market, so you don’t need to look 

anywhere else. 

b. Every month it adds more games to its repertoire. So there is always 

something new and exciting at All Slots Online Casino. 

Appeal Language features Home 

Freq. 

About 

Freq. 

VIP 

Freq. 

All 

Freq. 

Rationality Logical Connectives 

and Presuppositions 

9.35 

(N 26) 

7.80 

(N 25) 

10.61 

(N 50) 
9.44 

(N 101) 

Endophoric Markers 8.63 

(N 24) 

5.30 

(N 17) 

2.97 

(N 14) 
5.14 

(N 55) 
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In the following player’s quote (peer influence), causal is used to formulate a valid 

reason for choosing the casino (because the VIP team treats players well). 

c. It is always a pleasure for me to ask something or to chat with my VIP 

account manager as the response is very friendly and just the way a VIP likes 

to be treated in a casino. 

Security is also promoted by means of causal connectives. Even though there is 

some variation in the arrangement of the components and the particular connective 

chosen, essentially the examples (25d–g) all contain the following reason-and-result 

argument: because gamblers want to feel relaxed and protected, the casino is sure to 

use appropriate secure technologies: 

d. All Slots Online Casino wants you to be able to relax and enjoy the casino 

games without having to worry about fraud or identity theft. That is why we 

use the most up-to-date security technology 

e. We also use the most advanced security technologies and procedures to 

protect your privacy and financial transactions so you can enjoy playing 

online slots and other online casino games with complete peace of mind. 

f. We know how important it is to feel secure with your money, so with this in 

mind each transaction made with Roxy Palace is recorded. 

g. And that's why we offer only online casino banking options that have proven 

themselves to be safe and secure. 

In casino as a friend, causality is also used to establish a reason–result argument, the 

reason being that customers are important for the casino and, as a result, the casino 

aims to create a candid relationship with everyone individually and dedicate itself to 

serving customers (25h–i): 

h. Our customers are the most important part of this online casino equation, so 

we put all our effort into establishing an honest and trustworthy relationship 

with each and every person. 

i. You, the customer, are very important to us and that’s why we put a great 

deal of time and energy into customer service. 

A similar pattern can be seen in relation to elitism. The reasons are that all VIP 

players have their unique preferences (25j) and have earned their distinguished 

position (25k), this resulting in the casino providing personalised and refined service: 

j. We also understand that each and every player is an individual, and so we 

take a personal approach to your individual needs.  

k. Since VIPs expect and deserve the absolute finest gaming experience, our 

VIP program is exclusively tailored to suit the needs of the discerning, 

sophisticated individual. 



61 
 

As mentioned in the theory section, purposives are a sub-category of causals, and in 

promotional language they tend to accentuate some forthcoming desirable state of 

affairs. Purposives in winning function as laying emphasis on the future action of 

winning, thus presenting winning as the objective and reason for gambling (26a–b). 

Or in other words, winning can be brought about by playing the games offered by the 

casino. 

(26)  

a. Play to hit the newest jackpots in town! 

b. SPIN TO WIN 

 

In Simpson (2001) and Hyland (2005), and is usually considered an additive that 

appends further elements to an argument. This might be the most obvious function of 

and, but coordinating components with and can also be seen more specifically as 

drawing parallels between certain ideas (Fairclough 2003: 101). In specific contexts, 

this logic of equivalence seems to strengthen the implication of causality between 

actions. For instance, (27a) is an example of this. The proposition seems to be that 

the act of registering an account means that the addressee gains $10. Register at 

32Red → receive $10. 

(27)  

a. Register at 32Red today and receive $10 free. 

In this case, the equivalence between actions is plausible and transparent since the 

casino repeatedly advertises the $10 welcome offer on the site, and it would be quite 

bad promotion if the promise of $10 bonus was false. However, similar constructions 

also appear in relation to gambling and winning where the equivalence of actions, or 

any causal relation, cannot be taken for granted. Examples (27b–f) urge the reader to 

plainly start playing and winning. In (27e), play and win are coordinated with the 

symbol & which further seems to imply that playing can be equalled with winning. 

b. Play the largest variety of slot machines games and win ‘instant win instant 

cash’ prizes 

c. Simply register, spin and climb the leader board to win bigger prizes 

d. take advantage of our 110 FREE SPINS for new players offer to try your luck 

and win the jackpot! 

e. Get started today to play & win online casino slots;  

f. Start earning points today, and reap the many benefits that come with each 

new VIP status. 
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The following examples demonstrate the usage of and in product appraisal as 

coordinating two actions and treating them as being connected in a causal sense – 

registering leading to a fun and amazing experience (27g–h): 

g. Come and join us today at Roxy Palace Canada and let the good times roll. 

h. Sign-up today for online casino gambling and enjoy an amazing gaming 

experience 

 

Conditionals are a conventional tool used in reason advertisements to develop a 

reason for purchase through stating that if a certain condition applies, then some 

positive consequence can be expected. In (28a) conditional is employed in this way 

to argue a reason for joining the casino in question (product appraisal).  

(28)  

a. If you enjoy competitive play with greater stakes then The Palace Group's 

tournaments are for you. 

The reason-to-buy element is developed in the following by expressing that if there is 

something that the reader wants to say or any assistance that they need, the casino is 

open and willing to listen to and help the customers (casino as a friend):  

b. If you have any comments about our online casino, good or bad, then we 

would genuinely like to hear from you.  

c. If you get stuck at any time, our Live Chat Service is here to help you. 

In the elitism theme, the same structure functions to highlight the reason element by 

establishing the condition that the reader might relate to (desire for red-carpet 

indulgence and round-the-clock pampering; wish for extra rewards) 

d. If you're ready for some red-carpet indulgence and round-the-clock 

pampering, then this is the place for you.  

e. If you enjoy playing with Roxy Palace Casino and want to receive extra 

rewards and bonuses just for playing, read on to see how you can become one 

of our VIP players.  

Additives which add elements to the proposal are used in product appraisal to 

convey an impression that the casino has a wide selection of products: 

(29)  

a. As well as Sports, we also have first-class Casino, Games, Vegas, Poker and 

Bingo rooms on the Internet. 
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Similarly, in elitism, they expand the argument that VIP members get extra service 

that is not available to regular players: 

b. Your exclusive VIP treatment also includes not only direct access to both the 

Casino Manager and the VIP Host Team, but also information on our 

exclusive VIP weekly promotions. 

Adversatives imply “that there is some affective contrast” between the coordinated 

complements (Simpson 2001: 595). In a sales pitch, adversative can be used after 

introducing some items to draw attention to the fact that these are by no means the 

only offerings, but a wide array of products is available (product appraisal): 

(30)  

a. But All Slots is a lot more than just slots. 

In the following examples, adversatives create a playful contrast by means of which 

the casino’s caring and humane character receives emphasis (casino as friend) – 

(30b) suggests the casino wants to stay in touch with its players in all circumstances, 

and in (30c), a staff member is humanised by referring to both her positive and 

negative traits. 

b. We are confident you will enjoy your time at Casino Las Vegas but 

nonetheless we would like to hear from you, whether it's a complaint or 

praise, a question or a suggestion. 

c. My favourite - lovely and caring, just like me! She's full of energy and 

enthusiasm... However, these qualities come out only after 10am, and a 

couple of strong coffees! 

In elitism, adversatives function to remind the reader of the restricted nature of VIP 

clubs (30d–e), that they are reserved for the gamblers’ elite (30f): 

d. …, although as a general rule of thumb, only players in the Gold loyalty tier 

will be considered. 

e. You’ll automatically move up our VIP ladder the more you play, but our 

Premium and Prestige VIP levels are by invitation only. 

f. But be warned: it's not easy being a VIP at Casino Las Vegas's Online 

Casino: you have to get used to words like "exclusive", "elite", "first class", 

"superior" - and that's only the beginning!  

Other techniques employed in the language are presuppositions. For example, 

presupposing temporal expressions can be used to advocate winning/gain, as in 

(31a–c) the conjunction when which treats the following proposal as factual, and in 

(31d) the verb keep that signifies continuation of the existing state, the existing state 

presupposed to be that of “pots of cash coming in”. 
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(31)  

a. Every winner is an ambassador of prosperity for us, and that is why: when 

you win, we win. 

b. At PrimeSlots.com, we are always excited and glad when one of our 

members wins a Big Prize  

c. When you achieve Gold status in the VIP Scheme you can contact us to 

claim €350 of Casino chips for FREE! 

d. …with over 500 high quality games to keep the adrenalin pumping and the 

pots of cash coming in. 

 

Presupposing when and once are also used in the following examples of achieving 

the exclusive VIP status; the use of these temporal expressions prompts a 

presupposition that this will happen (elitism): 

e. Live the VIP lifestyle when we invite you to attend our prestigious events 

f. Open the door to even more exclusive benefits, bonuses and invitations – 

when you become a Casino.com VIP.  

g. Once you become a VIP, you'll be contacted by one of our VIP Account 

Managers who will issue your personal invitation, initiating your superior 

service and exclusive benefits. 

Presupposing cleft constructions draw the focus on a certain part of the proposal, in 

the case of product appraisal to another positive feature of the casino (31h): 

h. What’s more, you can also enjoy the convenience of playing online games at 

our mobile casino. 

 

Finally, websites tend to make substantial use of features that can be classified as 

fulfilling the function of endophoric markers. As described in 2.2.3.4, these 

expressions refer the reader to elsewhere in the text in order to help them understand 

the writer’s meaning and support the writer’s arguments. Website hypertexts 

frequently employ hyperlinks which can be marked out by a different colour or 

underlining. In a way, these function as implicit endophoric markers. Some 

expressions make the reference to another part of the hypertext more explicit:  

(32)  

a. For our freephone numbers please visit our 24/7 Support page.  

b. Check the Promotions page to see what special competitions we are running 

right now! 

c. If you are new to Roxy Palace Casino, click here to start playing. 

d. FESTIVE BONUS BOOST MORE DETAILS 

e. View all jackpots > 

In addition, there are more conventional references also found in printed texts such 

as (32f–i).  
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f. You can contact 32Red Plc at the address given below:  

g. We also have the following numbers if you wish to call us, any time.  

h. *See Terms and Conditions below 

i. We are accredited by the organizations listed below, underlining our 

commitment to security and privacy. 

 

On the other hand, since these are texts that are all connected to each other in a large, 

seemingly infinite web of information, the reference does not even have to be inside 

the same textual environment (one single website), but the links can lead to a text on 

a whole different website (32j–n). 

j. Casino Las Vegas is licensed by the UK Gambling Commission and the 

Government of Gibraltar. Click here for details. 

k. Visit Wikipedia for more on 32Red Plc. 

l. You can find your local branch of Gamblers-Anonymous at: 

www.gamblersanonymous.org 

m. for additional information visit the Casino Las Vegas review 

n. Visit blog.32red.com to read our daily posts announcing new games, the 

latest winners, promotions and more. 

 

 

5 DISCUSSION 
 

The analysis has provided examples of the many ways in which language contributes 

to the persuasive appeals of credibility, affect and rationality in the discourse and 

how language thus functions to produce certain images. It has been suggested that 

these images form larger themes which foreground the winning element of gambling, 

the good quality, popularity, friendliness and security of the casino as well as the 

glamour and exclusivity provided by the casino. Thus, as an answer to the first 

research question, “winning/gain”, “product appraisal”, “peer influence”, “casino as 

a friend”, “security” and “elitism” can be considered to encapsulate the main 

promotional themes that prevail on the websites of the dataset. Overall, it seems that 

the messages are rather carefully constructed to appeal to the motives of people who 

participate in gambling, and efforts are made to mitigate the negative impressions 

that Internet gambling may evoke in the minds of potential customers. The themes 

will be discussed more in detail with respect to their linguistic properties when the 

findings are contrasted with previous research (pp. 67–72). 
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More specifically, the study set out to examine the language use and what kind of 

linguistic persuasion strategies are employed (research question 2). Characteristic of 

the discourse as a whole seems to be engagement through personal address and 

directives as well as communication of attitude and certainty through attitude 

markers, boosters and self-mention. The strategies thus mostly seem to rely on 

appeals of affect and credibility. It has to be remembered of course that the study was 

not designed to answer quantitative questions, and not many generalisations can thus 

be made in terms of the frequency of different linguistic strategies. However, what 

seems plausible in the light of the analysis is that especially attitude markers are 

frequently used, commonly to realise different kinds of evaluations. This reflects the 

texts’ promotional generic structure; evaluation tends to be an established feature of 

promotional genres, as proposed by such genre theorists as Bhatia (2005). 

In the promotional discourse, the casinos also seem to seize on those vulnerable 

patterns of thought that are based on affective images instead of logical reasoning. 

People’s beliefs and fantasies are keenly exploited. The belief in good luck is based 

on pure superstition, but the ideas and narratives that have been formed around 

“luck” are useful for marketers of gambling in their mission to create potentially 

persuasive messages. Trigger words represent one of the most visible attempts to 

appeal to people’s emotional capacity. It also appears that hedges in the data are 

usually linked to affective propositions rather than functioning strictly as devices of 

credibility in the sense that Hyland suggests with “open to negotiation”. Instead, 

hedges in the data tend to either express intriguing vagueness when winning is 

promoted or contribute to negative politeness strategies. Negative politeness refers to 

the way in which the text producer refrains from imposing on the addressee (Brown 

& Levinson 1987). 

Boosters that convey epistemic attitude contribute to persuasive objectives by 

presenting a confident sounding writer who gives promises and guarantees. With 

boosters, statements about the quality of products, customer satisfaction, and 

especially about security are made to sound assertive. The function of restrictive 

adverbs is likewise to present firm propositions that often relate to the conditions for 

access to VIP programmes. Amplifiers have been treated as a subcategory of 

boosters in the thesis, but where epistemic boosters often seem to contribute to the 

ethos of the writer, amplifiers in the data are largely employed to strengthen pathos 
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expressions. Therefore amplifiers might more fittingly be categorised as supporting 

affective appeals. Similarly, quantifiers that are employed to impress the reader with 

the size of the selection might convey credibility, but they could also be considered 

affective appeals depending on whether the reader processes these bits of the 

message centrally or peripherally. Evidentials in the data function as solidifying 

credibility as they represent an idea that has been expressed by a seemingly neutral 

party, usually another player or an industry authority figure. 

While the discourse in terms of persuasion tends to emphasise appeals of affect and 

credibility, rationality appeals are also employed for argumentation and to present a 

more encompassing line of reasoning. Rational appeals manifest themselves in the 

use of logical connectives which are employed to argue for a reason to join the site 

(conditional, causal) or to offer a means by which an assumedly desirable goal can be 

reached (purposive). Logical connectives can also be employed to present an 

appealing chain of events or to communicate logic of equivalence between certain 

actions. Furthermore, presuppositions were coded in the data as rational appeals. 

They tend to assume certain information as factual or take some event for granted 

even if it necessarily is not. When presupposition markers are employed, the mood of 

the proposal is affected, resulting in an impression that something is going to happen 

(when you win, we win; When you achieve Gold status in the VIP Scheme...) even if 

this is far from certain. Therefore, they contribute to the confident voice of the writer 

and might also be considered to solidify the writer’s ethos. 

Previous research has brought forward the tendency of gambling advertising to give 

substantial emphasis to the incident of winning, thus creating an atmosphere of 

“winning ethos” in the promotional discourse. Expectedly, one of the themes in the 

present study was also interpreted to be winning/gain which in most cases clearly 

meant winning money. In addition to the visual imagery that often relates to winning, 

the theme can be realised through several linguistic strategies of persuasion. What 

seems linguistically noteworthy in the communication of the winning experience is 

the relative ambiguity and careful indirectness that it carries. In the end, the chance 

of a big win happening is always left for the reader’s imagination in the messages, 

which may form their persuasive element. Although encouraging imagery is 

definitely provided, none of the messages that promote winning actually say that the 

reader will win. More specifically, this linguistic vagueness occurs, for example, 
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through hedges which express that something is not certain. The manner in which the 

winning theme is realised in language thus clears the casino of any accusations of 

dishonesty in the strict semantic sense. Such proposition as “you may even change 

your life with a huge win” is true since the possibility does always exist. These 

proposals make use of epistemic modality that manifests itself in modal auxiliary 

verbs (may, could).  

Binde (2014: 46) has previously approached this subject from the perspective of 

marketing science where this type of promotion, while not being objectively 

misleading, might be regarded as subjectively misleading. In terms of language, what 

contribute to the possibly (subjectively) misleading nature of these messages are the 

other linguistic features that appear in the sentential context of the modal verbs or, 

more importantly, in the larger discursive context. Rather than expressing doubt, 

hedges seem to function in the winning messages together with engagement markers, 

amplifiers and attitude markers to stress the chance of winning, making it seem like 

an opportunity (instead of a remote possibility) which is also specifically created for 

the addressee. To continue with the example in the previous paragraph, by using the 

engagement marker you the text producer employs a strategy of personal address, 

thus assumedly hoping to make the addressee feel that the writer is talking to them. 

In addition, the attitude marker even and amplifier huge contribute to the creation of 

an ethos that is more positive and encouraging than negative and doubtful. This is 

just a simple example of how certain devices can have an effect on the overall feel of 

the sentence. It is more useful of course to look at the larger discursive context. The 

frequent use of directives that are aimed at the addressee (Get On Down To That 

Winning Sound; Strike it rich with...) contribute to the overall tone of the text, 

making it encouraging towards the winning element. More notable still are the 

affective trigger words that bring the massive prizes to the fore and function as 

attention-getters, especially when they have been made typographically larger than 

other elements on the page. Furthermore, the rationality appeals used in the winning 

theme seem to be of the vague kind. It has been suggested in the analysis that the 

coordination of playing and winning with and sometimes gives an impression of 

causality through a logic of equivalence. In this case, the expressions are again 

semantically ambiguous and do not carry any confirmation of causality, which is 

why the casinos cannot be alleged to be distributing misinformation. There are also 



69 
 

some purposives (e.g. SPIN TO WIN; Play to hit the newest jackpots in town!) 

which seem to suggest that the aim of all playing is to win, but as discussed in the 

theory section, purposives are implicitly prospective and lack a similar reason-result 

structure as true causals, thus leaving the proposal more open in this case. In 

addition, when a jackpot is advertised with a flashing DREAMS DO COME TRUE, it 

is not specified whose dreams they are. The use of the amplifying do only implies 

that this is a reply to someone who is a bit doubtful of the proposal, and in the 

objective sense, the phrase does not seem false as there are people in the world who 

have accomplished something they always wanted. The false impression that 

“subjectively misleading” refers to may be formed through the imbalance of the 

discourse since it lays emphasis on certain less likely events and ignores other 

aspects. This is of course a general feature of persuasion as ideologically produced 

discourse; the positive sides are focused on while the negative ones are downplayed 

(Fairclough 2001; Rank 1976).  

Since the texts involve a purpose to sell games and acquire new customers, the 

discourse also revolves around the desirable qualities of the casino, its service and 

products. Product appraisal that was suggested to be one of the themes is a type of 

product differentiation method in promotional texts (see e.g. Bhatia 2005). The 

companies strive for standing out from the rest by stressing superiority, fun, 

simplicity and volume of their products as well as their overall expertise. This again 

matches the common motives as online gambling is reportedly favoured for e.g. 

relaxation, accessibility and variety of games. Linguistically, product appraisal is 

concerned with the generic value of evaluation which is often accomplished by 

employing attitude markers. Boosters also function to indicate the writers’ 

confidence in the product’s quality (We are confident you will enjoy...; We're sure 

your experience at 32Red will truly be…). Since comparisons in most cases are 

subjective, comments about superiority tend to be intrinsically attitudinal. The 

experience of fun is also rather subjective. Such arguments may therefore lack any 

real persuasive power as people are so used to reading promotional texts of this kind, 

but the proposals that underscore the multitude of games and their accessibility might 

perhaps be more convincing. One reason for the growth of online gambling is that 

Internet access has become ubiquitous, and hence it is convenient for companies to 

capitalise on accessibility. The virtual environment also enables casinos to provide 



70 
 

more and more games. These persuasive aspects can be realised in language with 

boosters which mark a large quantity and stress the immediacy (Try your hand at 

hundreds of state-of-the-art classic and video animated games, right here at your 

fingertips!). Furthermore, the rational appeals of addition function to expand the 

selection (As well as Sports, we also have...), and causals and conditionals employed 

to establish a reason for purchase argue for the positive outcome of joining the 

casino. 

The promotional discourse also incorporates security as one of the themes. This is in 

line with the mistrust on safety measures that potential customers have expressed in 

studies. The language incorporates affective statements in which the casinos give 

their personal opinion on how important or primary they find security in their 

business and appeal to the reader to trust them. Boosters are further used to 

emphasise certainty and knowledge (We know how important it is to feel secure...). 

Personal address is here also a key feature as the companies wish to adopt an 

individualistic approach to show that they are aware of the reader’s personal 

concerns. After framing the issue, rational appeals of causality (That is why we use...) 

are employed to provide proof of the secure technology used. It is not the first time 

casinos have “branded” an aspect that previously had been their disadvantage. 

Namely, some of the previous studies (e.g. McMullan & Kervin 2012) suggest that 

gambling providers have, in a way, productised the concept of Responsible Gaming 

which aims to prevent problem gambling. That is to say, it seems that the promotion 

of responsibility functions as much as a means to boost the credibility of the 

company as it does to address the social problems of gambling. The fraudulent 

activity that has plagued the industry now also seems to provide licensed companies 

with a chance to utilise safety as their promotional theme to gain people’s trust.  

Another trust-building approach relates to the theme that has here been called 

“casino as a friend”. All in all, one might count all instances of personal address as 

fulfilling this theme, but the most telling examples are those that stress the 

particularity of the addressee and strive for consolidating the relationship with them 

(I have a special bonus just for you!; All Slots is on your side). Boosters are used in 

this theme to communicate an awareness of the reader’s wants and needs (We know 

you’ll love our Bonus Feature Slots too!) and to assure the reader that the casino 

supports them if they come across anything difficult (rest assured that whenever you 
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need us, we’re waiting to help). The friendly tone is accompanied by wishes of good 

luck realised as directives, and some personalised comments even imply that they are 

playing a game together (Your turn to play...). Rationality appeals of causality 

together with attitude markers are used to argue that because the addressee is 

important for them, the casinos prioritise customer service and want to form an 

honest relationship with each individual player. Hedges function as marking 

politeness (Brown & Levinson 1987) rather than uncertainty. McMullan & Kervin 

(2012: 629) have referred to “a form of electronic friendship” that was latent in the 

marketing messages of the poker sites they studied. It can be suggested here that the 

easy-going and addressee-targeted language contribute to the casino’s approachable 

image, and the portrayals of staff members through affective language help to create 

a sense of a warm community that is humane and sociable instead of mechanical and 

asocial as which the electronic medium might sometimes be perceived. In the end, 

this is likely to add to the credibility of the site. While this seemingly personal 

approach might be something that is also employed in other promotional texts and is 

unlikely to be unique to the promotion of gambling, it may be considered an 

especially important persuasion technique for an industry that often tends to be 

perceived as somewhat suspicious. 

Previous studies have also suggested that gambling is “normalised” in marketing 

messages by presenting the action as constantly occurring and as a popular pastime 

for people around the world. A similar sentiment comes through in the dataset, 

exemplified for instance by the theme “peer influence”. In addition to solidifying the 

imagined community of gamblers, making a point by presenting a number of other 

people being active helps in depicting gambling as an ordinary leisure activity. 

Winner tables with expressions such as latest winners make the action seem 

continuous. Players’ affective statements realised in language with attitude markers 

and amplifiers relate to product appraisal as well, but some specifically contribute to 

the normalisation process by linking gambling to the everyday, domestic context, e.g. 

...once the kids are in bed I play my favourite slots and make sure I spend the 

winnings on me! or I work really hard and the best part of my day is getting home, 

having a glass of wine and enjoying a well earned break on the slots! Here the most 

noteworthy features might be the references to work and family, and the way in 

which gambling is represented as a preferred recreational activity on the side of daily 



72 
 

routines. On the other hand, peer influence as a theme is also enforced by the casinos 

themselves when they offer confident statements about their current clientele’s 

sentiments (Our solid base of players find...; Our ‘Ruby Devotees’ won’t game 

anywhere else!). 

Some promotional messages have previously been reported to allude to a kind of 

individual transformation that winning could bring; financially and socially. While 

winning is only in some cases explicitly linked to life change in the dataset (You may 

even change your life with a huge win), the VIP pages especially appear to forecast 

an improved, elitist lifestyle for those who become VIPs. VIP programmes 

themselves have drawn criticism for exploiting vulnerable populations and provoking 

players to gamble beyond their means in the hope of achieving a higher VIP status 

and an access to bigger prizes. It is not the concern of this study to assess the degree 

to which this might increase problem gambling, but status-climbing indeed seems to 

be central in the “elitism” theme that emerged: it is expressed that the more one 

deposits money on the site, the further one will “progress” or the higher one will rise 

on the “VIP ladder”. The emphasis is on glamour and specialities that are reserved 

for a carefully chosen group of people. The strict policy of limited access is made 

evident by restrictive adverbs (by invitation only) and attitude markers of obligation 

(you must have). Elitism is further fostered by repeatedly using attitude markers that 

point to a special clique (exclusive, elite, privileged) or that extol the characteristics 

of VIP members (sophisticated, discerning, valued, deserve, first-class). The 

preoccupation with “better” comes through with attitudinal comparatives get more, 

higher, bigger, faster, speedier; expressions of improvement such as advanced, 

increased, enhanced; and boosters that stretch the proposition to its highest peak 

(absolute finest, very best, complete casino support service, utmost luxury). The 

implication seems to be that these qualities come with the VIP status, and that 

improvement is essentially what everyone should aspire to, as asserted by boosters 

such as you won't want to play anywhere else. Considering that VIP members are 

continuously valued so highly and described as they are, reaching a VIP level might 

for some imply a certain kind of individual status transformation as well. At any rate, 

the image that comes forth is that the sites are hierarchical and those customers who 

are elevated above others are flattered with compliments and promises of wealth and 

luxuries.  
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The last research question was concerned with how the digital medium affects the 

way persuasive messages are constructed. The medium-specific features can be 

examined by observing the discourse in the navigating mode which involves the 

reader exploring the web platform and making their way through the visual 

presentation. The analysis has indicated that the main topics on the sites – as 

interpreted from generic links – are the games themselves and promotions as well as 

deposit methods, VIP club and the About page which gives a positive evaluation of 

the casino. The discourse is clearly preoccupied with promotion since the links focus 

on presenting ongoing offers and getting the visitor to deposit (the deposit options 

link is placed visibly among the generic links). Also the VIP programme is 

considered a central topic since it tends to appear in generic links. In contrast, the 

Responsible Gaming link is almost unnoticeable among other formal information at 

the very bottom of the page. This indicates that it is a necessary routine to include the 

link on the page and thus it is conveniently inconspicuous in the visual presentation. 

The specific links which are usually situated at the centre of the page are the 

constantly updated, distinctive bits of information according to Askehave & Nielsen 

(2005). On the casino Home pages, the specific links are often concerned with what 

can be seen as the main motivation for gambling, namely winning – what others have 

already won (winners named) and what there is to be won at the moment (jackpots). 

Trigger words, which are another feature of the web medium, are also related to the 

winning action. Examination of the structure of the Home page and the analysis of 

affective appeals suggests that sums of money, especially large sums, are a common 

characteristic of the presentation. They are made visually salient and clearly seem to 

be employed for persuasive purposes and with the intention of appealing to the 

reader’s emotions. Since the motives for gambling are, essentially, the chance of 

winning and, additionally, the dream of hitting the jackpot one day, it can be 

understood why these kinds of trigger words are employed in the promotional 

discourse. On the Home page, the monetary trigger words are also accompanied by 

directive expressions that encourage the reader to join and play. In the same way as 

Janoschka (2004) proposed in her study, these symbols of money (often ‘free’ 

money) and directive expressions seem to aim at the user’s immediate action by 

means of emotional persuasive strategies; they strive for making the user to think 

about receiving that sum of money, getting them to click, join, and most importantly, 
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to deposit money. An aspect that is often not openly specified is that these bonus 

promotions usually involve certain conditions that need to be met before real money 

can be obtained. That is to say, the money less often is simply free, but the player 

needs to spend a certain amount of money in the games before they can actually get 

their hands on any of the promised funds. This does not mean that further 

information on the conditions could not be found after navigating to a specific 

subpage, but the way the messages are constructed might increase false impressions 

and misunderstandings.  

The nature of the digital medium also provides distinctive ways to use other 

linguistic markers of persuasion. For instance, it has been suggested that directives 

are sometimes used indirectly when they are incorporated into the visual web 

presentation as hyperlinks. Phrases such as Instant Play or Secure Download appear 

to be merely descriptive fragments, but in the visual context they seem to involve the 

communicative intention to direct the addressee to click on the button. Furthermore, 

it has been suggested that features such as endophoric markers have a larger 

referential capacity in the web medium as hypertexts can effortlessly incorporate 

links to other parts of the Internet. This makes it easier to present credible arguments 

because the reader can instantly and effortlessly check the more elaborate source. 

Finally, even though it is impossible to give any reliable answers here on how the 

discourse is received and who might actually be persuaded by the language studied, 

some assessments might still be presented by contrasting the theoretical 

considerations to the analysis conducted. For example, if the central and peripheral 

processing routes are considered, people who process messages peripherally might 

be attracted by the sums of money and bonus offers that are foregrounded on the 

Home page. However, people who process messages more centrally, who are 

actively looking for a site and weighting different alternatives, are likely to pay 

attention to the more elaborate features and information on the site, e.g. security 

systems and general guidelines. Thus, it might be suggested that it is the peripherally 

processing casual visitor who is most harmed by the misleading offers that “hide” 

information behind terms and conditions and to specific subpages on the site. Large 

sums of free money are tools to attract the reader’s attention, and the less appealing 

aspects of getting the money can conveniently for the promoter be downplayed by 

omitting some information from the initial incentive. A novice gambler may thus be 
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negatively surprised to notice that they must continue to wager the money that they 

have won in the casino multiple times before they have fulfilled the requirements of 

the offer and are finally entitled to withdraw the winnings – that may completely be 

lost in the process. In this case, some kind of linguistic elaboration would perhaps 

make the offer clearer from the start, but it seems unlikely that the casinos would 

give up their persuasive strategy to appeal to emotions by means of trigger words.  

Even if one wants to question the activity of gambling companies on ethical grounds, 

it cannot be denied that the presentation that the sites offer to visitors is also 

professional. They present themselves as enterprises that have expertise as much as 

the next online company and have done their research on what players desire from an 

Internet casino. Analogous product appraisal discourse could be found on any 

corporate website that promotes its products, so in this sense, the casinos also employ 

very conventional linguistic and thematic methods of promotion. What really 

persuades people to gamble on these sites would need to be studied further with 

appropriate informants, but it might be argued that the mere “winning ethos” 

simplifies matters too much: clearly the sites also invest in bringing out the 

entertainment aspect, their willingness to interact with customers and the security 

features in order to construct a credible image for themselves. Affective appeals are 

certainly made use of, and in general, they are the most noticeable persuasive 

appeals. The pursuit of glamour, wealth and status are also very much present in the 

discourse through the elitist VIP clubs. Nevertheless, marketing the game selection, 

amiable atmosphere and security might in some cases increase the credibility more 

than the fanfare surrounding winning does. The livelier the industry remains, the 

more normal running a gambling business becomes and the more universal and 

invasive the promotional discourse is, the more chance there is that online gambling 

comes to be perceived as an ordinary pastime for various demographic groups 

instead of a peculiar vice attracting condemnation.  
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6 CONCLUSION 

 

An attempt has been made in this thesis to describe the discourse of casino 

promotion online and highlight the features that seem to thematically and 

linguistically characterise it. It appears that the thematic character of the discourse 

resembles that of previous studies on gambling promotion in terms of the emphasis 

on winning, fun and normalisation that may occur through peer influence, but the 

study has also brought forward other promotional themes such as the endorsement of 

security and the elitist representation of VIP programmes which have not been 

discussed as much previously. The observation has also been made that in certain 

respects, such as when the focus is on positively evaluating the products on offer, the 

presentation directly follows the general principles of the promotional genre. 

Since promotion intrinsically pursues persuasive objectives, the research object, 

language, has been approached from the theoretical perspective of persuasion. It has 

been suggested that the persuasive strategies employed often rely on the appeals of 

affect and credibility. The online discourse can utilise the resources of the web 

medium to display trigger words that function as attention-getters and emotive 

prompts, and optimise the use of the more traditional strategy of engagement in the 

online environment. It has further been argued that the digital medium provides 

possibilities for some linguistic features, such as endophoric markers and directives, 

to function in specific ways. Having applied Hyland’s metadiscoursal tools, the 

thesis has also found that attitude markers and boosters are commonly used in the 

promotional discourse to give positive, affective and emphatic evaluations in order to 

create credibility. 

Although persuasion is at the centre of the study, it is not suggested here that single 

inducements such as those eagerly claiming that you may be the next big winner 

would simply work, or that many people would easily fall for them – after all people 

generally know how to read promotional texts. One still cannot exclude the 

possibility that some individuals may be more vulnerable to such incentives, 

especially if they are struggling to keep away from gambling. Ultimately, the 

persuasive power of language is likely to occur through the overall presentation and 

larger discursive content, rather than being reducible to individual linguistic markers. 
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That is, the whole is likely to be more effective than the sum of its parts, even if the 

parts (single linguistic items) all contribute to the whole.  

The real effects of language would, in any case, only be possible to find out by 

turning to the recipients or the users of the texts. In this thesis, the emphasis has 

clearly been on the text producer’s side, and in demonstrating what kind of language 

the casinos assume might in some way persuade the reader since it is reasonable to 

believe that they would not employ language for promotional purposes that they 

think is not persuasive at all. Thus, in a precise sense, the study indeed tells more 

about persuasion attempts than successful persuasion. The reception of the messages 

in terms of linguistic content as well as thematic features could be further studied by 

analysing the reactions of the audience.  

In addition, there are several other possibilities for further research. With a different 

kind of methodological framework, the discourse could be examined more 

specifically in terms of the interplay of language and the visuals, or in terms of the 

associations that are made use of in the language, and how these aspects might 

contribute to persuasion. If promotion were to be studied more in relation to 

responsibility and prevention of gambling problems, a comparison of the language 

between private and state casinos might be useful. Endorsement of social 

responsibility tends to be expected from state-owned enterprises and thus they might 

employ language that is more elaborate and cautionary in terms of risks. Ideally, a 

comparison could reveal some common ambiguities in the promotional discourse in 

general. 
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Sources of Data [accessed on 31.1.2015]: 

 

bet365  

http://casino.bet365.com/casino-city/?affiliate=365_278146 

http://casino.bet365.com/home/en/ 

http://help.bet365.com/en/about-us 

 

Casino.com 

http://www.casino.com/ 

http://www.casino.com/about/ 

http://www.casino.com/vip/ 

 

32Red 

http://www.32red.com/ 

http://www.32red.com/about_us/about-32red-online-casino.html 

http://www.32red.com/promotions/club-rouge.html 

 

Roxy Palace 

http://ca.roxypalace.com/ 

http://ca.roxypalace.com/about-us.aspx 

http://ca.roxypalace.com/vip.aspx 

http://ca.roxypalace.com/vip/benefits.aspx 

http://ca.roxypalace.com/vip/testimonials.aspx 

 

AllSlots 

http://www.allslotscasino.com/ 

http://www.allslotscasino.com/about-all-slots.html 

http://www.allslotscasino.com/vip-menu.html 

 

Prime Slots 

https://www.primeslots.com/CA/ 

https://www.primeslots.com/CA/aboutus.asp 

https://www.primeslots.com/CA/playersclub.asp 

 

Casino Las Vegas 

http://www.casinolasvegas.com/en/index.html 

http://www.casinolasvegas.com/en/about.html 

http://www.casinolasvegas.com/en/vip-casino.html 

 

RubyFortune 

http://www.rubyfortune.com/en/ 

http://www.rubyfortune.com/en/about-us/ 

http://vip.thepalacegroup.com/ 

http://vip.thepalacegroup.com/how_to.asp 

http://vip.thepalacegroup.com/vip_hosts.asp 
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Appendices 

Appendix I 

Image 1: Structure of the Home Page 
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Image 2: “Winning” theme on Home pages 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Image 3: Pop-up window at Casino Las Vegas 
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Image 4: “Glamour” imagery  
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Image 5: Trigger words: money + ‘free’ 
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Image 6: Trigger words: sums of money visually salient  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



88 
 

Appendix II 
 

Linguistic Markers of Persuasion (types listed) 

Engagement markers  

? 

Be a part of 

be warned 

Become  

Bet 

Boost  

call  

Cash in  

Celebrate 

CHAT  

Check 

Check out 

Choose 

click 

climb 

Combine  

Come and join 

Congratulations! 

contact  

Deposit  

do not  

Don't  

Download  

E-mail  

ENJOY  

Enter 

experience 

Feel free 

Find out 

Get  

Get competitive  

Get in on  

Get On 

Get paid  

Get started  

give us a call 

GO MOBILE 

Go on 

good luck 

have fun 

Have never ending fun  

Hurry  

Join  

Just keep an eye on 

just look for  

Let  

Let us 

Live 

Log in 

look forward to  

Make 

Make sure  

make the most of 

Make time for “Game Hour” 

Meet the VIP team 

note  

Open the door to 

Play 

Qualify as  

Read  

reap 

Register 

rest assured 

Retain 

See  

seek  

Select  

send 

Shake up  

Sign-up  

SPIN 

Start  

Strike it rich  

Take a look 

Take advantage of 

Take your place 

Thanks 

Try  

View 

Visit  

Welcome 

win  

Write  

you 

YOU 

YOUR 

your 
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Boosters 

24 hours a day, 7 days a week 

24 hours a day, every day 

24/7 

24/7, 365 days a year 

a great deal of 

a large number of  

a lot  

a maximum level of 

a wealth of  

a wide range of 

above all else 

absolutely 

all  

all hours’ 

all over 

all round 

always  

any  

anytime 

anywhere 

assuring you of 

at all times 

At any given time 

big 

cemented  

cold hard 

commitment to 

committed to 

complete   

confident 

consistently  

constantly 

do 

each and every 

ensure  

especially 

established 

even 

every 

everything you could possibly 

exclusively 

extensive 

EXTRA 

far 

find 

for sure 

full 

fully  

genuinely 

guarantee  

guaranteed 

have proven themselves 

highly 

how you want, when you want 

huge   

huge variety of 

hundreds of 

immediate 

immediately 

increasing number of 

just 

know  

largest variety of 

make sure 

many 

No deposit, No delays, No Fuss 

not in the least 

nothing 

only  

only too 

promise 

prove 

real 

really 

rest assured  

right 

shows 

simply 

so  

so much so 

solid 

specifically 

straight 

sure 

there is no way 

This proves 

throughout 

totally 

true 

truly 

underlining 

utmost  

very 

whenever 

Whenever or wherever 

whole 

will 

won’t  



Hedges 

almost 

can 

could 

just 

little 

may 

may not 

probably 

some 

we thought 

would 

wouldn’t 

 

 

 

Evidentials 

 

[customer’s initials] – [country of origin]: [quote] 

[customer’s name] can’t stop singing our praises! [quote] 

[customer’s name] says 

[customer’s name] went to [VIP event]: [quote] 

32Red has enjoyed regular success from industry awarding bodies, including... 

Awarded by the gaming watchdog and player advocacy website, Casinomeister 

Independent experts have consistently recognized... 

Mr Justice Henderson ruled that... 

What our VIPs say: [quote] 

 

 

Trigger words

$1,000,000 JACKPOT 

$250 Daily Freerolls 

$32 FREE FOR EVERY $20  

$350 FREE 

$5 FREE 

$55,000 New Year's Bonus Party 

£400 Welcome bonus 

€100 INITIAL DEPOSIT BONUS 

€100 of Casino chips for FREE! 

€5,000 GIVEAWAY 

€500 Welcome Package  

€750 FREE  

110 FREE SPINS 

a jackpot up to $1,000,000 

a prize draw for $5,000 cash! 

added to your account, on the House 

and non-stop giveaways 

at least €50 in FREE chips! 

BONUS 150% up to $300 

bonus gives you up to $160 free  

daily slots freeroll tournaments 

DOWNLOAD free software 

download the free Viper software 

free casino chips 

free casino software  

Free Download 

free practice mode 

free slots bonus no deposit needed 

Get $10 free 

Jackpot total $4,883,963.97 

jackpot Vegas style €949,961.61 

jackpots of up to £1,000,000. 

OUR FREE SOFTWARE 

popular free slots tournaments 

Progressive jackpots $12,744,673.91 

Progressive jackpots €11,071,401.96 

toll-free phone 

up to £750 of bonuses! 

WIN UP TO €400 

 

 

 

 

 

 



 Attitude markers  

!  

20/10 

360 degree insight 

a doddle 

a pick me up 

accolade  

accomplish 

additional level of 

advanced  

agrees to  

amazing  

ambassador of prosperity 

anticipation 

appreciation  

as realistic as possible 

awarded  

award-winning 

believe in  

best  

better 

bigger  

biggest 

BLOCKBUSTER 

bursting 

can’t stop singing our praises 

can't be matched 

carefree 

carefully 

cares about 

caring 

catastrophic 

catchy 

cater to 

celebrate 

classy 

clear 

closely  

comes first 

comfort 

competitive 

complied 

Congratulations 

convenience 

cool 

counts  

courteous 

coveted 

culminated 

dedicated 

dedication  

delivers 

demanded 

deserve  

desire 

devotees 

discerning 

dismissed 

diverse 

dream about 

earn 

easiest 

easily 

easy 

efficiency 

efficient  

efficiently 

elite 

energy 

ENHANCED 

enjoy  

enjoyable 

entertaining  

enthusiasm 

even 

exceed your expectations 

excellence  

excellent 

exceptional 

excited  

excitement 

exciting  

exclusive 

exotic 

experienced 

expert  

extraordinary  

FAIR  

fairest 

fancy 

fantastic  

fast 

faster 

favourite 

finest 

first-class 

first-priority 

fits in  

flexibility 
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fly by 

Freedom 

fresh 

friendliness  

friendly 

fun 

gem 

generous 

giant  

glad 

good 

granted 

great 

happy 

hard  

heavily 

helps me relax 

here for you 

hero 

high quality  

high standards of  

high value 

high-end  

higher 

highest  

high-roller 

honest 

honesty 

honoured 

important 

impressive 

improved 

in good hands 

increased 

Incredible  

Independent 

indulge 

infringes 

innovative  

irresistible 

it’s reality  

it's about lifestyle 

kind 

knowledgeable 

leading 

like 

love 

lovely 

loyal 

lucky 

luxurious 

luxury 

Major 

meet all of your needs 

more 

motivates 

must 

need to 

never ending fun 

never to forget 

nice  

no longer a dream  

no wonder 

nothing more precious 

Number One priority 

objected to  

on your side 

one stop mega money making shop 

open the door  

opulent 

outgoing 

peace of mind 

perfect 

personal 

pleasure 

plenty 

premium 

prestigious  

pride ourselves on  

priority 

privilege 

privileged  

proactive 

professional  

Prompt 

prosperity 

proud 

proudly  

Popular 

quickly 

reap 

recognised 

recommend 

red-carpet indulgence 

regular success  

relax 

reliability.  

respected 

rewarding  

right 
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round-the-clock pampering 

safe 

safest  

seal of approval 

seamlessly 

second to none 

secure  

serve 

shame about 

should 

simple  

simply 

smart 

smartest 

sophisticated  

sought after 

special  

speed 

speedier 

spoiled 

state-of-the-art  

strategic 

stresses  

stringent 

style 

stylish 

successfully 

suit 

superb 

superior 

surprised 

tailored 

the more, the more 

the world’s #1 

there for me  

think 

thrilling 

thrills 

time well spent 

top 

top of the class 

top of the line 

TREAT 

tribute 

trust 

trusted 

trustworthy 

UK's number one 

unbeatable  

understand 

understandable 

unfortunately 

unique 

unmatched 

unrivalled 

up to date  

user friendly  

valuable  

value 

valued 

want 

wants  

well 

well deserved honour 

well earned  

well-rewarded  

went the extra mile 

what's more 

wish 

with a smile 

without having to worry about 

would like to 

would love to 
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Endophoric Markers 

 

>More X 

>Read More 

Check X page 

choose "My Account" from X  

Click Here to 

click on X 

look for the "R" button in X  

MORE 

More details 

see X page 

selecting X from X  

the following X 

View X > 

Visit X 

visit X at X 

X below 

X listed below 

You can find X at X  

 

 

Logical Connectives 

 

& 

also 

although 

and 

as (reason) 

as a result 

as well as 

but 

for [NOUN PHRASE], 

furthermore 

However 

if 

if ... then 

in order to 

nonetheless 

not only ... but also 

not to mention 

since 

so 

so that you can 

that’s why 

that is why 

therefore 

to [VERB] 

 

 

Presuppositions 

 

as (during the time that) 

before 

keep 

once 

what’s more 

when 

while 

 


