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 1. Prerequisites of the project 
 

During the academic year 2006-07 the Academy of Finland financed my work on a 

linguistic research project focusing on advertisements in Swedish in Finland in course of 

the 20th century1. The Swedish School of Economics and Business Administration 

contributed to this work by enabling me to employ a number of part-time research 

associates, taking part in the collection of supplementary material as well as carrying out a 

rough working up of the material, where they each shouldered responsibility for certain 

specific issues. The subsidizing on part of the School of Economics and Business 

Administration also made it possible to develop a database for the project. I have 

functioned, and still function, as a leader of the project, but without the help of Jessica 

Fransman, student of humanities, Maria Koponen, M.A., Tomas Lehecka, M.A., and the 

engineer Kaie Veiler, it would not have been possible to create and analyze such a huge 

material as that we now have produced and can start initiating in-depth studies on. 

Observations by them all, as well as thoughts and suggestions, have been most profitable 

for the project. In addition to this, Tomas Lehecka has been a prudent and critical 

scrutinizer of the report in question. 

 

The project is a case study of the newspaper advertisements of the Stockmanns department 

store from the year 1900 onwards, kept in Stockmanns’ own museum in Helsinki. The 

Stockmanns material has been compared with newspaper advertisements of the Nordiska 

Kompaniet (NK) department store i Stockholm, filed in the archives of the Nordiska 

museet in Stockholm from 1915 to 19882. In both cases the material included very 

comprehensive collections of advertisements from newspapers and magazines, but also 

other newspaper clippings mentioning both department stores, as well as other printed 

material. The collections reflect the history of the two department stores and their 

respective clienteles, and at the same time illustrate how advertising and marketing have 

been professionalized in course of the ensuing decades. The different character of the two 

capitals can be discerned, as well as the history of the two countries, and their relations, 

especially in difficult times, are mirrored in advertisements, the main purpose of which 

                                                 
1 During this period I was on leave from my chair in Swedish at the Swedish School of Economics and Business 
Administration. 
2 The material from Nordiska Kompaniet is here included in the collection called Stockholms företagarminnen 
(Memorial of Stockholm Entrepreneurs). 
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have been to sell the wide variety of commodities offered by Stockmanns and Nordiska 

Kompaniet. In the current project the emphasis is on the Stockmanns department store, but 

the purpose of the comparison with Nordiska Kompaniet is to enhance the clarity of the 

picture. 

 

In this report my intention is to present the purpose of the current research project, its 

questions at issue, material and methods. The report will also include appendixes with 

various kinds of statistics pertaining to the material. This I have done in order to gather all 

central basic facts in one and the same place with later publications in view, in which 

different studies will be presented. Access to the study material and the database of the 

project will not be free, however, but bound to me, in my capacity as project leader. The 

Stockmann company and the Swedish School of Economics and Business Administration 

have concluded an agreement concerning use of the primary material of the project. As 

regards the secondary material from Nordiska Kompaniet, the rules for right of use laid 

down for its clients by the archives of the Nordiska museet apply. None of the companies is 

in any way involved in the shaping of the research project, or in the financing of the work. 

However, without the genuine interest and will to cooperate on part of the Stockmann 

company, it would have been practically impossible to produce a representative material 

large enough. The Marketing Division of Nordiska Kompaniet has also facilitated the work 

by contributing recent material as a supplement to older, filed material.  

 

The material is structured in the following manner: the following section (2) presents a 

brief background to advertising language as a field of research, but no proper survey of 

previous research has yet been done in this context. Section 3 presents the basic questions 

at issue that have guided the organization of the project. Here are also given some 

examples of such known changes in language and language usage motivating the choice of 

those variables to be studied more in detail when the first survey of the material has been 

done. In section 4 is described when and how the material from the respective companies 

Stockmanns and Nordiska Kompaniet was collected and what it includes. Then in section 5 

follows a description of the database developed for the project, the purpose of which was to 

make the vast material easier to handle, permitting comparisons and studies in depth. Some 

special difficulties due to the nature of the material are then discussed in section 6. In the 

appendixes facts are given about the scope of the material with regards to the respective 

company. The amount of advertisements per company, language and decade (Appendix 1), 
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the contents of the (Appendix 2, only in Swedish), and the distribution of word classes, 

calculated by 1,000 words per company and period of time (Appendixes 3a and 3b). 

2. Advertising language as a field of research 
 

Much of what we know about advertising naturally enough derives from marketing 

research. At the same time it is worth noting that research about advertising today is no 

common theme for researchers with an economic-commercial anchorage. Advertising is 

only a small, albeit outwardly visible, part of company marketing, and hence does not 

immediately come in focus for contemporary marketing researchers3. Reflections on 

advertising, correctly estimated and employed, that can be of advantage also for a 

researcher, are even mentioned in books written by representatives of the advertising sector 

itself, i.e. advertising executives such as art directors and copywriters4, enjoying practical 

experience and successful careers. 

 

An interest in advertising you will find also within the fields of the humanities and social 

science. Today some research in advertising is carried out e.g. within the field of rhetoric 

(e.g. Hedlund & Johannesson 1993, Heder och påverkan 1998). Advertising is also 

interesting for historians, culture anthropologists and ethnologists, as it reflects current 

values in society and illustrates consumer goods and spending habits (e.g. Sarantola-Weiss 

2003). Researchers in the field of arts, focusing on graphic design, poster design etc. can 

find much of value in advertisements from various ages5. Linguistic research about the 

language used in advertising is uncommon, although we daily meet advertisements that not 

only want to sell us commodities, but also exert linguistic influence on us (see e.g. 

                                                 
3 In Tufvesson’s (2005) outline of the history of marketing during 100 years, the role and development of 
advertising is very sparsely mentioned 
4 According to the dictionary of the Swedish National Encyclopaedia (NEO), copywriter is a term designating a 
person who professionally writes advertising texts and other more occasional texts, such as brochures etc. The 
word proposed by the Svenska Akademiens Ordlista (SAOL, i.e. the Swedish Academy Glossary) is 
reklamskrivare, but this term does not seem to have caught on yet. Here I have alternately used the words 
copywriter and the Swedish word reklamskribent. The professional term art director (or AD) is employed 
(according to NEO) for a person responsible for the designing of pictures and text. Formchef, idétecknare and 
reklamformgivare are Swedish words which were proposed in the 1970s as Swedish equivalents to AD, whereas 
the words textman or reklamredaktör were suggested as Swedish equivalents for copywriter. Recommendations 
for a Swedish terminology for the advertising business came about as a result of cooperation between the famous 
Swedish language planner Bertil Molde and Svenska reklamförbundet, published in a small booklet 
(Reklamtermer, 1972). 
5 There are archives with exhibitions of posters and advertisements (printed and filmed) in e.g. Landskrona 
(Sweden), Rum för reklam och grafisk design, and in Paris (France) (Musée de la Publicité). 
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Wellander 1950; Louhija 1963; Leech 1966; Hansén 1973; Pettersson 1974; Holstius 1981; 

Vestergaard & Schrøder 1985, Björkvall 2003.) 

 

The study of the language in the Stockmanns newspaper advertisements during the 20th 

century is of a linguistic nature, even though the material at the same time should permit 

the drawing of conclusions regarding e.g. the development of newspaper advertisement as a 

channel for marketing. Such an analysis will have to wait until another time. In this context 

language as such has the priority with focus on the Stockmanns advertisements in Swedish, 

but a representative selection of advertisements in Finnish have also been collected, in 

order to make it possible to make certain comparisons (see Section 4). The NK material 

collected is with very few exceptions in Swedish (see Appendix 1). 

 

It is fairly easy to perceive greater changes regarding the appearance of an advertisement. 

The list from the early 20th century, resembling a catalogue, becomes increasingly textual 

when the originators start to provide the advertisements with headings (see an example of a 

Stockmanns advertisement reminding of a page in a product catalogue in picture 4 in 

Section 3.3). The chunk of text is first loosened up with pictorial stereotypes, later with 

original drawings and eventually with photographs.6 The text is broken up into body text 

and secondary texts, and headings are added etc. The technical development makes more 

and more effects possible in the field of graphic design (see e.g. Melin 2000). 

 

Technical achievements and the growing graphical opportunities offered should be easier to 

detect than changes in the language in advertisements from different times. Here linguistics 

enters the field. The user of a language can have an intuitive feeling that one text is older 

than another; the linguist can point out if and why this is the case. The variations over a 

period of time can be perceptible on many different linguistic levels, not least when it 

comes to vocabulary. 

 

                                                 
6 A pictorial stereotype is a ready-made picture the printer can provide. The typographical index finger, a so-
called paw, is a classical attention-drawing device (Kihlberg 1964). Drawings were originally done by 
employees at the advertising section of Stockmanns or Nordiska Kompaniet, or by free-lance artists who at the 
same time might be serious artists. Who they were in certain individual cases is not easy to detect. In the 
customer periodical Stil, published by Nordiska Kompaniet, a female artist called Anna-Greta Paulsen is 
mentioned as the designer of all fashion drawings between 1938 and 1950 (Jansson 2006). The advertisement 
history of Nordiska Kompaniet is mentioned in the 90 year historical account by Herlitz-Gezelius, and some 
names of persons responsible for advertising are mentioned (1992:34-44). In Honkanen (1994) Topi Vikstedt is 
mentioned as a Finnish artist who also has worked with advertisements; in this case for Elanto. 
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Why then, is advertisement language of interest as an object for a linguistic study? A 

simple answer to this question might be: because the genre in question has attracted so very 

little interest from linguists. The terrain of research is thus only mapped here and there, 

which in itself constitutes a stimulus. There are probably many reasons for this abstracted 

interest on part of the linguists. They have on the whole been late in entering the world of 

business in order to examine speech and writing in this domain. Also, the linguistic 

documents of the business world are not so easily accessible as objects for study as the 

linguistic usage in many other domains, where there are no trade secrets to safeguard. Even 

for newspaper advertisements and other published material the legal copyright protection 

rules apply. The material may of course be studied, but may not be reproduced in original 

form without permission. The culture of the business world may also seem somewhat alien 

for the linguist, who represents a humanistic culture, and vice versa. 

 

Another reason the newspaper advertisement has yet attracted so little interest on part of 

linguists is that the language in an advertisement to such a high degree is based on interplay 

with other elements (pictures, graphic design etc). Advertisement texts today are so-called 

multi-modal texts, where the linguistic and the visual elements act together, which actually 

makes is impossible to study only a verbal context (see e.g. Björkvall 2003). 

 

The advertisement today is only a link in a chain of marketing measures, which in their turn 

originate in strategic considerations made higher up in the company management 

(Mårtensson 1994). All marketing material must be checked against the image the company 

itself wants to display to the public. The company is supposed to speak with one voice. The 

one who writes an advertisement text thus does not work in a vacuum, and very seldom 

works alone. The text written is an assignment given by somebody who has drawn up 

certain broad outlines in advance, and it must fit in like a piece of a jig-saw puzzle among 

others that together are supposed to convey a certain message. 

 

The newspaper advertisement and other texts addressed directly to a customer are created 

like most other non-fictional texts in a professional milieu, but it is in reality not non-

fictional. Advertisement language is neither fact nor fiction, but has traits of both7. The 

                                                 
7 A literal translation of the Swedish term sakprosa into English or French is not possible. In English you can 
choose between non-fiction and language for special purposes (LSP); in French prose descriptive or littérature 
d'idées can be used. Neither the English expressions nor the French ones cover sakprosa or for that matter 
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language style of a text addressed to a final consumer of a commodity or a service must lie 

near the language of the reader; it is not a text written by a knowledgeable expert to be read 

by an equal. Advertising in a daily newspaper is another matter than advertising in a trade 

magazine, so called business-to-business marketing (Mårtensson 1994). 

 

The copywriter works by order of the company which has a commodity or service to sell, 

though he or she is no expert when it comes to the commodity or service per se, but 

packages the facts about what is to be sold in an attractive and comprehensible manner.8 

Those who write the text of a newspaper advertisement are individuals who represent 

current linguistic usage. They should possess a keen linguistic instinct, a sense of modes of 

expression concurrent with the times, and above all a nose for a language that catches the 

attention of the right reader. Advertising is often supposed to employ a modern, preferably 

innovative language (a claim raised especially by the people in the trade). This is however 

a claim not so easily verified, but in all probability will surface also in this project. Is it 

really that expedient to employ a language that is the newest of the trendiest and thus 

unfamiliar to the clientele in mind? 

 

Advertisements representing different epochs do not differ from each other only by 

displaying changes in design regarding style and form. The language in an advertisement 

also reflects the linguistic process of change that continually goes on in every linguistic 

society. It may also mirror the contemporary linguistic variation by the inclusion of strains 

of colloquialism, even juvenile usage and slang. In a multilingual context the changes may 

also signify that the dominance relations between the various languages in the society alter, 

and that the natural interference between the languages, as it were, changes its direction. A 

company working in a multilingual environment is obliged to produce marketing texts in 

several languages, all of which preferably should be regarded not only as correct, but also 
                                                                                                                                                         
fackprosa. Some Norwegian and Swedish text linguists have used their own English expression subject-oriented 
texts. (See Englund, Ledin and Svensson, 2003:45-46). I chose the expression non-fiction, and by that I mean a 
text with no belletristic purposes, which a fictional text has. See Englund, Ledin and Svensson (2003:51-53) for 
a reasoning around texts understood respectively as factual on one side or fictional on another, and ascribed 
artistic value on one hand, or not ascribed artistic value on the other. The project concerning subject-oriented 
texts (sakprosaprojektet) reported by Englund et al. states how a borderline was consciously drawn exactly 
against what was termed "business and professional life" (2003:18f). A contribution by Hultén, Josephson and 
Selander (2003:273-300) about the Åhlén &Holm 1909 jubilee catalogue is the nearest you can come an analysis 
of advertisement in this project. A very new linguistic contribution to research in the field of advertising and 
marketing language is Ohlsson (2007). 
8 A broad and deep presentation of the development of advertising in Finland is given in Heinonen & Konttinen 
2001. A narrower and differently biased work, giving an account of Swedish advertising history, is Wigstrand 
1999. 
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as idiomatic. To address all circles of customers in their respective mother tongue is the 

aim. 

 

The current material in question reflects the linguistic development within the Swedish 

language during a whole century, but it is still a language that consistently can be read and 

understood by a contemporary reader. It is simply present-day Swedish. A century is still a 

long period of time and it can be prudent to make some kind of dividing of it into shorter 

periods. As regards Swedish it seems as though the watershed should be the respective 

times before and after World War II. A text written before 1945 gives a reader certain clues 

bearing witness to the age of the text, whereas a text written after 1945 is more difficult to 

date. But there may also be reasons to examine whether the language and the conditions for 

language production today might differ from those prevalent a few decades ago.9 For a 

person reading and interpreting advertisement language it is nevertheless important to have 

in mind that the text in an advertisement has always been up to date when it was created. 

Seen from this viewpoint it is not only modern, but contemporary. 

 

3. Basic issues of the project 
3.1 Why department store advertising? 
 
Why did a department store, of all things, attract my interest? An honest answer would be 

that it was a mere chance. A few decades ago I occasionally needed to find a way to 

illustrate why contemporary language is constantly as modern as ever. My starting point 

was that my imagined audience (students at the Swedish School of Economics and 

Business Administration) would not be especially captivated by a traditional linguistic 

historical exposition of linguistic changes. Instead I needed to offer distinct and clear 

examples from a genre that on one hand would be familiar to the audience and on the other 

should represent a modern language from bygone times. The rest followed by itself when I 

obtained permission to use material from Stockmanns’ archives. 

                                                 
9 Traditionally the boundary for present-day Swedish has been drawn at the year 1880 (or more correctly 1879, 
when August Strindberg’s novel Röda rummet was published). Thelander (1988) and Hellberg (2005) on the 
contrary define present-day Swedish from 1945 and onwards, but emphasize that the change is a process in 
constant motion, and that we must imagine that the dividing year (or dividing decade) for present-day Swedish 
constantly will have to be moved forward. For Josephson (2004) modern Swedish also begins in 1880, but he 
also stresses that the development after the 1970s has been so exceptional in many ways that the decades towards 
the end of the century cannot be likened to the nearest preceding ones. 
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There are of course other reasons this project deals with department store advertising of all 

subjects. In short: no other line of business must live up to the same wide repertory and 

hence to the same linguistic variation. A department store puts a wide range of wares up for 

sale, as well as offering services to a variable extent. It serves a wide clientele, as the entire 

department store idea is founded on the concept that anyone, regardless of social 

background and economic situation, should feel welcome and be able to find a commodity 

in a price class that suits his or her wallet or purse. You can also visit a department store 

without having to feel pressured to purchase something. The various departments to a 

certain extent resemble exhibitions where the sauntering potential customer can see wares 

he or she did not know existed. The department store introduces many entirely new 

products intended for ordinary people, i.e. especially women, for everyday use as well as 

for parties. From the advertising viewpoint the store must be able to offer everything from 

the most trivial everyday article to luxury goods. The store should also be able to sell to 

customers of both sexes, of all ages, with various educational backgrounds, residents in the 

city in question, or those who have come travelling from various places. You must be able 

to “speak to peasants in their manner, and with the learned in Latin”, and do this 

simultaneously, i.e. choose a linguistic level that reaches everyone you want to reach at 

once.10 

 

It would of course also have been possible to study several decades of Finnish 

advertisements in Swedish for chocolate (Fazer), knives, scissors and axes (Fiskars) or 

glassware and crockery (Iittala), but then the field of research would have been very 

narrow, and it would not have been that easy to find an appropriate Swedish counterpart to 

make comparisons with. For linguistic reasons it was not easy either to compare e.g. 

advertisements awarded prizes in the respective countries. Finnish competing top-echelon 

advertisements enter competitions in Finnish, not in Swedish. 

 

By choosing department store advertising as a subject for research the project will also 

contribute to the research on department stores that in the first hand social historians, 
                                                 
10 An introduction in the history of department stores is given in Lancaster (1993), the Swedish department store 
chain Epa, now closed down, is dealt with by Fredriksson (1998), Kortelainen has written about the department 
store as a paradise for women (2005) and Husz has written especially about Nordiska Kompaniet (2004). The 
Finnish cooperative society Elanto, which once even ran several department stores, was depicted in Kulman 
takana Elanto (2005). See also Tamilias bibliography on department stores viewed from various scientific 
research perspectives 
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researchers in economic history, culture anthropologists, ethnologists, sociologists, art 

historians etc. pursue, but marketing researchers more seldom take an interest in. 

 

There were many reasons for choosing precisely Stockmanns’ newspaper advertisements: 

The company was founded in Helsinki in 1862. It is one of the most long-lived and well-

known Finnish companies. In all times Stockmanns has accounted for a significant volume 

of advertisements, the company’s advertisements have always been in both languages and 

for a long time Swedish was the original language. The company has always offered a wide 

range of products for sale, as well as selling both commodities and services. Last, but not 

least – Stockmanns has filed its advertisements and other published texts in both 

languages.11 Stockmanns was and still is influenced by department stores in other 

countries, but was (and is) a trend-setter in its own country.12 Today Stockmanns is one of 

the largest department stores in the Nordic countries, and apart from Finland it also runs 

department stores in three other countries. 

 
Picture 1: Stockmanns department store at the corner of Aleksanterinkatu and Keskukatu in Helsinki. (Photo 

Marika Tandefelt, April 2005) 
 

Since the building in the block called Gasellen (Eng. Gazelle) was finished in 1930, 

Stockmanns department store has been a central place not only for the residents of 

Helsinki, bur for Finns from other localities as well as visitors from other countries. It is 

probably no exaggeration to argue that Stockmanns department store is a household word 

for occasional as well as regular customers and visitors to the city, and that many people 

have personal memories associated with the department store.13 Because of this, many 

harbor extra expectations on Stockmanns, not only when it comes to products and services, 

but also to the linguistic usage of the company. This holds true for advertisements and 
                                                 
11 According to Honkanen (1994), Elanto’s advertisement register from the years 1905-1978 has disappeared. 
12 The history of the Stockmanns company was written by Damsten 1937 and 1961, and Finnilä gives a shorter 
presentation 1993. The company’s history in a nutshell can be found on its web site www.stockmann.fi. Other 
possible department stores in Finland would have been Sokos and Elanto (whose department stores today are 
owned by Sokos), but both companies have another owner structure and operative form than Stockmanns, which 
originally was family-owned, but today is a joint stock company introduced on the stock exchange. Wiklund’s 
department store (today a Sokos department store) in Turku has only been of local importance. 
12 The block is framed by Alexandersgatan, Centralgatan, Norra Esplanaden and Mannerheimvägen. In 1926 
Stockmanns already built a four-storey structure at the corner of Alexandersgatan and Centralgatan functioning 
as a subsidiary store, while the main building was still located at the Senatstorget (the Senate square) in the 
building today called Kiseleff's Bazaar. Today Stockmanns has subsidiary stores in an eastern district in 
Helsinki, and in the neighbouring cities Vantaa and Espoo respectively. In addition to these there are department 
stores in other parts of the country in Turku, Oulu and Tampere. 
13 Personal memory glimpses of customers were published in Kellon alla, Under klockan by Stockmanns in 
2006. 



 13

window display, as well as for attendance by the staff. I dare to contend that Stockmanns 

plays a role as linguistic model more than many other Finnish companies, the linguistic 

gaffes of which, the public seems to be more prone to excuse and even be amused by. In 

addition to this it is not impossible that Stockmanns also has served as a linguistic model 

for other companies. 

 

The choice of Stockmanns then led to the selection of an equivalent department store in 

Stockholm. I chose Nordiska Kompaniet (NK) and all the Swedish advertisements used as 

material for comparison come from this classical Swedish department store. Nordiska 

Kompaniet started in 1902 and since 1915 it has had its premises in the centre of 

Stockholm.14  

 
Picture 2: Nordiska Kompaniet department store at Hamngatan in central Stockholm. (Photo Marika 

Tandefelt, May 2007) 
 

Since 1991 NK is a so-called contractor’s department store housing many different 

companies, but who all market their wares under a common trade mark. Nordiska 

Kompaniet was the first full-scale department store in Sweden and I estimated that that NK, 

because of its age and well-known trademark, had so many similarities with Stockmanns 

that a comparison between the two department stores would be purposeful. 

 

The material selected for this project covers the period 1900-2006 regarding Stockmanns 

and 1915-2006 regarding Nordiska Kompaniet. The oldest newspaper advertisement from 

Stockmanns is from 1862, when the company was founded, but this and later 

advertisements from the 19th century have not been included here.15 Advertising material 

from Stockmanns is continuously filed by the company itself in the Stockmann Museum. 

The initial year for material from Nordiska Kompaniet is 1915 when the building of the 

                                                 
14 Nordiska Kompaniet is situated in the center of Stockholm at Hamngatan. NK also has a subsidiary store in 
Gothenburg. An account of its 100 year history is given in Nordiska Kompaniet – den kommersiella teatern 
(2002). It is also mentioned in Husz (2004). Both its history and current activities can be found on its web site 
www.nk.se. Another possible object of comparison would have been the department store of Åhléns, which has 
existed in Stockholm since 1932. Åhléns was originally a mail-order company founded in 1889 and thus has 
another history and point of departure than Nordiska Kompaniet. 
15 The oldest advertisements (in Helsingfors Tidningar 19 February 1859 in Swedish and in the spring of 1862 in 
the newspaper Suometar in Finnish) are primarily short notifications that G.F. Stockmann has started his 
business at Salutorget (the market square) in Helsinki. The following advertisements in various newspapers in 
the capital are more like catalogues in their wording. Finnish newspapers from 1771 to 1890 (in Finnish and 
Swedish) can be found at the address www.digi.lib.helsinki.fi 
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department store was finished (see picture 2). The advertisement register of Nordiska 

Kompaniet is to be found in the archives of Nordiska museet in Stockholm. The registers 

kept here cover the period 1915–1988. Some advertisements published since the 

department store was converted into a contractor’s department store are also included in the 

material. If you want to be finicky only the advertisements before 1991 are representative 

for a traditional, or classical, department store. 

 

Material from both department stores thus covers the developmental history of 20th century 

Swedish language. During such a lengthy period larger changes and smaller displacements 

are bound to take place in both the language and the usage. It will inter alia be such 

variations that will be studied in this project as well as other supplementary studies 

concerning characteristics for advertisement language compared to other genres of written 

language. 

 

3.2 Advertising language in a wider context 
 

This current research project thus focuses on advertising language. In a nutshell, my 

purpose is to describe how and when changes that take place in general Swedish usage 

during the 20th century also show up in Swedish newspaper advertisements in Finland. A 

linguistic study deals with changes in the language itself, but does not exclude 

sociolinguistic variation. Changes in the usage are also of interest for studies in the field of 

sociology of language. For this reason several somewhat varying linguistic angles of 

approach were deemed necessary. 

 

One might expect that the changes in language that take place in the central areas of the 

Swedish language, i.e. Sweden proper, ought to have another tempo than the changes 

occurring in the periphery, i.e. in Finland. Here Swedish is a minority language, and 

contacts with the development of Swedish in Sweden are neither frequent nor continuous 

for all users. Linguistic innovations are usually spread from the central speech community 

(or communities) of a language to its peripheries.16 In the periphery a separate development 

                                                 
16 In this context linguists use the term wave model, when a change spreads in a circular manner like waves from 
a centre outwards towards the periphery. Outside the area reached by the wave of innovations the original form 
remains and becomes an archaism as time goes by. A dispersion variant called urban jumping occurs when an 
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can also take place, partly as a consequence of insufficient contact with the mainstream of 

the language, partly as a result of the contact with another language, in this case Finnish. 

The Swedish language in Finland has always been located in the eastern periphery of the 

Swedish speech community. This separate development is thus something that did not start 

in 1809, when Finland was separated from Sweden after 650 years as a part of the same 

kingdom. 

 

As the advertisement material in question, together with the material for comparison, 

covers an entire century, it should at least be theoretically possible to study whether the rift 

between the Swedish in Sweden and the Swedish in Finland has widened in course of the 

decades, or if the development of the Swedish texts of the two department stores run more 

or less parallel to each other (see figure1). At the same time one must however have in 

mind that Swedish is a so-called pluricentric language, which means that the central speech 

community of the Swedish language in Finland also has its own area of influence (Reuter 

1992). The standard language variety of Swedish in Finland has its heartland in the capital 

area, supplemented by the language in other urban centers primarily in southern Finland. 

Both Nordiska Kompaniet and Stockmanns thus run their businesses in locations central for 

the standard usage of both countries.17 

 

When evaluating the similarities and differences between the modes of expression of the 

two department stores over a period of time, one must also take cultural differences into 

account. What is possible, desirable, polite, amusing, interesting etc. in one culture may 

perhaps not work at all in the other. Stockmanns works in a bilingual context, where 

Swedish usage is influenced by Finnish and “Sweden-Swedish” usage might be 

experienced as alien. The rift between centre and periphery may surface not only as 

differences regarding linguistic structure, but also as differences in usage. 

 

When advertising texts are not produced parallelly in several languages, but the original 

text is created in one language (the source language) and is then translated into another (the 

                                                                                                                                                         
innovation is spread directly from a central area to a secondary one. (Pettersson 1996:37, 185 ff; Einarsson 
2004:146.) 
17 About Swedish in Finland from a historic point of view, see e.g. Ivars 2006; Reuter 2006; Tandefelt 2007. 
Stockholm and the Lake Mälar area are traditionally considered as the historical central speech community of 
Swedish (Pettersson 1996:187); the Swedish language in Finland has its historical roots inter alia here, but also 
in the provinces further north in Sweden (Ahlbäck 1954). Other regional varieties of Swedish in Sweden have 
their respective central localities (e.g. Gothenburg, Malmö-Lund and Umeå). 
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target language) one has to take into account that there will be traces of the original 

language in the translation. This can happen regardless if the translator in question has the 

target language as his or her mother tongue or not. To be able to free oneself from the 

original language of the text and create something new that is both correct and idiomatic, is 

an ability demanding something more than just skilled profiency in two languages. A 

professional translator must also master cultural differences in order to render the translated 

text in the right style and accordingly also in a credible manner. 

 

Translations between Finnish and Swedish were and still are a part of Stockmanns’ 

everyday life and not only within the marketing division.18 One can expect that the 

translations originally were done from Swedish to Finnish, but today rather the opposite is 

the rule. The direction of the translation, and when this was changed are among the 

questions that should be analyzed. What complicates the matter is the long time span the 

investigation comprises. Employees who know if, when and how the text production 

customs were changed – at a guess several decades ago – are no longer available. One also 

has to keep in mind that so-called parallel writing was and is still a practice used, i.e. the 

Finnish and Swedish texts were and are written simultaneously in cooperation between 

writers with the respective language as their mother tongue. Lately the demand for texts in 

even more languages has increased. All this makes heavy demands on those working with 

information and marketing, including advertising. These were very well summarized in a 

vacancy advertisement from 1995, in which Stockmanns advertised for a Swedish-speaking 

copywriter (see picture 3) 

 
Picture 3: A Stockmanns’ advertisement for a copywriter in the Swedish language newspaper 

Hufvudstadsbladet in 1995 
 

3.2.1 Three figures and four research questions 
 

In the figures 1-3 I have tried to illustrate graphically the current questions relevant for the 

advertising language project. The material offers several opportunities that can be of 
                                                 
18 It should be added that there are no legal demands on Finnish companies in the private sector to serve their 
customers in their mother tongue or otherwise provide them with information in both national languages. The 
Language Act concerns only the public sector and consequently only state-owned companies. That it is in the 
interests of the business world to offer service in several languages is, however, a fact. There is a huge need for 
translators and language revisors of different types of business texts, among them also advertisements and other 
marketing material. (Concerning the interest and responsibility for the Swedish language in the business world, 
see Tandefelt 2003.) 
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importance later, but for the present my perspective is diachronic. Figure 1 shows 

alternative linguistic lines of development over a period of time, figure 2 places the studied 

material in a wider context and figure 3 summarizes the underlying research questions that 

can only be answered when a number of separate studies have been done. 

 

In figure 1 I have sketched some possible variants concerning the change tempos and 

change modes in Sweden (Swe) and in Swedish in Finland (Finl.). The large arrows signify 

the language development during the 20th century. The black arrows inside show how one 

can visualize the beginning of a change (dashed lines) and then how it gradually becomes 

established (unbroken line) in the respective country, i.e. in the linguistic centre compared 

with its periphery. 

 

The lines with their starting and finishing points should not be perceived as real lines of 

time covering a certain number of decades. They have been shaped this way only for the 

sake of clarity. Influence from other languages and cultures during various periods the 

figures do not show either. 

 

Swe.
Finl.

Swe.
Finl.

Swe.
Finl.

Swe.

Finl.

 
Figure 1: Outline showing the alternative patterns of linguistic change Sweden (Swe.) and Finland (Finl.) 
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The upper variant illustrates a symmetric and parallel change. A period of vacillation 

between older and younger language forms or usages of some kind gradually becomes 

stabilized and is established simultaneously in both Sweden and Finland. It is a variant I 

really don’t expect to find among the results from the supplementary studies within this 

project when they are finished eventually. 

 

The second variant seems more probable, but might vary from case to case. An innovation 

of some kind surfaces in Swedish in Sweden, is not immediately accepted, but finally 

entirely displaces an older form or an older usage. In Finland it takes some time before 

users catch on to the development, and the language users here still waver for a while after 

the users in Sweden have already accepted the innovation. This is a variant that probably 

will hold good for many of the individual variables to be studied within the framework of 

this project. 

 

The third variant illustrates the possibility that the language users in Finland in fact are first 

with a change that can be noticed only somewhat later in Swedish in Sweden. This option 

must also be kept open. Here I have also chosen to let the change process stretch over a 

longer period of time in Finland than in Sweden, where the same process indeed starts later, 

but is also carried out more swiftly. Another possibility would have been to mirrorize the 

middle variant and thus keep just the basic pattern. The purpose of the third variant is to 

remind the reader that when it comes to language variation, practically everything is 

possible. One or other of the variables in the project might perhaps match also this variant. 

 

The fourth and the fifth variant illustrate entirely separates lines of development in Sweden 

and Finland respectively and will not touch each other at all. It is e.g. not very likely that all 

lexical innovations that surface in one country will be taken up by users in the 

neighbouring country. The enriching contributions to the Swedish vocabulary that various 

immigrant languages offer can remain rather unknown to Swedish-speaking Finns, while 

the direct and translated loans from Finnish, used in Swedish in Finland, are not exported to 

Sweden. Lexical innovations may also be just fads locally and/or stylistically limited words 

and expressions. They don’t even have time to become spread until they have already lost 

their topicality. Depending on what the change process implies it has consequences for the 

Swedish spoken in Finland. 
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Figure 1 is thus a sketch, not a presentation of one or more hypotheses. It will probably not 

be possible to prove exactly which variant an examined variable represents, but it is 

important for the reasoning to assume that the language development of Swedish in Finland 

is both dependent and independent of what happens in the language in Sweden. 

 

As I mentioned above there is no reason to expect that the linguistic change processes that 

take place in the domestic area of a language goes hand in hand with those that take place – 

or do not take place – in the periphery of the speech community. The study of languages in 

a stage of evolution implies knowledge of a number of external factors, not only in one’s 

own society, but also influences from the world outside it, not least in view of cultural 

phenomena. The historical course of events and the social, legal and economical conditions 

influencing people, organizations and business companies during various periods must also 

be taken into account. In a bilingual environment displacement, if any, in the balance 

between the language groups must also be noted and the socio-demographic characteristics 

must also be known. 

 

As an advertisement language researcher one must be conscious of the ongoing changes in 

the context of a business company, in this case chiefly in the world of marketing and 

advertising agencies. A rough sketch placing advertising in Swedish in Finland in a wider 

context might look like figure 2. 

Advertising
in Swedish 
in Finland

Changes in Swedish 
and Swedish usage
over a period of 
time in Sweden.

Changes in Swedish 
and in Swedish usage
over a period of time 
in Finland.

Changes within the advertising
business: professionalization, 
advertising as part of marketing 
and as part of the company’s
strategy etc.

Trends, international influence, 
interplay between text, picture, 
graphic design, technical
development, media, and 
advertising channels etc.

Advertising
in Finnish 

in Finland

Advertising

in Swedish 

in Sweden
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Figure 2: Outline of internal and external circumstances of importance for the shaping of advertisements in 
Swedish in Finland. 

 

The core of figure 2 is the primary object of the study: changes within and the development 

of Swedish as an advertising language in Finland during the 20th century, with Stockmanns 

as the case study. 

 

The newspaper advertisements that the exemplary case Stockmanns published in course of 

the previous century of course has a strong connection with the corresponding 

advertisements of the company in Finnish (the slanted text to the right in the figure). Even 

though the intention of this project for the present is not to study Stockmanns’ Finnish 

advertisements one must nevertheless consider that translation between the languages and 

surely also the parallel production of texts in both languages has taken place and still does. 

Stockmanns’ Swedish texts have been written and still are written in a Finnish linguistic 

culture, not in a monolingual Swedish one (Finland-Swedish or Sweden-Swedish). 

 

At the same time it is self-evident that advertising texts written in Swedish in Sweden have 

not been or are unknown for those working with Stockmanns’ marketing in Swedish in 

Finland. Advertisements in Swedish via various media in Sweden are well known for 

everyone with command of the language, who reads newspapers and magazines and visits 

the neighbouring country. In this project advertisements in Swedish (the slanted text to the 

left in the figure) have served as material for comparison; the exemplary case is, as 

mentioned above, newspaper advertisements produced by Nordiska Kompaniet. In both 

countries those involved have undoubtedly also been well-informed about inter alia Anglo-

American trends. 

 

The respective text blocks farthest out to the left and right in figure 2 signify those changes 

that occur over a period of time in the Swedish language in Sweden and Finland 

respectively (see Section 3.3. for a more detailed account) The research object represents a 

written genre –newspaper advertisements – that must be placed in relation to other genres 

in order to let its own distinctive characteristics appear. To what extent this will be possible 

in practice remains to be seen. The Swedish variety in Finland of the 20th century has not 

been very well analyzed when it comes to different written genres. Regarding Swedish in 

Sweden during the same period there is more knowledge and there are more searchable 

sources available. 
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The uppermost text block in figure 2 lies outside the strictly linguistic framework, but 

cannot be disregarded in this context. The material the project deals with reflects the 

history of advertising and marketing in Finland and Sweden.19 The professionalization of 

the advertising business with specialization within the framework for studies in economy, 

the opportunities of training of advertisement writers (copywriters) offered by the business, 

annual prestigious national competitions between advertising agencies, annual days of 

training for employees, the publishing of handbooks and the spreading of advice and 

recommendations on the Internet etc. shows this is a sector that has grown enormously and 

rapidly during the latest decades. 

 

At the same time as the advertising business has matured, the technical opportunities have 

multiplied. The text block at the bottom of figure 2 is a reminder of this. Changes implying 

that the conditions for text production have changed also belong to factors that at least 

indirectly affect a language. An ad is more than mere words. In it are also included pictures 

and symbols as an integrated part of the whole. A newspaper advertisement has probably 

never been intended to be read line by line in the same manner as other texts; instead the 

reader is imagined as going in and out of the text in a free sequence. The new technique 

erases the boundary between text writing and picture layout, which may imply a 

diminishing of specialization when it comes to text writing (see Melin 2000). Who is 

responsible for the text, who is responsible for graphic design and picture – whose word 

has the greater weight? In a globalized world we meet advertisements in several languages, 

representing various cultures and supplied through many different channels. Even the 

advertisements designed for a primarily local and national clientele is influenced by and 

learn from the advertising in other countries and in other languages. 

 

One can of course let figure 2 expand and include social progress, not least the part 

concerning the business world, in which the emergence of the first department stores plays 

an important part (see Lancaster 1995). With this matter one is already approaching the 

history of the company, the business locality and the entire nation as far as this study is 

concerned. Even though external factors of this kind have not been included in figure 2, it 

is self-evident that these must be taken into account when newspaper advertisements from 

                                                 
19 Heinonen & Konttinen 2001. 
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e.g. dramatic epochs in the contemporary history of the Finnish nation is dealt with (see 

e.g. the advertisement from postwar Finland in picture 6) 

 

In the following section (3.3) examples of different examination variables will be given. In 

relation to the survey of the database of the project (section 5) the division in linguistic and 

stylistic variables, as they are called in the database form, will be presented. The variables 

by means of which the development of advertisement texts in Swedish in Finland will be 

studied are thus partly those that touch upon the language structure – the language an sich – 

partly those that concern usage. When the building stones, e.g. inflected forms, are 

changed, then the very language structure itself becomes dislodged. When the field of 

usage for words and expressions e.g. is circumscribed or expands, then it is our way of 

using the language that is affected. 

 

The language reflects the society, and advertising is part of the surrounding society it lives 

in interplay with. Changes in language structure are a result of changes in the world of the 

users of it. But there are also variables that can be said to concern neither the language 

structure nor the usage in an unequivocal manner. The choice of words and lexical changes 

without exception are examples of this. 

 

When taking into account social tendencies and trends, the greater or lesser political and 

economical course of events in society and their effect on man as a social animal one 

represents a perspective that characterizes the sociology of language. If one at the same 

time lays great weight on how the linguistic variation looks and how it should be 

interpreted in the light of socio-demographic factors, then one assumes a more 

sociolinguistic position. If the focus is more on the language than the users, then one nearly 

follows a purely linguistic tradition. Methodically the project thus displays a considerable 

scope. Furthermore, the text in an advertisement cannot be studied without a connection to 

the graphic context, and the language the copywriter uses can be analyzed neither detached 

from its linguistic, nor its social context. Several different representative variables and 

appropriate perspectives are needed. 

 

The line of argument illustrated by the figures above lead up to the following questions that 

may be said to lie behind the various supplementary studies planned within the scope of the 

project: 
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1. When and how does the advertising language change in 
comparison with what we know about the development of written 
Swedish in general? 

2. Does the Swedish advertising language in Finland change slower 
than the corresponding language in Sweden? 

3. Which linguistic peculiarities can be noted in the Swedish 
advertising language in Finland as a consequence of the separate 
development of the language and/or influence from Finnish and 
the Finnish advertising language? 

4. In course of a period of 100 years – might the answers to questions 
1–3 be different during different partial periods? 

 

Figure 3: The four research questions of the project 

3.3 Linguistic development of Swedish in the 20th century 
 

Changes in language do not occur over a night or two. But as time goes by a reader or a 

writer discovers that a certain form is beginning to feel old-fashioned while another one 

seems more natural. At a certain stage the older form is conceived as no longer acceptable 

at all. There is a period of vacillation between the new and the old form until the new one is 

accepted and the usage again becomes stabilized, which the lines in figure 1 are intended to 

show in a schematic manner. 

 

During the century covered by the advertising material the evolution of Swedish has led to 

inter alia that the subjunctive form has disappeared, that the deletion of the infinitive 

marker att has become a permitted option, that the adjective comparison has become 

displaced, that the personal pronoun de (in Sweden) is sometimes replaced by dom, that the 

plural conjugation of verbs has disappeared also in written Swedish, that the spelling has 

become modernized so that e.g. hufvud is spelled huvud, hvad has become vad, that the 

particle has become separated from the verb, that negation words such as icke and ej are 

now mostly replaced by inte, that the adverb blott has become endast or bara, that the 

subjunctive form vore more and more yields to skulle vara and that writers (not least in 

advertisements) have experimented with the syntax. All these examples are changes 

characterizing contemporary Swedish (Josephson 2004). It is a matter of changes visible in 

the language itself, but which the users to a varying extent are aware of. 

 

Those who read texts do not necessarily notice that something new is being introduced, if 

he or she of course does not become irritated over “the debasement of the language”. No 
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user can, however, remain unaffected by the texts in the world around her or him. Persons 

writing texts must have an active relation to the language; he or she is faced by optional 

situations to be tackled by means of his or her own (more or less strong) feeling for 

language and language proficiency. Good texts are not born without instinctive feeling and 

awareness on part of the writer. 

 

I will now give three examples of language changes from the beginning, the middle and the 

end of the 20th century that all will be dealt with within the scope of the project alongside 

with a number of other variables (see section 5). The first one is primarily an example of 

conscious language planning (or language cultivation), the second implies nothing less than 

an encroachment in the structure of written language, and the third example deals with a 

change in usage, signifying that the society the language mirrors has changed. 

 

The spelling reform of 1906. At the beginning of the 20th century the so-called spelling 

reform was carried out in Sweden, with the object of giving the language the form it has 

today. The reform was far-reaching and not without conflicts (Svensson 1988; Mustelin 

2004). For a modern reader the Stockmanns’ advertisement from 1903 (picture 4) appears 

obviously old-fashioned.20 For example, the sound v is spelled with f (in garnafdelning) 

and with fv (in blifvit) and hv (in hvit). After the reform only v was used in these and 

similar cases. The letter w was replaced by v, q by k and th by t. The use of the letter e for 

the sound of ä and of o for å was also restricted. Woffeljernet became våffeljärnet (‘waffle-

iron’). The spelling reform thus meant a simplification of the spelling, but above all it 

implied that a norm was established, learned and obeyed by all writers. Today the spelling 

norm referred to and followed over the entire speech community also in Finland is Svenska 

Akademiens Ordlista (the Swedish Academy Glossary, SAOL). 

 
Picture 4: A Stockmanns’ advertisement from 1903. The picture is from the collection in the Stockmann 

Museum. (Please note that the markings glimpsed do not concern the spelling.) 
 

The new spelling norm is an example of a change in the standard language that affected at 

least every person writing on a professional basis. The advertisement authors at 

Stockmanns were also affected by it. When Nordiska Kompaniet started to advertise its 

                                                 
20 The respective pictures of the Stockmanns and NK advertisements have been photographed and in some cases 
scanned by me or the other collaborators in the project during the period when the material was gathered. 
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new department store the reform was already adopted and very few examples of an older 

spelling practice can be found.21 

 

The conjugation of verbs was simplified at the middle of the century. Today no writer, 

professional or non-professional, would use plural conjugation of verbs in concord with the 

subject. Before ca 1945 the distinction between the singular and plural forms of verbs was 

upheld in several written genres, in spite of the fact that nobody when speaking did this any 

more. When the corresponding simplification was introduced in Finland has not yet been a 

matter for studying, but soon we will know when Stockmanns abolished the plural verb 

forms in its advertisements. Picture 5 shows an example of verb conjugation in an 

advertisement from Nordiska Kompaniet in 1940. 

 

The advertisement in question concerns stockings that äro (instead of är) most beautiful 

when worn and göra (instead of gör) the legs beautiful: “In addition to this Elbeo stockings 

are (äro) exceptionally durable, for they are (äro) quality stockings”. The company speaks 

of itself in vi (i.e. we) form – vilja vi framhålla /.../ – and thus guarantees Elbeo brand 

stockings. In another advertisement from Stockmanns in 1945 (picture 6) singular verb 

forms are used regardless of the numerus of the subject, but whether this transition is 

consequently carried through, or if it might perhaps be one of many examples of vacillation 

remains to be seen. 

 
Picture 5: A Nordiska Kompaniet advertisement for Elbeo stockings in 1940 (The picture is from the archives 

of Nordiska museet) 
 
Picture 6: Stockmanns promises repair of enameled goods in 1945 (The picture is from the collection in the 

Stockmann Museum) 
 

In the Stockmanns’ advertisement (shown in picture 6) plural verb forms could have been 

used in several places, but the company states instead: vi ombesörjer; kärl med fler än 3 hål 

kan tyvärr ej mottas; så får hålen vara högst 1 cm stora; reparationerna ombesörjes (my 

underlinings of verbs in singular). In the material there are also examples of advertisements 

with vacillating usage and with remaining plural verb conjugation. 

 

                                                 
21 In the advertisement register of NK for the period 1915-1919 you can find a few examples such as lifsmedel 
for livsmedel or sportafdelning for sportavdelning. 
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Du-addressing instead of Ni-addressing around 1970. Usage changes imply shifting when 

it comes to a choice between valid alternatives we as users have to make decisions about 

when writing or speaking. Our opinion about what is correct (and e.g. polite) today in 

certain circumstances does not always correspond to what earlier generations would have 

regarded as proper usage. We then make what might be called a stylistic reappraisal. An 

obvious example of this was the so-called du-reform.22 

 

Stockmanns addresses its newspaper advertisement readers with ni in 1970 in picture 7, 

while Nordiska Kompaniet sometimes addresses the readers with du and sometimes with ni 

in the advertisements from 1968 reproduced in the pictures 8a, 8b and 8c. Examples of the 

choice between du and ni in advertisements from the years around 1970 are of course 

many, and one should only expect the department stores to follow a different practice. One 

solution on the whole was also to avoid addressing the public directly. As it is difficult with 

any degree of certainty to know if the missing address to the reader in an advertisement 

was made consciously in order not to have to choose between du and ni, we have focused 

on the presence of pronouns, not the absence of them. 

 
Picture 7: A Stockmanns’ advertisement addressed with ni to ladies of different ages from 1970. (The picture 

was taken from the collection in the Stockmann Museum) 
 
Picture 8a: Nordiska Kompaniet sells woolen garments to ladies, addressing them with du, in 1968. (The 

picture was taken from the collection in the archives of the Nordiska museet.) 
 
Picture 8b: Nordiska Kompaniet sells leather coats to gentlemen, addressing them with du, in 1968. (The 

picture was taken from the collection in the archives of the Nordiska museet.) 
 
Picture 8c: Nordiska Kompaniet sells garments to ladies addressing them with ni in 1968. (The picture was 

taken from the collection in the archives of the Nordiska museet.) 
 

In Sweden the du-reform meant that the previous ceremonious use of titles was abolished. 

People were excused from using noble and occupational titles when addressing men, and 

the female equivalents to the titles of their husbands when addressing women (Einarsson 

2004). The Swedish use of titles, which the use of ni was part of, has not been met with to 

                                                 
22 The personal address form ni seen from a semantic and historical perspective has been investigated by Perry 
Ahlgren (1978). In short one could say that address usage in Swedish prior to the late 1960s was a rather formal 
matter, like in German or in French. The Swedish address ni corresponds roughly with the German Sie and the 
French vous, but was not considered polite in all circumstances, so one often had to resort to addressing a person 
in the third person with his or her title, or circumscribed by a verb in the passive, a very cumbersome custom, in 
some situations verging on the absurd. The system was, however, not exactly the same in Finland, neither in 
Finnish nor in Swedish.  
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the same extent in Finland in Finnish or Swedish. One must then ask if it was possible to 

address the reader of a Stockmanns’ advertisement in a Swedish language newspaper with 

du, while using ni in the same advertisement to him or her in a Finnish language 

newspaper. This is one thing we still do not know, just as we do not know if the use of du 

to the reader was a change introduced simultaneously and in the same manner in the 

Stockmanns’ advertisements as in those of Nordiska Kompaniet. By this alteration the 

language per se was not changed – both du and ni are still Swedish personal pronouns – but 

the rules were changed so that the usage area of du was considerably expanded. 

 

Changes in language structure take place on all linguistic levels, i.e. can concern 

morphology (the inflection of words e.g. the abolishing of plural conjugation of verbs), the 

phonology (pronunciation), the syntax (word order) and not least the lexicon (vocabulary). 

Orthography, which implies a conscious interference by language experts, also belongs to 

this field. The lexicon of the language by necessity is that which changes most swiftly and 

to the greatest extent. New terms for new phenomena must be designated, and one can 

enlarge the vocabulary by creating new words and by borrowing innovations. In this 

connection there are reasons to be aware of the fact that the introduction of loan-words 

from other languages goes in a different tempo and in another manner in Sweden than in 

Finland (Mattfolk, Mickwitz and Östman 2004:235-244). In Finland Finnish is the prime 

source of translation loans and direct borrowing is immediately tempting. 

 

When it comes to usage one should call attention to the fact that the language on a 

comprehensive level during the latter part of the 20th century underwent a process towards 

a more informal style. Situations that earlier were distinctly controlled by explicit or latent 

norms, regarding e.g. how persons present at various types of meetings (e.g. conferences) 

were expected to state their views, no longer necessarily require the same level of 

knowledge of rules. Today one may also claim that usage has become more intimate – it is 

possible to open and carry on a conversation with a stranger or a half-familiar person in a 

manner more or less like the one used for communication between friends. What one 

chooses to say and avoids conveying becomes more important. The du-reform can thus be 

characterized by both less formality and more intimacy. Regarding written language, this 

inclination towards the informal can be observed as a rapprochement between speech and 

writing. This is usually termed displacement of style from below, which means that a style 
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formerly considered as lower (everyday) becomes accepted and is perceived as neutral and 

proper to use even in higher (more formal and solemn) situations. 

 

What users accept when it comes to displacements of style and what they consider as 

breaches of style probably differ from one society to another. In this context Stockmanns 

represents a society with certain linguistic habits in two languages and Nordiska 

Kompaniet another one, with other, mostly monolingual, habits. The example in picture 9 

is even a radical example of use of a language one normally does not see in written form, 

i.e. slang. 

 
Picture 9: Juvenile language in a Stockmanns’ advertisement from 1969. (The picture was taken from the 

collection in the Stockmann Museum) 
 

Internationalization of language also represents change on a more comprehensive level and 

is demonstrated by loans from various languages during different periods. (Josephson 

2004; “Det främmande” i nordisk språkpolitik 2004). Both the loan-words and phrases per 

se and their adaptation regarding spelling and inflection are of interest. Traditionally 

Swedish and Finnish have taken up different attitudes regarding borrowed words; how this 

attitude varies in the field of advertisement language, and how translation of advertisements 

are done between the two languages remains to be seen. 

 

4. The advertising material 
 
The material for this project has been collected on various occasions during a long period 

of time. In 1989 I visited the Stockmann Museum for the first time and realized what 

opportunities the advertisement register offered a linguist. I returned in 1991 and gathered a 

systematic collection, enlarged it with a substantial supplement in the autumn of 2006, and 

added a few more advertisements in the autumn of 2007. In the 1990s it was only possible 

to make photocopies of the advertisements. During my return visits in the 2000s the 

selected advertisements were both copied and scanned. Later I used a digital camera. 

Material from the latter part of the 1990s and 2000s are also in the original, i.e. 

advertisements, enclosures to advertisements, folders for regular customers that I have 

received in my capacity of newspaper subscriber and Stockmanns' customer I have saved 

for future need. 
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The archives of the Nordiska museet in Stockholm I visited for the first time in the autumn 

of 2003.23 I then made myself familiar with advertisements of Nordiska Kompaniet in 

microfiche form. On that occasion I only took notes. The microfiches only displayed the 

advertisements on a reduced scale, which made it impossible to study linguistic details. I 

made a return visit in the autumn of 2006 with the purpose of delving more deeply into the 

material and in order to plan how the material for comparison ought to be selected and how 

it could be made more useful in the project. At this occasion I had access to NKs 

advertisement register. It proved most expedient for me to take digital pictures myself of 

the original advertisements I needed. I returned to the archives in the winter of 2007, 

gained access to NKs advertisement register, and took pictures. My research assistants and 

I made a further supplementary collection trip during the spring of 2007, when even more 

pictures were taken. Except a small amount of original material in paper form from the turn 

of the century 2000, the Swedish material for comparison is available exclusively as digital 

and, later on, printed pictures. 

 

The material includes photocopies, notes taken by me at the microfiche reader, scanned 

advertisements, digital pictures and prints of them, cuts from newspapers, material given 

regular Stockmanns customers, some key customer information (NK) and enclosures to 

advertisements received by mail. All items are filed at the Swedish School of Economics 

and Business Administration in Helsinki.  

 

Picture 10 shows what a page in Stockmanns' advertisement register can look like. The 

example is from 1942. Those from Nordiska Kompaniet have the same appearance. Several 

different advertisements are usually pasted on one page; in some cases it may be one and 

the same advertisement published in several newspapers that has been pasted in several 

times. The companies have checked (and still check) that the advertisement was included in 

the paper in a correct manner that no printer’s errors have slipped into the text when set up 

in type etc. The collection has also made it possible for the company to re-use and develop 

an advertisement idea that could not be saved in any other manner in the pre-computer age. 

 

                                                 
23 The expenses for the visit in the autumn 2003 were defrayed by the Sweden-Finland Cultural Foundation and 
the later visits by the Academy of Finland, within the financial framework of this project. 
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Picture 10: The first page of Stockmanns' advertisement register for 1942. (The advertisement register is 
included in the collection of the Stockmann Museum) 

 

The listing of the project material was done so that every page was numbered 

chronologically, one and the same year at a time (1922:1, 1922:2, etc). In those cases when 

the advertisement in question was so large that it was copied, scanned or photographed in 

several pieces, the different parts were designated a, b, c etc. By means of the figures for 

year and number you can thus flip through the pages and find the desired page. Then it is 

not difficult to find the right advertisement, if there should be several ones on the same 

page, which is the case above all with the Stockmanns material. 

 

We have not included the web site texts of the more recent material, even though this might 

have been done. Web site texts constitute a written genre of its own even if the purpose of 

some texts may be in accordance with the tenor of the advertisement. The contents of the 

web sites are both informative and selling, and the material presented is a mixture of more 

or less durable facts and topical items.24 

 

The technical opportunities for advertisement research have improved enormously in 

course of the ensuing decade. That the material has had to lie fallow for quite a while since 

the idea was hatched at the beginning of the 1990s was therefore not only negative. 

4.1 Structure of the material 
 
The older material from Stockmanns consists of advertisements representing each decade 

of the 20th century up to the year of collection 1991. The first two decades are however 

represented by all advertisements in the registers. After that, Stockmanns' advertising 

continuously grew so that less and less registers were sufficient. When I chose which year 

should represent each decade I assumed that it was important to include the war years, and 

my choice fell on 1942, when the Stockmann company furthermore celebrated its 80th 

anniversary.25 

 

                                                 
24 See www.stockmann.fi and www.nk.se. 
25 The older Finnish material was used in a pro-gradu thesis in Finnish at the Helsinki School of Economics 
(Aranto 2004). The older Swedish material provides the basis for a future thesis in marketing at the Swedish 
School of Economics and Business Administration (Sarvikivi). 
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In order to make a selection in a random manner, I decided to always start with the first 

register for the respective year (1922, 1932, 1942 etc) and continue until I considered my 

material had become comprehensive enough. I did not decide in advance to select a definite 

number of advertisements; this would moreover have been difficult (see section 6). As a 

rule I chose advertisements from early spring (Stockmanns celebrates its anniversary 1 

February) and from the beginning of the autumn, in order to obtain a certain variation. I 

avoided Christmas and Easter advertisements and primarily copied advertisements pasted 

on the right page of the register. In this way the selection of products and services became 

haphazard. When I noted that the same advertisement was also available in Finnish, I 

copied it, but there are also other Finnish advertisements in the material. 

 

The oldest advertisement registers consist of fragile cardboard sheets inside binders tied 

with ribbons in the back. Out of consideration for the state of the material I sometimes had 

to go back on some of my original principles: torn pages and those that were difficult to 

open I skipped. The same considerations I had to show when the supplementary copying 

and scanning was done in 2006 and 2007. Newer material was set in ring binders, the glue 

still sticks and the newspaper paper is still in good condition. 

 

The older Stockmanns material includes 1,581 newspaper advertisements (as for the 

difficulties to quantify the material, see section 6). The older Finnish material includes 999 

newspaper advertisements. (In the material there are also a number of booklets for regular 

customers and some enclosures to advertisements not included in the numbers presented 

here – see however appendix 1.) The older material was supplemented with new material in 

2006 and 2007 for two reasons: First of all the older material had proved too wide-meshed 

for capturing the variables to be studied in a manner interesting enough. It may e.g. be 

possible that there are plural verb forms in the material from 1942 that are no longer 

present in the material from 1952, but the question is whether this information is interesting 

enough. On the other hand, if it were possible to show how the evolution of the language 

proceeds, then the account immediately becomes more rewarding. Because of this, several 

copied and scanned advertisements from 1937 to 1957 are included in the newer material, 

very well covering the period of time than can be of interest. Even the du-reform (around 

1970) led to a tighter selection of material from the years around the turn of this decade. 
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The other reason for replenishing the material was that more text was needed. A large-

spaced advertisement doesn’t automatically mean that the amount of text increases; in such 

cases it is rather the pictures that take up space at the expense of the words. For those word 

and word class studies that were planned, more linguistic material was simply needed. The 

Swedish Stockmanns material thus expanded by 19 percent. The Finnish material also grew 

by 19 percent. 

 

The newer material was not collected as consistently from registers with advertisements 

from early springtime and early autumn respectively, but henceforth it was everyday, not 

holiday, advertisements that were included. We also allowed ourselves to focus on 

advertisements containing verbs and both kinds of addressing manners respectively, in 

order to have more evidence showing the variations we suspect might be found. But if we, 

on the other hand, had asked e.g. whether Stockmanns consciously avoided direct 

addressing, in order not to have to choose between ni and du, we would have had to enlarge 

the material in another manner. The density of the material around 1945 and 1970 does not 

influence the rest of the linguistic variables. 

 

The dividing of the Stockmanns material into language and decade is evident from 

appendix 1. The different decades are somewhat unevenly represented regarding the 

number of advertisements, but when it comes to the amount of linguistic material (the 

number of words etc) the apportionment is satisfactory. Each decade is thus represented by 

linguistic material sufficient enough for reliable conclusions to be drawn. The examination 

is not primarily intended to be of a quantitative nature, but it is of course possible to make 

specific cutouts in the material. If you want to quantify language and produce statistics, you 

will be obliged to count words. (The word class division has been made in this manner - 

see appendixes 3a and 3b). 

 

The task of collecting an equal selection of advertisements from Nordiska Kompaniet on 

the whole followed the same procedure as for the Stockmanns material. The NK material 

consists of 948 newspaper advertisements and thus equals 49 percent of the Stockmanns 

material. In the NK material also key customer material and a few advertisement 

enclosures are included, but they are not taken into account in the numbers presented here 

(see, however appendix 1). The entire first advertisement register was photographed, as 

there were not such a large number of advertisements in it. Every decade (1922, 1932, 1942 
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etc.) was then photographed, but the NK material includes advertisements from 

considerably more years than this. The experience from collecting the Stockmanns material 

demonstrated that it was necessary to gather more closely spaced material. 

 

The restructuring of Nordiska Kompaniet into a so-called contractor’s department store, 

which took place in 1991, affected advertising. In spite of attempts, it has not been possible 

to collect quite up-to-date material from the big Stockholm dailies. NK has another 

advertising strategy today. The material from 2000 and 2006 is very small, but this does not 

affect the variables the project at this stage has planned to go into, as these represent the 

20th century. But if one wants to examine the present, the material must be enlarged. 

 

The division of the NK material for each decade is evident from appendix 1. Just like the 

case was with the Stockmanns material, it is unevenly divided between the decades. But it 

is large enough to permit meaningful comparisons with the Stockmanns material, and ought 

to suffice for some separate studies in department store advertising in Sweden too. 

 

5. The advertisement database 
 

In sections 3 and 4 linguistic variables by means of which an attentive reader can date a 

text have been presented: the introduction of new spelling, the abolishing of the plural 

forms of the verb and the du-reform have all been dealt with and illustrated by examples 

from the material. 

 

The aim of the project has not only been to observe when a change starts and when it can 

be said to have become firmly established, but also to study more in depth how and why 

there is a wavering between an older and a newer form. Is there e.g. any difference between 

advertisements addressed to women and those addressing men? Is it important whether the 

company sells a product or a service? Does the examined variable occur most frequently in 

headings or in the body text? Is there any difference regarding verb conjugation in 

sentences with respectively SVO word order and inversion, or between main clauses and 

subordinate clauses, or between the main and the auxiliary verb? Is there any connection 

between the examined variable and the stylistic level of the advertisement? Questions of 

this kind and many more, demand that the context proving them must be documented. This 
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demand has been met so that every excerpted item has been entered in a database, custom-

made for this purpose. This database is in common for us all who work with the material. 

How it is used is shown in figure 4, which should be read from the top to the bottom.26 

 

 
Figure 4: The advertisement database as a working tool 

 

                                                 
26 Kaie Veiler, who has constructed the database of the project, has also illustrated the work process in figure 4. 
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At the top of figure 4 a number of persons are shown, each working with his/her share of 

the project material. Everyone attentively goes through a collection of advertisements, 

representing e.g. a certain period of time, marking out exactly the language feature he or 

she is interested in. One makes excerpts from the material in order to find examples of what 

one wants to examine. It is also possible to take out extracts from the material, e.g. by 

choosing to excerpt specimens only from a certain number of advertisements, or with 

certain time intervals, but one is of course not allowed to choose and handpick items from 

the material as this would distort the results. The purpose is not to find those examples that 

in the “best” manner reflect one’s own prejudgments, but to excerpt all evidence and then 

interpret the pattern the individual items perhaps make up together. 

 

The next stage in the work process involves entering the excerpts in the database. In the 

form of the database are certain entries, some of which are mandatory while others are 

optional, i.e. dependent on which variable is to be examined. The form is shown in 

appendix 2 (but only in Swedish!) and will be commented below. When the manually 

excerpted items are entered in the database, one can go back to the material again and 

continue searching for items until the entire material, or the part one has selected, has been 

gone through. 

 

The database is on the server of the Swedish School of Economics and Business 

Administration, and it requires an individual password from the person who wants to enter 

material, but after that it permits searches regardless of where the material comes from. The 

idea is that one should be able to take out information for instance about all adjective 

attributes present in advertisements from a certain period, where the imaginary reader is a 

woman and the advertiser is Stockmanns, or alternatively Nordiska Kompaniet. If the same 

search is done among advertisements addressed to men it becomes possible to study the 

importance of gender for the choice of adjective attribute in two countries during a certain, 

or several certain periods of time. The results of a first search should give rise to 

increasingly specific questions and to new searches in order to find answers to them. 

 

When writing this (December 2007) it is still not possible to carry out all the searches we 

imagined initially. In the end we will hopefully be able to freely combine such background 

variables that seem relevant for every language feature currently under the magnifying 

glass and order the computer to produce all examples. It is still not possible either to ask 
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the computer to create different kinds of tables and graphic figures. When the database has 

produced the lists with excerpted items as well as contexts the search in it has resulted in, 

then it is again time to proceed manually with the analysis and present the results in words 

and pictures, figures etc. It should under no circumstances be possible to disconnect the 

original material completely. The database can save a context consisting of words, but 

cannot reproduce the wider context, consisting of pictures and graphical design. 

 

In figure 4 a series of facts to be entered in the form for each excerpt (see to the extreme 

right in the middle of the figure) are indicated. The form is structured so that it has six main 

sections, including a varying number of additional particulars (see appendix 2). For every 

word its type (sw. typ) and token (sw. förekomst) must be given. By type is meant the 

headword (e.g. du) and by token the inflectional form (e.g. du, din, dig, dej, dina, ditt) that 

the word in question has in the advertisement text. The attested form can vary on one hand 

when it comes to inflection, on the other hand regarding spelling, but it must be possible 

for the database to identify all variants of one and the same word. Then it is up to the 

analyzing linguist to understand and describe the variations concerning occurrences. By 

advertisement source is meant exactly where the excerpted item was found. Here should 

be entered the company in question, the period of time, the page in the collected material 

and in what language/languages the advertisement is written.27 All these particulars are 

mandatory, regardless of what item is entered in the database. 

 

Advertisement variables are particulars indicating whether the advertisement aims at 

selling a product or a service and who the imagined customer is. A department store mostly 

sells products, but we wanted to take into account the possible growing importance the 

marketing of services might imply on the retail level. But it is not so very easy to 

distinguish between products and services in every case, for elements of both can be found 

in the same advertisement. If it proves difficult to decide to which category the 

advertisement primarily belongs, then it is possible to abstain from choosing. The choice of 

the word “customer” proved a failure. The term we should have used was model reader 

(Björkvall 2003). The customer may be the one who uses the purchased product, or enjoys 

the service given, but it is not that certain he or she was the person who de facto noticed the 

advertisement, and was the one who was supposed to notice it. When we entered this 

                                                 
27 Except Stockmanns and Nordiska Kompaniet, more companies may be added, if this should prove necessary 
or interesting. 
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particular in the form we thus had the model reader in mind, and if he or she was not 

clearly identifiable, we avoided taking up a definite position regarding the alternatives 

given in the form. Also the different parts of an advertisement belong to the variables. Here 

one may also distinguish between headings, body text and secondary text. This task has not 

proved easy, especially in a historical material where the advertisement as a text genre has 

evolved gradually. Long and verbose advertisements may have several headings, which 

may be typical intermediate headings, but not necessarily are. There are many types of 

secondary texts, fact boxes, declarations of contents, lists resembling catalogues, with sizes 

and prices, information about other happenings in the department store, differing opening 

and closing hours etc. We have noted some clear cases, but abstained if we felt uncertain. 

The particulars in this part of the form are not mandatory, but one might perhaps say that 

they are desirable. 

 

The purpose of all advertisement variables is to make it possible to test various influential, 

i.e. independent variables. The linguistically interesting variables are the dependent 

variables, the presence and variations over periods of time the project intends to study. The 

form first includes linguistic variables and then stylistic variables. The designation and 

drawing up of a boundary is only practical; in reality it is seldom possible to distinguish the 

one from the other. 

 

For every excerpt of a linguistic variable it is mandatory to state which word class it 

concerns. We have included the three so-called major or lexical word classes, substantives, 

adjectives and verbs, but also made it possible to note adverbs and other word classes. 

Then the particulars included in the form vary, depending on the variable. They are thus 

facultative. When it comes to the adjectives there is e.g. offered space for a small 

grammatical analysis, and one may also distinguish between simple (e.g. vänlig ‘kind’) and 

compound adjectives (e.g. fotvänlig, literally ‘kind to the foot’, i.e. a playful expression 

meaning ‘comfortable’), and between colours (e.g. röd ‘red’) and other adjectives (e.g. 

billig ‘inexpensive’). 

 

When it comes to loan-words the lending language and year of introduction must be noted 

as well as the source for these particulars (e.g. Nationalencyklopedins ordbok 1995–1996 

or Nyordsboken 2000). But loans from other languages are a rather boundless phenomenon. 

A ticklish matter is e.g. which source language to state, for the loan-word may have passed 
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through several languages before it reached Swedish. One should also ask when a loan-

word is no longer considered as a loan by the users, but has become an unmarked part of 

the domestic vocabulary. We first decided only to note loan-words that had crept into 

Swedish after 1900 according to available sources. At the present stage older loans have 

not been entered in the database. We soon discovered that the number of loan-words (types) 

were comparatively few at the beginning of the century, so then the vocabulary study was 

extended to include both loan-words and neologisms from 1900 and onwards. In this way it 

will become possible to ascertain whether the loan-words were used in another manner than 

the new insertions in the vocabulary of advertisement Swedish.28 A department store 

continuously offers new products for sale, products that not only have a product name, but 

also represent something totally new on the market. Large department stores such as 

Stockmanns and Nordiska Kompaniet have often been the first ones to market new 

products that had to be named. Advertising thus provides the Swedish vocabulary with 

additional words. 

 
Picture 11: Motorcykel (‘motorcycle’) – a new word from 1904 in a Stockmanns advertisement from 1932. 

(The picture was taken from the collection in the Stockmann Museum) 
 

Under the intermediate heading stylistic variables, particulars of rather various kinds 

accumulated. On one hand here can be entered whether the model reader is addressed with 

the pronoun du or ni, which initially certainly was understood as a matter of style. On the 

other hand a particular indicating that a certain word or expression is of colloquial or 

dialectical nature should be entered here. Slang, i.e. reproduction of juvenile language, 

should also be included here. In headings stock phrases like idiom, proverbial phrases and 

collocations not infrequently occur. An additional comment indicating this can find room 

here. Finally, the database form also offers room for observations of “finlandisms”, i.e. 

linguistic features that are characteristic for the variety of Swedish used in Finland. 

 

For each item the context must also be entered. It must be possible for other users of the 

database to at once get an understanding of the context the word is used in. Not only the 

word itself, but the sentence, the phrase and the expression of which it forms part are 

important. Idiom, proverbial phrases, collocations and other stock phrases are re-used, not 

least in advertising language, and occasionally the writers experiment with the syntax. In 
                                                 
28  Thomas Lehecka M.A. works with loan-words and neologisms. For this reason development of this part of the 
study is his domain. 



 39

order to make the particulars in the database as easy as possible to interpret, there is room 

for comments in the form. Here the one who has excerpted the item and entered it in the 

database reminds himself or herself and also draws the attention of other users to some 

especially noteworthy factor. 

 

A legitimate question is why the database has not been converted into a searchable corpus. 

Only one who has observed the huge variation a hundred years of genre evolution 

encompasses quickly realizes that a corpus can neither be the right or even the feasible 

solution. The pictures of advertisements reproduced in this report illustrate part of the 

problems involved. The language in them cannot be isolated from the graphic form of the 

text, or from the pictures and other illustrations that as time goes by will make up 

increasingly important features in the newspaper advertisement. Advertisement language is 

a language with a surface – choice of type font, punctuation, spacing, upper-case or lower-

case letters, italics etc. are carriers of the very message. As soon as you copy an 

advertisement text it looses some of the character the advertising agency wanted to charge 

it with (Hansén 1973; Melin 2000). 

 
Picture 12: Lacking connection to the pictures the expression gångbara nyheter becomes incomprehensible. 

Nordiska Kompaniet advertisement from 1988. (The picture was taken from the archives of the 
Nordiska museet.) 

 

The database is a facility when it comes to adopting different perspectives towards a 

material too vast and unwieldy to handle manually. The variation that can be sorted out by 

means of the database must of course always be checked against the advertisements as 

such. The volume has also expanded as a consequence of the lacunae the first processing 

later filled. This was a conscious choice. What we will be able to say about some linguistic 

features of 20th century advertisement Swedish must be expressed with the confidence only 

a basis of facts strong enough can offer. 

 

The database has of course only been utilized to the extent and in contexts that were 

reasonable. Thus examples of old-fashioned spelling versus new spelling in Stockmanns’ 

advertisements were not entered into the database at all, only taken down. Regarding 

conjugation of verbs and the du-reform, only the relevant periods of time were excerpted 

and the items entered in the database. When it came to adjectives, we decided inter alia 

that the excerpting should be limited to 500 items on part of Stockmanns and 400 on part of 



 40

Nordiska Kompaniet for each selected period of time. Adjectives make up a very large 

word class in the material (see appendixes 3a and 3b) so this limitation could very well be 

made.29 

 
Picture 13: Everywhere possible the product is given a describing definition. (A Stockmann advertisement 

from 1978 taken from the collections of the Stockmann Museum.) 
 

The database also offered particulars for some studies in detail (also mentioned above in 

section 3.3). The use of negation words – icke, ej, inte (‘no’) – during different times is 

such an example; another one is the use of the adverbs blott – bara – endast (‘only’). An 

example of a current innovation right now was also included in the database form. It is 

kommer att as temporal auxiliary verb, in which the construction without att (‘to’, i.e. the 

marker of infinitive) is beginning to gain ground, not only in spoken Swedish, but in 

written as well (Hultman 2003). “Kommer att visa nya produkter” is rendered “kommer 

visa nya produkter” (’is going to show new products’). 

 

A special advertisement language feature that should have been anticipated is the 

periodically frequent use of quotation marks around words and phrases. They are taken 

down when the occurrence (token) of the language is entered and the context reproduced. 

For obtaining a list of quotation-marked words and phrases in the material this is anyway 

insufficient. The makeshift solution was to take down the quotes as examples of 

colloquialisms, slang, and dialect, which they sometimes, but far from always, also are.30 

 
Picture 14: Nordiska Kompaniet advertisement from 1938 illustrating the use of quotation marks around loan-

words expected to be unfamiliar to the reader. (The picture is from the collections in the archives 
of the Nordiska musket.) 

 

The work with the material and the experience of entering particulars in the database has 

offered new insights, which in their turn have led to inescapable complimentary additions 

to the material and adjustments concerning use of the database. At the same time the 

question arose how the two advertisement collections appear if you e.g. look at the 

occurrences of word classes. In the appendixes 3a and 3b you can see how the division 

                                                 
29 Maria Koponen MA studies colour words. Her research questions were taken into account when the database 
part concerning adjectives was set up. 
30 Tandefelt, forthcoming 
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between lexically major words and other word classes appear, decade for decade.31 The 

computation was done with 1,000 words per period of time. The particulars in the 

appendixes should be compared to corresponding data originating in other kinds of 

Swedish texts. It is already clear that there is a difference. Apparently the usage of 

Stockmanns differs from that of Nordiska Kompaniet. The reason for this remains to be 

seen.  

 

6. Problems and solutions 
 

In the preceding section some difficulties and problems have already been glimpsed 

regarding how the advertisement material should be presented and dealt with in the most 

correct manner. The advertisements as such included in the text already offer a picture of 

the inherent variations of the material. The advertisements in pictures 15 and 16 I will use 

as a point of departure when trying to summarize the problems we have met up to now and 

how we chose to solve them. 

 
Picture 15: An advertisement for a perambulator from Stockmanns in 1919. (The picture was taken from the 

collection in the Stockmann Museum) 
 
Picture 16: A Stockmanns advertisement for fishing tackle from 1957. (The picture was taken from the 

collection in the Stockmann Museum) 
 

The former advertisement (picture 15) from 1919 offers a very limited linguistic material. 

Only the trademark and the product are in fact mentioned, with the additional information 

that the perambulator in question is equipped with rubber tyres, a matter you cannot say 

they make a great fuss about. Then the company and the department where the 

perambulator is sold are mentioned. The latter advertisement (picture 16) from 1957 is 

more verbose. The opening consists of a short body text, after which all fishing tackle 

offered is presented in a sort of catalogue style, with some additional information and the 

prices tacked on. Only then the company’s name is mentioned and its logotype displayed. 

 

                                                 
31 Lexical word classes are substantives, adjectives and verbs. They are also called “major word classes” as they 
have rich semantic contents. The remaining word classes are pronouns, numerals, adverbs, prepositions, the 
infinitive marker att, conjunctions, subordinating conjunctions, and interjections. By means of these clauses and 
sentences are built, but they are of course not merely building blocks. 
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The examples included earlier in the text also show that the amount of linguistic material in 

an advertisement can be very varied. For practical and technical reasons mostly simple 

advertisements are included in the report, i.e. those only advertising a single product. Large 

collective advertisements that may be seen as a modern version of the product catalogue 

type are not unusual, even though no specimen is included in full in this report. When 

many different products are advertised in one and the same newspaper space, sold by 

different divisions in the department store, it is often difficult to say what constitutes a 

heading, an intermediate heading, a body text and a secondary text. It also becomes 

problematic to see who the model readers are, as they strictly speaking must be many. A 

collective advertisement like this can seen as a whole be rich in words, but in spite of this 

not be seen as one text, rather as several texts addressed to many kinds of readers. 

 

When the scope of the material is given as the number of advertisements (see appendix 1) 

one should thus not draw too far-reaching conclusions from the fact that the number differs 

between different years and decades. The important matter when the material was collected 

was to guarantee that the amount of language was sufficient for each period of time, so that 

purposeful analyses could be done and comparisons made. The large number of different 

advertisements have again constituted a guarantee that the varying ways Stockmanns and 

Nordiska Kompaniet offered products for sale in course of a number of ensuing decades 

should be demonstrated clearly enough. The material thus must be representative both for 

the linguistic evolution of the companies and for changes in their style of advertising. The 

range of the collections of advertisements, both regarding Stockmanns and NK, is in any 

case large, regardless of how it is quantified, and therefore the material ought to be 

sufficient for the different aims of the project. 

 

Of the examples in this report you can see that a large part of the advertisement vocabulary 

is made up of frequently recurring words such as time, price, size, volume, amount, date 

company names, slogans and slogan-like expressions. Because of this, when the division of 

word classes was calculated, some recurrent words of this kind were excluded. The various 

slogans and slogan-like expressions in the advertisements are not included in the statistics 

of the word classes, but their occurrence have been noted and listed. Defining the word 

class an individual word belonged to was not entirely without its worries either. The 

function of the word in its context was conclusive for the decision, which is why e.g. 
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participles with adjective function were included among the adjectives, not the verbs 

(Nordberg 1968; Römer 1968; Thelander 1970). 

 

Both the collection and the classification of the material were rendered more difficult 

because of the fact that almost one and the same advertisement of course appeared in 

several different newspapers at the same time. One page e.g. in one of Stockmanns' 

advertisement registers could be full of several advertisements which in the end, at a closer 

scrutiny turned out to be one and the same. The substitution of a picture or type font, but an 

identical text, is not unusual in the older part of the material. In the collecting process we 

tried to avoid such cases, but if we due to an oversight happened to have included one and 

the same advertisement, it only occurs once in the statistics of the material. 

 

It was not always possible to know in which newspapers the advertisements were included. 

Those who pasted the advertisements into the registers have not always taken the trouble to 

enter the name of the newspaper, but have usually noted the date, however not the year. All 

Finnish newspapers (published in Finnish or Swedish) evident in the registers were listed 

anyway. 

 

The model reader who can be the final consumer, but doesn’t have to be, was especially 

ticklish to decide in a historical material. One may ask when the imaginary model reader of 

an advertisement for e.g. kitchenware or foodstuffs was understood as neutral regarding 

gender or when (if?) the model reader of an advertisement for e.g. a lawn mower could 

possibly be a woman. Who is the model reader when product offered for sale is intended 

for children – the mother or the father? An especially interesting category are teenagers, 

who after the middle of the century were gradually emancipated from their model reader-

parents and became treated as model readers in their own right. Advertising as a mirror of 

the times and the society is especially distinct in this case, and the two department stores 

became obliged to develop a way to address an additional category of customers. What this 

implied a closer study will have to show. 
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7. Concluding remark 
 

The purpose of this report is to offer a careful and detailed description of the material of the 

project that later detailed studies in advertisement language then can fall back on. The 

underlying reason for why Stockmanns and Nordiska Kompaniet were chosen as 

exemplary cases has also been stated. In what manner studies in a historical advertising 

material can elucidate the processes in the contemporary history of the Swedish language 

has also been exemplified. Henceforth it is up to anyone with access to the material and the 

database, to make their own cutouts from the material and reason around its respective 

shortcomings and merits. When enough and varied sub studies have been carried through it 

should be possible to answer the four research questions presented in section 3.4.1, but also 

entirely new questions that surface in course of the work. 
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BILAGA 2

ORD, ANNONSSPRÅK OCH TYP

Ord Annonsspråk Annonstyp

Typ

Förekomst

Kontext

Kommentar

 Svenska
 Svenska;

finns också på finska
 Finska
 Finska;

finns också på svenska
 Svenska och finska,

bägge i samma annons
 Annat språk (ange vilket)

Annons-
liggare

År 

Blad nr 

Arkiv-
anteckningar

År 

Exempel nr 

Stamkunds-
häfte

År 

Månad 

Sida 

Annons-
bilaga

År 

Månad/Säsong 

Sida 

TEXTTYP, FÖRETAG, PRODUKT OCH KUND

Texttyp Företag Produkt Kund Kommentar

 Rubrik
 Brödtext
 Bitext
 Kan ej

avgöras

 Stockmann
 Nordiska

Kompaniet
 Annat

 Vara
 Tjänst

 Kan ej avgöras /
Inte relevant

 Kvinna
 Man
 Ungdom

SPRÅKLIGA VARIABLER

Ordklass

 Adjektiv  Verb  Adverb  Substantiv  Annan ordklass



*** ADJEKTIV ***

Färgord
Annat

adjektiv
Uttrycks

på annat sätt

Enkelt ord

Sammansatt
ord

Positiv

Komparativ

Superlativ

Ändelse-
komparation

Omskrivande
komparation

Adjektivet som attribut
Adjektivet som predikativ
Adjektivet som adverbial
Adjektivet som predikativt

attribut
Hvdord i nominalfras
Oklar funktion
Annan funktion (vilket)

Böjligt

Oböjligt

*** VERB ***

Singulart verb
till pluralt subjekt

Pluralt verb
till pluralt subjekt

Hjälpverb

Huvudverb

Hj.vb
KOMMER
ATT+Infinitiv

Hj.vb
KOMMER
+ Infinitiv

Kort passiv
presens form

Lång passiv
presens form

Partikelverb
-sammansatt

Partikelverb
-löst

Rak ordföljd
Omvänd ordföljd

*** ADVERB ***

Inte
Ej
Icke

Bara
Endast
Enbart
Allenast
Blott

*** LÅNORD ***

Engelska
Finska
Franska
Svenska
Tyska
Övrigt språk (vilket)

Anpassad
stavning

Icke-
anpassad
stavning

Lånord källa

STILISTISKA VARIABLER

Tilltal av
läsaren/kunden

Talspråk, slang, dialekt Kommentar

Du / Sinä
Ni / Te

Nej Ja

Finlandism Ingår i idiom &
kollokationer

Nej Ja Nej Ja



APPENDIX 3A 
 

 
Stockmanns newspaper advertisements – distribution of part of speech, 
calculated by 1,000 words per period of time 
 
 
STOCKMANN      

      
ABSOLUT NUMBER           

  Substantives Adjectives Verbs
Other word 
classes Total 

1900-09 621 104 8 269 1002 
1910-tal 592 110 34 324 1060 
1922 555 131 36 292 1014 
1932 409 133 63 435 1040 
1942 286 123 101 510 1020 
1952 352 132 81 505 1070 
1962 344 203 69 406 1022 
1972 294 140 110 480 1024 
1982 483 104 39 387 1013 
1992 421 230 58 301 1010 
2006 494 137 37 366 1034 
            
PROCENT           

  Substantives Adjectives Verbs
Other word 
classes Total 

1900-1909 62 10,3 0,8 26,8 99,9 
1910 55,8 10,4 3,2 30,6 100 
1922 54,7 13 3,5 28,8 100 
1932 39,3 12,8 6,06 41,83 99,99 
1942 28 12 10 50 100 
1952 32,9 12,3 7,6 47,2 100 
1962 33,65 19,86 6,75 39,73 99,99 
1972 28,7 13,7 10,7 46,9 100 
1982 47,7 10,3 3,8 38,2 100 
1992 41,7 22,8 5,7 29,8 100 
2006 47,8 13,2 3,6 35,4 100 

 



APPENDIX 3B 
 

Nordiska Kompaniet advertisements – distribution of part of speech, 
calculated by 1,000 words per period of time 

  
NK      
      
ABSOLUTE 
NUMBER           

  Substantives Adjectives Verbs
Other word 
classes Total 

1915-19 368 217 75 375 1035 
1922 223 136 149 474 982 
1932 310 111 121 496 1038 
1942 302 135 127 483 1047 
1952 270 158 115 456 999 
1962 384 180 64 441 1069 
1971-72 304 121 135 462 1022 
1983 305 126 120 502 1053 
1988 368 143 128 524 1163 
2000 358 107 115 435 1015 
            
            
PROCENT           

  Substantives Adjectives Verbs
Other word 
classes Total 

1915-19 35,6 21 7,2 36,2 100 
1922 22,7 13,8 15,2 48,3 100 
1932 29,9 10,7 11,7 47,8 100,1 
1942 28,8 12,9 12,1 46,1 99,9 
1952 27 15,8 11,5 45,6 99,9 
1962 35,9 16,8 6 41,3 100 
1971-72 29,7 11,8 13,2 45,2 99,9 
1983 29 12 11,4 47,7 100,1 
1988 31,6 12,3 11 45,1 100 
2000 35,3 10,5 11,3 42,9 100 
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