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Abstract  
The number of online casino companies in the Swedish gambling market, and especially the number of 
online casino commercials in Swedish television, has significantly increased during the last ten years. 
Previous studies show that Swedish consumers have negative attitudes toward gambling advertising. 
Literature explains advertising as a powerful source that influences consumers’ perceptions, attitudes and 
emotions. Hence, this thesis aims to explore consumers’ perceptions, attitudes and emotions of  online 
casino TV-commercials in relation to semiotic and rhetorical tools. 
 
In order to fulfil the aim of this thesis, this research is characterized by an interpretivistic philosophy and 
an abductive research approach. The empirical material in this study derive from qualitative content 
analyses of six online casino commercials and two focus group sessions. The findings show that 
perceptions, attitudes and emotions interrelate when consumers evaluate TV-commercials. The results 
also show that cultural aspects and segmentation contribute to consumers’ perceptions. Further, 
consumers must be able to relate to the story and link the content of the commercial to online gambling 
in order for them to have positive attitude and too feel positive about the commercials. Semiotic and 
rhetorical tools affect the consumer and thus are crucial elements for whether or not marketing 
communication is considered effective by the participants. These findings contribute with new insight in 
marketing communication as the combination of sensory marketing, semiotics and rhetoric have not been 
studied in relation to perceptions, attitudes and emotions. The conceptual model has a practical 
contribution since it can be applied in different areas of advertising.  
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1. INTRODUCTION 
 
 
This thesis explores consumers’ perceptions, attitudes and emotions of online casino gambling 

TV-commercials in relation to semiotic and rhetorical tools. The first chapter introduces the 

history and development of online casino commercials in Swedish television. Further, the 

problematization argues for the relevance of this thesis based on the ongoing discussion 

regarding negative attitudes to online casino commercials. Lastly, the chapter presents the 

purposes, research questions and outline. 

1.1. BACKGROUND 
Advertising is “a powerful force, one that can shape perceptions, feelings, emotions, attitudes, 

understanding and patterns of individual and group behaviour” (Fill & Turnbull, 2016, p. 355). 

The human senses - vision, hearing, touch, taste and smell - react to the various elements that an 

advertisement displays (Hultén, Broweus, & van Dijk, 2011). When an individual interprets 

elements from an advertisement, s/he provides it with a meaning. Perception is the means of 

which individuals see, hear or become aware of something through the human senses (Oxford 

University Dictionary, 2019a). Perception also refers to how individuals process information, 

namely, how they see and cohere to their surroundings (Fill & Turnbull, 2016). 
  
The gambling history in Sweden extends back to the Iron Age (c. ad 200) in which humans 

gambled with dices made of animal bones. Gambling was virtually prohibited during centuries 

and it was not until 1897 that gambling was legalized (Binde, 2013). The modern history of 

gambling advertising in Sweden dates back to the 1960s. Although gambling was legalized 

during the 1960s, it was kept on a low level because of the preconception of gambling being 

unjustifiable and harmful to the society (Binde, 2005). However, during the 1970s attitudes 

toward gambling became more tolerant and thus gambling started to be advertised to a greater 

extent (Binde, 2005, 2013). In the early 1980s, the amount of gambling advertisements increased 

and occurred in newspapers and billboards on a daily basis. In the beginning of the 1990s, 

advertising-funded TV-channels started to broadcast gambling commercials to attract more 

viewers (Binde, 2005). From the early 21st century up until today, there has been a massive 

increase of online casino TV-commercials in Sweden (Swedish Gambling Authority, 2018). 
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In 2008 online casino companies held a share of 21% of the Swedish gambling market. One 

decade later, in 2018, online casinos represented approximately 40% of sales in the Swedish 

gambling market (Spelinspektionen, 2018a). Online casino gambling is considered the type of 

gambling with the biggest growth in the Swedish market (Svenska Spel, 2014). Näsström, 

Marketing Measurement Manager at Kantar Sifo1, explains that in 2018, 36 online casino 

companies spent SEK 2 189 194 000 in gross charges2 for advertising in Swedish television. In 

contrast, the gross charges in 2014 totaled SEK 1 095 766 000, an increase of 99.8% in only a 

five-year period (Spelinspektionen, 2018a).  

 

As a result of the increased number of online casino commercials and online casino companies 

(Spelinspektionen, 2018a), the number of Swedes engaging in online casino gambling has also 

increased (Swedish Gambling Authority, 2018). A previous study, by the Swedish Gambling 

Authority, shows that 6% of the participants gambled on an everyday basis, which represents 

almost 300 000 people (Spelinspektionen, 2018b). In 2015, 2% of the Swedish population 

testified having gambling disorders, representing 134 000 people, between the ages of 16 and 84. 

Online casino gambling constitutes a high-risk potential type of gambling, since it could lead to 

gambling disorder (Folkhälsomyndigheten, 2016).  

 

There are three factors that explain how and why online casino gambling can contribute to the 

development of gambling disorder. Firstly, online casino gambling is characterized as a fast way 

of gambling, meaning that the gambler easily can access the games at any time. The second factor 

is biological, which implies that the human brain’s reward system is activated when an individual 

gamble. When the reward system is activated, the body produces more dopamine; a 

neurotransmitter that provides the individual with a feeling of excitement and happiness. Finally, 

social factors also contribute to the development of gambling disorder. Society encourages 

individuals to gamble by embellishing gambling and providing individuals with hope to win large 

sums of money (Ortiz, 2018).  

  

The significant increase in online casino advertisements has received substantial attention in 

Swedish media (Regeringskansliet, 2019). Many consumers have a negative attitude about 

gambling advertising (Fill & Turnbull, 2016; Regeringskansliet, 2019), arguing that there is far 

                                                
1 Personal communication through e-mail, 2019-03-04. 
2 Gross charges are the amount of money companies would have spent on TV-commercials in Swedish media if they had not 
negotiated discounts. 
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too much of it, especially on television (Regeringskansliet, 2019). People consider advertising to 

be both intrusive and penetrating (Fill & Turnbull, 2016). A study from 2014 with 3 559 

participants, shows that only 4% of the Swedish population considered themselves positive to 

gambling commercials. In contrast, 73% had a negative or relatively negative, attitude to 

gambling commercials. Most participants experienced gambling commercials as aggressive 

regarding both volume and pitch (Folkhälsomyndigheten, 2017). 

 

In January 2019, a new law came into force with the intention to govern the market competition 

as well as to protect Swedish consumers from aggressive advertisement. The massive increase of 

online casino TV-commercials and the growing frustration among consumers resulted in the need 

to regulate the Swedish gambling market in a stricter manner. The new legislation states that 

companies who engage in online gambling advertising must do so in a moderate manner 

(Regeringskansliet, 2019). This concept has been criticized and violated because the lack of a 

precise description of how moderate should be interpreted (SVT Nyheter, 2019).  

 

A study made in 2019 also investigated how negative Swedish consumers’ attitudes are against 

gambling commercials (SVT Nyheter, 2019). The results show that among the 1 153 participants, 

87% thought there are far too many gambling commercials, and 76% expressed that it should be 

regulated more strictly. Meanwhile, a total of 53% argued that gambling commercials should be 

banned from Swedish media (Mjöhagen, 2019; SVT Nyheter, 2019). Gambling advertisements 

have the ability to affect the consumers’ impulses to gamble. These impulses can, for some 

consumers, be difficult to resist and could result in consumers gambling to a greater extent and 

for more money intended. The Public Health Agency of Sweden argues that gambling 

commercials should follow the same laws as other forms of advertisement, meaning that the 

advertisements should not affect consumers’ abilities to make legitimate purchase decision 

(Folkhälsomyndigheten, 2019). 

1.2. PROBLEMATIZATION 
Online casino companies invest large amounts of money in TV-commercials and gain bigger 

market shares in the Swedish gambling market (Spelinspektionen, 2018a), which indicates that 

online casino companies have succeeded in attracting and retaining Swedish consumers. 

Consequently, evidence shows that the Swedish population gamble online to a greater extent than 

ever before (Swedish Gambling Authority, 2018). Despite this, research proves that attitudes to 
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gambling commercials are negative, as the commercials are deemed too aggressive (Fill & 

Turnbull, 2016; Folkhälsomyndigheten, 2018; Regeringskansliet, 2019; SVT Nyheter, 2019). 

Due to this contradiction, it is critical to understand the complexity in online casino commercials 

by exploring how semiotic and rhetorical tools in commercials influence consumers’ perceptions, 

attitudes and emotions.  
  
The problem of intrusive online gambling advertising remains since consumers still believe they 

are exposed to aggressive advertisement, even though the new legislation came into force months 

ago (Regeringskansliet, 2019). Hence, it is of interest for this study to explore consumer 

perceptions of the content in commercials because the problem of aggressive commercials still 

exists. The online gambling market, and especially the increased number of TV-commercials, 

have also received much attention by scholars. Hing, Cherney, Blaszczynski, Gainsbury and 

Lubman (2014) argue that Internet gambling advertisements increase the overall consumption of 

gambling. Abbott, Romlid and Volberg (2018) state that relapses of gambling disorder in Sweden 

are expected to be higher than earlier estimated, especially among women and older adults.  

 

A study by Abbott et al. (2014), shows that even though gambling participation decreased in 

some population sectors, an increase was noticed regarding poker and other electronic games. 

The researchers also found that males, younger adults and people born in foreign countries are 

more likely to develop a gambling disorder (Abbott et al., 2014). Binde (2013) denotes that even 

though people are aware of gambling disorder and have knowledge about how to treat it, they 

still know little about how to effectively prevent it. He further suggests that regulatory actions 

and implementation of gambling measurements are necessary in order to prevent gambling 

disorder among Swedish citizens (Binde, 2013). The idea of investigating consumers’ 

perceptions, attitudes and emotions toward online casino TV-commercials is thus of interest since 

online casino gambling constitutes a high-risk type of gambling among both gamblers and non-

gamblers (Folkhälsomyndigheten, 2016). 
 

Little empirical research explores how consumers perceive the message that online casino 

commercials convey through TV-commercials, even though previous studies have investigated 

the subject of gambling advertisement. The closest research that one might come to this specific 

area, is by Hing, Vitartas and Lamont (2017), who explored what attributes of advertisements 

that engage attention, desire and likelihood of participating in sports betting. The subject of online 
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casino gambling in relation to consumers’ perceptions, attitudes and emotions of TV-commercial 

has, to the best of our knowledge, not yet been studied. It is necessary to investigate online casino 

commercials as a distinct area of subject since there are several differences between online casino 

gambling and sports betting. Online casino winnings are determined by random number 

generators while the outcomes in sports betting are determined by high levels of accuracy. 

Another difference is that online casino gambling is accessible at any time and in sports betting 

the gambler has to wait for a game before a bet could be placed. It could be concluded that online 

casino gambling is a quick way of gambling, which could encourage impulses to gamble 

(Goldstar Designs, 2018) and thus further research is required.  
 
Previous research has examined consumers’ perceptions and attitudes towards TV-commercials 

(Carter Broach, Page & Wilson, 1995; Cheong, de Gregorio and Kim, 2017). Cheong et al. 

(2017) found that consumers’ evaluations and attitudes of commercials are based on four 

dimensions: dislikable, meaningful, ingenious and warm. Carter Broach et al. (1995) conclude 

that the broadcasted TV-program also affect viewers’ perception of TV-commercial. Excitement 

and friendliness in the broadcasted program are key determinants of viewers’ emotional 

responses to advertising (Carter Broach et al., 1995). The studies had a broad perspective since 

they examined different types of TV-commercials and not specifically online casino 

commercials. Hence, this thesis contributes with insights to explore this specific area. 
 

Scholars have also studied consumers’ perception of advertisement from the perspective of 

sensory marketing. Earlier studies within sensory marketing found that human senses have a 

crucial role in the communication with consumers by influencing their perception (Shabgou & 

Daryani, 2014). The human senses (vision, hearing, touch, taste and smell) are what enable 

individuals to process perceived information (Géci, Nagoyová & Rybanská, 2017; Hultén et al., 

2011). In TV-commercials, vision and hearing are the senses with the greatest influence on 

consumers’ perception (Lindstrom, 2005). It is of interest for this thesis to further investigate and 

obtain more knowledge about how consumers perceive the content in online casino TV-

commercials through the senses of vision and hearing. Hence, this thesis explores what 

information the consumers register and interpret to understand their attitudes and emotions 

toward the commercials.  
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The concepts of semiotics and rhetoric have also been applied to explore consumers’ perceptions 

of advertising. Semiotics is the study of signs and comprises three sign categories: icons, indexes 

and symbol. The signs are used to communicate a message and to shape how the message is 

perceived by the receiver (Fiske & Jenkins, 2011). Previous studies show that semiotics in 

advertising is a commonly used strategy. Semiotic aspects such as colors, signs and language 

have a crucial role in order to increase consumers’ attention (da Silva, 2017; da Silva & Chaves, 

2019). Rhetorical tools in advertising have the ability to influence consumers’ perceptions. 

Rhetoric is the art of persuasion (Carlsson & Koppfeldt, 2008; Miles & Nilsson, 2018), in which 

persuasion can influence people to act in a specific manner (Miles & Nilsson, 2018). Previous 

research concludes that verbal anchoring and visual structure combined, can increase the 

consumers’ understanding of the advertisement (Lagerwerf, van Hooijdonk, & Korenberg, 

2012). Huhmann and Albinsson (2012) found that rhetoric in advertising can enhance brand 

awareness and persuasion by mitigating negative elements in advertisements. A previous study 

of two online gambling companies shows that both companies use ethos, logos and pathos 

arguments in TV-commercials. The most effective and frequently used arguments were of pathos 

nature which persuade the consumers to engage in gambling (Forsell & Parkic, 2016). In our 

study, we aim to identify and analyze semiotic and rhetorical tools in TV-commercials. Hence, 

we can determine the effectiveness of semiotic and rhetorical tools in commercials and thus 

explain how they affect attitudes and emotions.  

 
Based on the arguments presented above, there seems to be a lack of empirical research 

investigating the relationship between how consumers perceive the message conveyed by online 

casinos in TV-commercials. There is no previous literature or empirical study linking the theories 

of sensory marketing, semiotics and rhetoric together to investigate consumers’ perceptions 

attitudes and emotions of online casino TV-commercials. To the best of our knowledge, this 

combination of theories and the application of these to the subject of online casino commercial, 

has never been done before. Hence, this bachelor thesis aims to contribute with further insight in 

marketing communication. We developed a conceptual model for this research by combining the 

three theories to explore consumers’ perceptions, attitudes and emotions of TV-commercials in 

an innovative perspective. A combination of theories and the use of different lenses enables new 

knowledge of how semiotic and rhetorical tools effectively attract consumers and affects their 

attitudes and emotions. 
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1.3. RESEARCH PURPOSES 
The aim of this bachelor thesis is twofold. One aim is to explore how consumers perceive the 

messages in online casino gambling TV-commercials in Sweden and what attitudes and emotions 

that arise. The second aim of this thesis is to identify semiotic and rhetorical tools in the 

commercials and to explore how these influence consumers’ attitudes and emotions. 

1.4. RESEARCH QUESTIONS 
• How do consumers perceive the message of online casino commercials and what attitudes 

and emotions arise? 

• What semiotic and rhetorical tools are identified in the commercials and how can these 

influence perceptions, attitudes and emotions? 

1.5. THESIS OUTLINE 

Chapter 1 

Introduction 

argues for the relevance of this thesis and presents the purpose and 

research questions 

Chapter 2 

Theoretical Methodology 

motivates the research philosophy and research approach 

Chapter 3 

Literature Review 

reviews the theories and concepts this thesis is based upon 

Chapter 4 

Empirical Methodology 

explains the chosen methodology to collect, process and analyze the 

empirical data 

Chapter 5 

Findings & Discussions 

presents and discusses the empirical findings in relation to the 

theoretical review 

Chapter 6 

Conclusion & Final Remarks 

provides a summary, theoretical contributions and a critical review 
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2. THEORETICAL METHODOLOGY 
 
 
The aim of this thesis is to explore consumers’ perceptions, attitudes and emotions of TV-

commercials in relation to semiotic and rhetorical tools. Hence, we argue for why the philosophy 

of interpretivism characterizes this thesis. Further, we motivate that the abductive research 

approach is beneficial for our research since it is a combination of testing existing theories and 

developing new concepts, ideas and models.  

2.1. RESEARCH PHILOSOPHY 
Research philosophy refers to the understanding of how knowledge (Saunders, 2009) and 

research are developed, but also how to most effectively generate knowledge (Bell, Bryman, & 

Harley, 2019). Research philosophy also concerns assumptions about how we view the world. 

These assumptions affect the researcher’s understanding of his or her own research questions, 

the chosen methodology for data collection as well as the analysis and interpretations of findings. 

There are three main philosophies to distinguish between: positivism, realism and interpretivism 

(Bell et al., 2019). 
 
Positivism aims to describe human behavior (Bell et al., 2019) by studying an observable social 

reality. In positivistic research, the data and the knowledge deriving from it, are solely based on 

phenomenon that can be observed and measured (Bell et al., 2019; Saunders, 2009). The 

researcher aims to find mutual characteristics within what is being studied in order to develop 

legitimate generalizations (Saunders, 2009). In contrast, realism distinguishes between the actual 

reality and the description of the reality. It is possible to understand the reality by studying it with 

applicable approaches (Bell et al., 2019). Realism implies that the reality exists, independent of 

an individual’s personal beliefs and assumptions. The philosophy also describes the world from 

an objective and scientific perspective (Saunders, 2009). 
 
Interpretivism concerns the desire to comprehend human behavior. Interpretivism stipulates that 

humans, and their social reality, should not be studied in the same way as physical objects (Bell 

et al., 2019; Saunders, 2009). Humans differ from other phenomenon because they are able to 

create meaning through their differences and, therefore, they cannot be generalized (Saunders, 

2009). Since this thesis aims to investigate consumers’ perceptions, attitudes and emotions of 
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online casino TV-commercials, it is characterized by an interpretivist philosophy. In addition, 

the aim of this thesis is to investigate social actions in the manner of how and why, which is also 

in line with interpretivism (Bell et al., 2019).  

2.2. RESEARCH APPROACH 
A research approach explains how theories and data are used together. A researcher can use a 

deductive, inductive or abductive approach. The deductive approach mainly concerns the 

relationship between theories and research. When a researcher has the deductive approach, s/he 

considers already existing information about the research area, including both previous studies 

and literature, and then determines a hypothesis and subsequently collects empirical data (Bell et 

al., 2019). The deductive approach could also be used to test already existing theories of a 

phenomenon (Denscombe, 2016; Saunders, 2009; Saunders, Lewis & Thornhill, 2009). In 

contrast, the inductive approach aims to generate a theory from research findings (Bell et al., 

2019) by discovering new information (Denscombe, 2016). What mainly distinguishes the 

inductive approach from the deductive, is that the former works from data to theory while the 

latter works from theory to data (Bell et al., 2019). A researcher collects data to develop new 

concepts, ideas and models with the inductive approach (Bell et al., 2019; Saunders, 2009; 

Saunders et al., 2009). 
  
The abductive approach is a combination of the deductive and the inductive approach (Lind, 

2014). Similar to the inductive approach, the abductive approach develops new theories (Bell et 

al., 2019; Lind, 2014). The deductive approach includes theoretical concepts, but the concepts 

are not strictly defined since they serve as a starting-point for the empirical data collection (Lind, 

2014). The abductive approach also comprises interpretations of the collected data, meaning that 

the researcher is flexible and open-minded to unexpected findings (Bell et al., 2019). This thesis 

is characterized by the abductive research approach due to the combination of the theories of 

sensory marketing, semiotics and rhetoric, and the aspiration to explore consumers’ perceptions, 

attitudes and emotions through the theories. Theoretical concepts of sensory marketing, semiotics 

and rhetoric were used to develop a conceptual model. Although the model served as a starting-

point in our research, we were also flexible and open-minded to potential changes of the model, 

based on what the empirical research may result in. This research also requires a research 

approach that includes an interpretive perspective since the aim is to understand consumers’ 

perceptions, attitudes and emotions of online casino TV-commercials.  
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3. LITERATURE REVIEW 
 
 
This chapter presents a literature review in order to provide the reader with knowledge about 

marketing communication and how companies can use marketing communication to reach target 

audiences. The chapter presents an explanation of three communication tools; sensory 

marketing, semiotics and rhetoric as well as how these approaches may affect consumers’ 

perceptions, attitudes and emotions. Lastly, this chapter presents a conceptual model to display 

how marketing and the three communication tools relate to perceptions, attitudes and emotions.  

3.1. MARKETING COMMUNICATION 
Marketing communication is practiced in order to convey a message from the company to the 

consumer. Companies practice marketing communication mainly because of promotional 

reasons, aiming to influence the target audience to make a purchase (Dahlqvist & Linde, 2009). 

The transfer of information from one source to another determines the effectiveness of 

communication. Effective communication is based on the complexity and quantity of 

informational details that must be conveyed in a right way. Consequently, if information is not 

clearly and credibly communicated, the information is not perceived as intended (Alderman, 

2018). 
  
The marketing communication process (Figure 1) begins with the information source, the 

company, who has a desired message to convey to the target audience. The message later 

transmits into a signal through an advertising channel, such as broadcasting through television 

(Dahlqvist & Linde, 2009; Fiske & Jenkins, 2011; Hård af Segerstad, 2001). The signal then 

reaches the receiver and decodes into a message. Finally, the message reaches its intended 

destination, the consumer, which the company wishes to influence (Hård af Segerstad, 2001). As 

Figure 1 displays, the message could be interfered through noise sources. A noise is an element 

of disruption added when the message is distributed from the sender to the receiver. A noise adds 

something to the message, something that was not intended by the information source but has the 

ability to affect how the message is perceived (Fiske & Jenkins 2011; Hård af Segerstad, 2001). 

Noises can be of either technical, semantic or cognitive nature. When the message is interfered 

because of problems with the TV-signal, it is referred to as a technical noise. Interferences also 

occur because of semantic noises, implying how carefully the desired message is expressed in 
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order for the receiver to understand what the sender wants to convey. In addition, a cognitive 

noise refers to how retentive the receiver’s brain is to receive and process signals (Dahlqvist & 

Linde, 2009). 

 
Figure 1. The Shannon-Weaver model of communication 

(Hård af Segerstad, Kommunikation och information: En bok om människans förmåga att tala, tänka och förstå, p. 

205, 2001) 
 

Consumers can be either directly or indirectly affected by advertisements. When a consumer is 

directly affected, it means that the communicated message encourages an immediate purchase. 

In contrast, when a consumer is indirectly affected, s/he unconsciously remembers the 

communicated information for later consideration (Fill & Turnbull, 2016). A commonly used 

model in marketing communication, especially in advertisement, is the AIDA-model 

(abbreviation for attention, interest, desire and action). The model describes advertising as a 

powerful tool of motivating consumers to make a purchase by moving them through four steps 

(Fahy & Jobber, 2015). The first step in the model is attention, which implies that the 

advertisement attracts the receiver’s attention by initiating the consumer with positive 

perceptions and emotions. The second step, interest, refers to catching and maintaining the 

consumer’s interest by displaying information that the consumer finds interesting and important 

enough to learn more about. Once the consumer’s interest is engaged, the consumer develops a 

desire and an urge to purchase Finally, action is the ideal step and whether or not it is achieved 

depends on the success of the former steps (Dahlqvist & Linde, 2009; Fahy & Jobber, 2015). 
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The communicated message must create attention in order to influence the consumer in the 

desired way. If attention is created, the message could also evoke emotions and thoughts. 

Emotions are evoked when the consumer experiences the conveyed message through visual 

elements, such as shapes, colors and contrast. Emotions arise in the limbic system of the human 

brain, which is also where decisions are made. Consumers make decisions based on emotions, 

rather than rational thinking. The consumer further develops a thought and evaluates whether or 

not the message is credible, affective and encouraging. The verbal message of an advertisement 

is of utmost importance, especially in the context of thought. The interaction between visual and 

verbal communication may result in the consumer acting and thus purchase the product or service 

(Bergström, 2017). 

3.2. CONSUMER SEGMENTATION 
Companies practice marketing communication with the aim to inform and influence the target 

audience (Dahlqvist & Linde, 2009). The company’s target audience is the group of consumers 

of which the communicated message is meant to reach (Bergström, 2017). In order to 

successfully convey the desired message and to achieve the overall goal of marketing 

communication, one has to understand which consumers that are included in the target audience 

(Dahlqvist & Linde, 2009; Hansson, Karlsson & Nordström, 1992). All consumers are different 

in terms of personal backgrounds, preferences, needs and ambitions. This indicates that 

consumers, in a given situation, also react differently to advertising depending on personal 

beliefs, attitudes and preferences (Dahlqvist & Linde, 2009). 
  

Companies segment the market by dividing consumers into different groups in order to determine 

the target audience (Dahlqvist & Linde, 2009; Fahy & Jobber, 2015). Segmentation provides 

benefits, such as the choice of media becomes easier and it may serve as a guide in the creative 

work that marketing communication requires. Companies can consider demographic variables, 

such as salary, age, education and income (Bergström, 2017; Dahlqvist & Linde, 2009; Hansson 

et al., 2006) to create a general comprehension of the audience (Bergström, 2017). Companies 

can supplement existing information with psychographic variables to increase knowledge about 

the audience (Bergström, 2017). Psychographic segmentation is based upon people’s behavior 

and includes variables such as attitudes, interest and values (Bergström, 2017; Dahlqvist & 

Linde, 2009). 
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Psychographic segmentation is a division of people, based on their personality types and attitudes 

(Bergström, 2017; Dahlqvist & Linde, 2009). Beale (1997) developed a 4-part typology of 

different personality types and attitudes toward advertising. The classification distinguishes the 

individuals regarding how susceptible they are to advertisement. Cynics perceive advertising as 

a gross sales technique and are hostile to advertising even though they usually react to it. 

Ambivalents are more susceptible to information-based messages but consider creativity as 

unnecessary. The individuals who are considered as ambivalents respond best to advertisements 

communicated through media where the message is enhanced. Enthusiasts find media acceptable 

and appreciate creativity as an important part of advertising and are happy to engage in it. Lastly, 

acquiescences consider advertising as something that cannot be avoided, and they are thus open 

and influenced by all types of advertising (Beale 1997, referred to in Fill & Turnbull, 2016).  

3.3. SENSORY MARKETING 
Sensory marketing is a strategic tool companies can use to communicate a message by affecting 

the five senses: vision, hearing, touch, taste and smell (Hultén et al., 2011; Lindstrom, 2005). 

Television commercials mainly focus on two senses, vision and hearing. Vision is the most 

powerful sense, followed by hearing. Hence, this thesis focuses solely on how these two senses 

are used within sensory marketing (Lindstrom, 2005). The human senses determine an 

individual’s experience and how information is processed (Hultén et al., 2011; Krishna & 

Schwartz, 2014). Thus, it is through the senses that an individual creates awareness of a message 

and interprets what a company conveys (Hultén et al., 2011). Krishna (2012, p. 332) defines 

sensory marketing as “marketing that engages the consumers’ senses and affects their perception, 

judgment and behavior”. Individuals create perceptions about companies through sensory 

experiences, and each individual has a subjective attitude that underlies the experience (Hultén 

et al., 2011). 

  

Sensory marketing has the ability to create attention among consumers in a more intimate and 

personal way than earlier mass- and relationship marketing can achieve (Erenkol & AK, 2015; 

Hultén et al., 2011) since consumers value sensory experiences over functional attributes and 

product benefits (Hultén et al., 2011). Additionally, sensory marketing influences the consumer’s 

interest through advertisement attributes such as colors, designs and shapes (Erenkol & AK, 

2015; Krishna, 2012). A consumer’s perception can be affected by subconscious triggers which 

develop a desire to a product or service (Erenkol & AK, 2015; Scott & Uncles, 2018). Previous 
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research states that sensory marketing tools have the ability to influence the consumer’s 

purchasing decisions (Dahlqvist & Linde, 2009; Erenkol & AK, 2015). Companies can 

encourage consumers to pay higher prices as well as to repurchase, since perception is created 

through stimulation of the senses (Erenkol & AK, 2015). 

3.3.1. THE SENSE OF VISION 
Vision is the most dominant sense (Hultén et al., 2011; Krishna, 2012; Lindstrom, 2005; Shabgou 

& Daryani, 2014). Visual elements in marketing communication create an image of a company 

and attract consumers (Hill, Blodgett, Baer, Wakefield, 2004; Hultén et al., 2011). What 

determines whether or not a company is perceived as attractive in the eyes of the consumer, is 

not only about functionality of the product or service offered (Hultén et al., 2011). Instead, it is 

about the ability to meet the consumer’s emotional needs (Hultén et al., 2011; Yoon & Park, 

2012). Aesthetic features, such as design, can be used to create emotional responses. Earlier 

research shows that using sensory marketing in building brand value among consumers’ 

perceptions have several benefits, such as increased sales, competitive advantages, consumer 

awareness as well as increased loyalty (Nadanyiova, Kliestikova, & Kolencik, 2018). 
  
Colors can evoke both biological and psychological reactions, meaning that colors can have a 

mental impact on consumers (Shabgou & Daryani, 2014). Color as a visual element has a 

significant impact on the individual’s cognitive interpretation and evaluation of a brand (Hultén 

et al., 2011; Yoon & Park, 2012). Earlier studies within the sense of vision show that mental 

stimulation is of the utmost importance. Mental stimulation means that there must be a match 

between how the product is presented in an advertisement and the individual’s perception of it. 

It is easier for an individual to imagine using the advertised product if a match between the 

product and potential consumer is created. An example of an optimal match is when a right-

handed consumer watches an advertisement in which the spoon is placed to the right of the soup 

bowl. In this situation, effective mental stimulation through matching, is achieved by using an 

attractive and relatable product (Krishna, Cian, & Sokolova, 2016). Further, there is a distinction 

between cognitive and affective components of advertisements. Cognitive images link to 

intellectual activities such as knowledge, understanding and reasoning, which are used to analyze 

the characteristics or facts that appear from the advertisement. Affective images relate to an 

individual’s emotions, attitude and values. An affective image is thus the value that the individual 

consolidates the cognitive image, based on what s/he searches for (Pan, 2011). 
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3.3.2. THE SENSE OF HEARING 
Stimulation of hearing in advertising has the purpose to spread messages about companies and 

create attention among consumers. Sound recordings, jingles, voices and music in advertising are 

of great relevance in order to influence consumers’ emotions, thoughts and opinions (Erenkol & 

AK, 2015; Hultén et al., 2011; Krishna, 2012). An individual has a strong ability to remember 

sounds from past experiences. Thus, auditory elements have the ability to evoke strong emotions 

among consumers (Erenkol & AK, 2015; Hultén et al., 2011; Krishna, 2012; Lund, 2015). 
  
Anisimova, Müllern and Plachkova (2014) performed a study that focused upon the sense of 

hearing. The researchers explored how lyrics in popular songs are integrated in one company’s 

commercials and how lyrics interact with other elements of the commercial, such as the storyline 

and main characters. The study shows that the company emphasizes music as a more important 

element rather than celebrities in commercials. The researchers conclude three strategies of lyrics 

to approach the target audience. First, a strategy that emphasis how lyrics evoke positive 

emotions among the audience. Second, a strategy that focuses on the main characters’ images 

and the relationship between the characters and the brand. This could be made either through the 

audience directly identifying themselves with the main characters or by identifying themselves 

with the brand, product or service. The third strategy is storytelling, which focuses on the 

narrative content of the commercials (Anisimova et al., 2014). 
  
When an individual hears a sound, a meaning is immediately applied to it (Krishna, 2012; Scott, 

1990). Sound, in the form of language has a significant ability to influence the emotions among 

consumers, such as emotions of belonging and closeness (Krishna, 2012). Scott (1990) claims 

that the response of music as a means of communication in advertising is not a biological element, 

rather it is what people are taught. The perception of music in advertisement depends on the 

individual’s cultural background. Hence, each individual’s perception of advertisement differs 

from other individuals’ perceptions. Another aspect that determines how the consumer perceives 

music in the advertisement is based on the individual’s past sound experiences (Scott, 1990). 

 

Music is more powerful than jingles since music to a larger extent can evoke strong attitudes and 

emotions. Sounds as expressions in advertisement have shifted from jingles to sound profiles, 

through which music and artists enhance a company’s brand. Consumers are critical to jingles 

because they have the impression that the purpose of jingles is solely to persuade the consumer 
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(Hultén et al., 2011). Previous research has investigated how music in retail stores affect 

consumers’ perceptions and purchasing behavior. The results show that the higher the music 

volume is, the easier consumers are misled by brand names, encouraged by discounts as well as 

convinced to purchase products that they do not actually need or want (Lund, 2015). 
  

Lantos and Craton (2012) explored consumers’ responses to music in TV-commercials. The 

researchers conclude that music in commercials is of significant importance. However, there is a 

difference between music as a lyrical foreground and music as instrumental background. 

Foreground music is an integral part of the advertising itself and serves as a clarification of the 

message. Foreground music tends to draw attention, distinguish and generate effect. The 

background music works in the opposite way and is less dominant. The background music is not 

quite as noticeable and can even be temporary and thus has a less significant effect (Lantos & 

Craton, 2012). 

  

There is a distinction between hearing and listening. Hearing indicates that the ear perceives 

sound but does not necessarily registers them. In contrast, while listening one isolates the 

surrounding in order to focus on what is said or played. Consumers choose to listen to sounds 

that they consider important (Hultén et al., 2011). The speaker’s voice has a great impact on 

whether or not consumers evaluate an advertisement as positive or negative. Hence, the speaker’s 

voice has a major role in consumer perception. Voice frequency, speed and volume are important 

factors in marketing communication since they can affect the consumers’ overall perceptions 

(Krishna, 2012). 

3.4. SEMIOTICS 
In addition to sensory marketing, semiotics is another strategic tool that companies can use to 

communicate a message to the target audience. Semiotics is the study of sign systems (Blythe, 

2008; Fiske & Jenkins, 2011). A sign is defined as an object that in its context, means something 

to the receiver (Blythe, 2008). Semiotics has its starting point in signs, but also involves 

expressions and contents in images (Eriksson & Göthlund, 2004). Signs only create meaning if 

they are interpreted as signs, and thus the receiver provides the sign with a meaning (Eriksson & 

Göthlund, 2004; Fiske & Jenkins, 2011; Nazrul Islam, 2013). 
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3.4.1. LEVELS OF INTERPRETATION 
Semiotics studies how signs are created, used and interpreted by the consumer (Carlsson & 

Koppfeldt, 2008; Eriksson & Göthlund, 2004). There are two levels of interpretation that can be 

applied to analyze an image, or in this study, commercials. The first level is denotation, which is 

a description of the commercial’s primarily meaning (Carlsson & Koppfeldt, 2008; Eriksson & 

Göthlund, 2004; Hansson et al., 1992; Sonesson, 1992). Denotation focuses on obvious elements 

and implies that the content is commonly agreed upon. The viewer can easily conclude the 

commercial’s physical content since the content is simply understood. The second level, 

connotation, refers to content that only could be understood through associations. Connotation 

regards all thoughts, emotions and opinions that a commercial makes the viewer think or feel. In 

contrast to the level of denotation, connotation cannot directly conclude the content, but different 

individuals would still share similar perceptions (Carlsson & Koppfeldt, 2008; Hansson et al., 

1992; Nordström & Styrelsen för psykologiskt försvar, 1986; Sonesson, 1992). The connotative 

content is explained as “a concealed, but at the same time tangible content, that most people feel 

is in the image” (Carlsson & Koppfeldt, 2008, p. 18).  

3.4.2. ICONS, INDEXES & SYMBOLS 
Semiotics divides signs into three categories: icons, indexes and symbols (Blythe, 2008). The 

philosopher and logician Charles Sanders Peirce, and the linguist Ferdinand de Saussure, are the 

two major founders of semiotics. Pierce and Saussure define icons, indexes and symbols 

differently (Chandler, 2002), whereas this thesis emphasizes the perspective of Peirce. An icon 

is a sign that looks like the object itself, and most people would recognize the sign because of its 

similarity to the object it represents (Blythe, 2008; Chandler, 2002). An example of an icon is the 

button on the computer that looks like a printer. The icon is recognized as by pressing the button, 

the computer prints a document or picture (Rask, 2019a). A logotype is also considered as an 

icon. Additionally, the Eiffel Tower is considered as an icon for Paris. A product or advertisement 

with this icon is most certainly recognized as something French (Blythe, 2008).  
  
An index is a sign that includes evidence of what it represents (Blythe, 2008) and indexes are 

used to indicate an event (Chandler, 2002; Rask, 2019a). The index is closely related to the object 

it represents but does not necessarily looks like the object itself. Examples of indexes are an 

image of smoke indicating fire or danger (Fiske & Jenkins, 2011), a watch indicating time 

(Chandler, 2002) or a puddle indicating rain (Rask, 2019a). Symbols require interpretation from 

the receiver in order to be meaningful (Blythe, 2008). A symbol provides information (Blythe, 
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2008) even though there is no obvious similarity between the symbol and the object it represents 

(Chandler, 2002). One example of a symbol is the recycling sign that is interpreted as 

environmental friendliness (Blythe, 2008). However, a symbol could also represent something 

intangible, such as symbolizing an emotion, mood or situation (Merriam-Webster, Incorporated, 

2019). 
 

The receiver creates meaning of the communicated message by relating the message to own 

experiences, attitudes and emotions (Fiske & Jenkins, 2011). Written words are considered 

symbols (Blythe, 2008) and images are also an important part of semiotics. The images’ tasks 

within advertisement is to influence the consumer to develop positive emotions and perceptions 

about the advertised product or service (Hansson et al., 1992). Similar to sensory marketing, and 

especially vision, visual elements in terms of images have the ability to attract consumers by 

conveying positive perceptions and emotions (Erenkol & AK, 2015; Hultén et al., 2011).  
 

Individuals interpret symbols differently because of cultural and linguistic backgrounds. It is 

important to consider cultural aspects since individuals from different cultures may react 

differently to the same advertisement (Kucuk, 2015; Nazrul Islam, 2013). The perception of the 

message also varies between individuals depending on cultural backgrounds as a result of 

individuals responding differently to received messages. Consequently, semiotics in marketing 

communicating should therefore be applied with a social and cultural context in mind (Nazrul 

Islam, 2013). The easier the consumers can understand the communicated languages and 

symbols, the easier they can create meaning for these (Kucuk, 2015). 

3.4.3. MEANING OF COLORS  
Colors can be used as symbols (Carlsson & Koppfeldt, 2008) and have the ability to influence 

positive emotions, attitudes and perceptions (Carlsson & Koppfeldt, 2008; Hultén et al., 2011; 

Yoon & Park, 2012). Colors and shades can have different meanings. Stronger colors attract 

attention while softer colors indicate a relaxed mood. Blue and green are cool and peaceful colors. 

Blue indicates water, longing, spirituality as well as seriousness. Green is the color of nature, 

youth and vegetation. Contrastingly, red and yellow are warm and active colors. Red is, and has 

always been, an indication for passion, love and socialism. Yellow, however, has dual meanings. 

On one hand, yellow is related to the sun, happiness and cheerfulness. On the other hand, yellow 

is associated with falsehood (Carlsson & Koppfeldt, 2008). Dark colors, such as black, brown 

and dark blue are often considered sad colors and indicate authority (Seher, Arshad, Ellahi, & 
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Shahid, 2012; Singh, 2006). The meaning of colors varies between cultures, and therefore one 

culture might find one color appealing while others do not (Carlsson & Koppfeldt, 2008). 

3.4.4. CAMERA ANGLES & PERSPECTIVES 
Semiotics also concerns the angles and perspectives that an image or video is taken from. In an 

overview angle, the individual is placed from a far distance from the camera and the individual’s 

body and body language are illustrated. A half-image is taken from a shorter distance and mainly 

focuses on the individual’s body language such as face, arms, hands and gestures. With a close-

up perspective, the camera captures the individual’s face and provides a deeper understanding 

what the person is thinking and feeling. In addition, images can also be taken from three other 

types of perspectives: bird’s eye, neutral angle and sprout. The bird’s eye perspective implies 

that the image is taken from above. This perspective shows that the viewer looks down on the 

object and may perceive the object as small or vulnerable. An image is taken from the same 

height as the object with a neutral angle. Finally, with the sprout perspective indicates that an 

image is taken from below. The perspective indicates that the viewer looks up to the object and 

may perceive the object as big and powerful (Carlsson & Koppfeldt, 2001, 2008; Rask, 2019b). 

3.5. RHETORIC 
Rhetoric is an additional strategic tool that companies can apply in advertisement to communicate 

a message (McQuarrie & Mick, 1996, 1999). The overall goal of marketing communication is to 

influence the target audience to act, in which rhetoric serves as a mean to persuade the audience 

(Lagerwerf et al., 2012; McQuarrie & Mick, 1996; McQuarrie & Phillips, 2005). Companies 

apply rhetoric in advertisements to effectively communicate the message and adapt the 

communication to different target audiences (McQuarrie & Mick, 1996). 

  
Rhetoric is based on a one-way message sent to influence the consumer (Miles & Nilsson, 2018). 

As previously explained, there is a difference in hearing and listening (Hultén et al., 2011). 

Likewise, consumers can choose to pay attention to advertisements or not. Thus, consumers 

decide whether or not the advertisement should be assimilated or ignored (McQuarrie & Mick, 

1996). Rhetoric has the ability to make people do things they otherwise would not have done, 

such as pay attention to an advertisement, purchase a product or become obsessed with a specific 

brand (Miles & Nilsson, 2018). Rhetorical tools serve as means for the purpose to influence 
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(Carlsson & Koppfeldt, 2008; McQuarrie & Mick, 1996) or even control people’s emotions 

(Carlsson & Koppfeldt, 2008). 

  
The ancient rhetoric is based on three main assumptions. There is a speaker, the speaker has 

something to say, and the speaker has something to say to someone (Bade, 2009). Rhetoric 

originally derives from Aristotle’s system of persuasion and includes three types of arguments; 

ethos, logos and pathos (Greer, 2011). Arguments are used to appeal to the target audience, and 

whether it is an ethos, logos or pathos argument, depends on the nature of the argument (Greer, 

2011; Mral, Gelang & Bröms, 2016). Bade (2009) describes that ethos concerns the speaker’s 

legitimacy, logos emphasis the fact and pathos interprets the fact. 

3.5.1. ETHOS 
Ethos arguments are used to convince the audience that the message is credible and thus 

acceptable (Greer, 2011). Ethos relates to how the speaker, through personality and credibility, 

persuades the audience. Persuasion is intended to entertain, satisfy and inspire confidence (Mral 

et al., 2016). It is not only about whether the speaker speaks, moves or looks in a certain manner 

that determines whether or not the speaker appears credible among the audience (Carlsson & 

Koppfeldt, 2001, 2008; Forsell & Parkic, 2016). Instead, strong ethos arguments also concern 

whether or not the speaker’s personality fits into the specific context (Carlsson & Koppfeldt, 

2001, 2008). Additionally, the speaker must convey a positive image to the audience in order to 

be perceived as credible (Alderman, 2018; Carlsson & Koppfeldt, 2008). If the audience’s 

expectations are met, the speaker receives the audience’s approval (Carlsson & Koppfeldt, 2001). 

It is easier for the audience to accept the conveyed message if the speaker is considered credible 

(Alderman, 2018; Carlsson & Koppfeldt, 2008). 
 
Ethos arguments in advertisements can be analyzed by examining how the sender performs an 

identity through the rhetorical message. If there is a speaker who delivers the message, the 

speaker’s personality and the speaker’s link to the context are analyzed. Companies carefully 

choose speakers as a strategic decision to facilitate that the message reaches the intended 

audience. Further, companies adapt the message to the audience’s expectations and prejudices 

with a carefully choice of speaker and thereby strengthen the credibility of the message. 

Companies use different methods to establish credibility for the speaker among the audience. 

One method is to create a we-feeling between the speaker and the audience (Carlsson & 
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Koppfeldt, 2008; Mral et al., 2016). Additionally, the message’s credibility can be increased by 

including celebrities or people with high education, competence or success in the advertisement. 

Credibility is also enhanced through how the speaker dresses, speaks and presents. A speaker 

that is known for his or her moral principles, such as justice, can also be perceived as credible by 

the audience (Carlsson & Koppfeldt, 2001, 2008). 

3.5.2.  LOGOS 
Logos arguments are used to convey the message to the audience in a truthful way and to provide 

the audience with a sense of truth (Greer, 2011). A speaker, through logos arguments, educates 

and informs the audience and, thus influences how the message is perceived (Alderman, 2018; 

Carlsson & Koppfeldt, 2008; Greer, 2011). Logos enables the speaker to focus on the audience’s 

reasoning and judgment through education and information about the product or service offered. 

An important aspect in analyzing logos arguments is to consider what degree of difficulty the 

information and arguments are presented. That is, whether or not the speaker considers the 

prerequisites and interests of the audience when conveying the message (Mral et al., 2016). 

Companies can use different techniques to increase the possibility that the message is perceived 

as truthful, such as providing statistics or technical information. Another approach for analyzing 

logos arguments is to consider the speaker's ability to help the audience gain insight and draw 

conclusions (Carlsson & Koppfeldt, 2008). 

3.5.3. PATHOS 
Pathos arguments are emotional appeals, through which the speaker aims to persuade the 

audience with the help of emotions, both the speaker’s and the audience’s emotions (Carlsson & 

Koppfeldt, 2008; Greer, 2011; Mral et al., 2016). Pathos arguments have the ability to produce 

particular moods among the audience (Carlsson & Koppfeldt, 2001, 2008; Greer, 2011). More 

specifically, pathos is explained as “pathos influences the ways audiences perceive and act in 

different situations” (Greer, 2011, p. 579). The speaker intends to establish the audience in a 

specific state of mind by concentrating on emotions; thus, persuading the audience (Alderman, 

2018; Greer, 2011). Pathos arguments have the ability to produce emotions among the audience, 

such as commitment, hope or despair through the communicated message (Mral et al., 2016).  
  
An effective technique that the speaker can use to evoke emotions is to show own emotions, such 

as laughter or tears (Carlsson & Koppfeldt, 2001; Mral et al., 2016). Emotional opposites, such 

as hope and fear, are often used in advertisement to convince the audience about the credibility 
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of the message. Another approach to evoke emotions is for the speaker to not show any emotions 

at all. A speaker who does not show emotions is usually perceived as uninviting and insensitive, 

which in turn causes annoyance among the audience (Mral et al., 2016). Auditory elements such 

as music and sounds are also considered pathos arguments with the aim to persuade the audience 

by evoking positive associations. Pathos arguments can also relate to human needs. If the speaker 

offers solutions to a problem, it can create a sense of hope among the audience. In commercials, 

pathos arguments are often used by speakers to allude solutions such as to become more beautiful, 

popular, or successful (Carlsson & Koppfeldt, 2001). 

3.6. CONCEPTUAL MODEL 
This thesis aims to explore consumers’ perceptions, attitudes and emotions of messages in TV-

commercials in relation to semiotic and rhetorical tools. The model below (Figure 2) displays the 

process through which companies influence consumers’ perceptions, emotions and attitudes by 

using sensory marketing, semiotics and rhetoric.  
 
The first step, to the left in the model, is marketing communication. Marketing communication 

is a strategy that companies use to convey a message and promote themselves with the overall 

goal of influencing consumers to make a purchase (Dahlqvist & Linde, 2009). The second step 

in the model, sensory marketing, is another strategy that companies apply to convey a message. 

Sensory marketing implies that advertisements and commercials stimulate the human senses 

(Hultén et al., 2011; Lindstrom, 2005). The senses are, consciously or unconsciously, stimulated 

by activities in the individual’s surrounding (Hultén et al., 2011). The third step in the model is 

vision and hearing, the most dominant senses used to practice sensory marketing in TV-

commercials (Lindstrom, 2005). 
  
The fourth step in the model is semiotics and rhetoric. An arrow illustrates the interrelation 

between vision and semiotics, since both concepts focus on the visual content of a commercial 

(Blythe, 2008; Eriksson & Göthlund, 2004; Fiske & Jenkins, 2011). Semiotics is the study of 

sign systems (Blythe, 2008; Fiske & Jenkins, 2011) and divided into three categories: icons, 

indexes and symbols (Blythe, 2008). In this thesis, an icon is defined as a sign that looks exactly 

like the object it represents. An index is defined as a sign that indicates an event, that something 

has or will happen (Chandler, 2002; Rask, 2019a). Finally, a symbol is a sign that provides 

information that must be interpreted by the consumer (Blythe, 2008; Chandler, 2002). In addition 
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to signs, semiotics also includes other visual elements such as camera angles and colors (Carlsson 

& Koppfeldt 2008; Rask, 2019a; Rask, 2019b). Semiotics enables us to analyze the six 

commercials through a denotative and connotative description. Thus, semiotics made it possible 

for us to describe the commercials and later interpret these descriptions. 

 

Rhetoric mainly focuses on the auditory content of a commercial but also some visual elements 

(Hultén et al., 2011). This interrelationship is displayed with an arrow. Rhetoric is the art of 

persuasion (Lagerwerf et al., 2012; McQuarrie & Mick, 1996; McQuarrie & Phillips, 2005) and 

concerns what and how something is being said. Rhetoric includes three types of arguments that 

can be used to persuade the audience, ethos, logos and pathos (Greer, 2011; Mral et al., 2016). 

All three types of arguments can be expressed through text, voice, music or sound (Carlsson & 

Koppfeldt, 2008). Ethos concerns arguments that make the speaker appear credible (Greer, 

2011). An additional black arrow connects rhetoric to vision, since ethos arguments can be 

enhanced by how the speaker dresses, speaks and presents. Hence, aspects that consumers can 

see rather than hear (Carlsson & Koppfeldt, 2001, 2008). Logos is about how the speaker appeals 

to the audience’s common reason by providing information and facts (Carlsson & Koppfeldt, 

2008; Mral et al., 2016). Finally, logos refers to the emotional appeal, how the speaker uses 

arguments to evoke emotions among the audience (Carlsson & Koppfeldt 2008; Greer, 2011; 

Mral et al., 2016). Semiotics and rhetoric enables us to explore consumers’ perceptions, attitudes 

and emotions since both concepts have the ability to influence consumers.  

 

The fifth step in the model is consumer perception. The arrows that lead from the sense of vision 

and the sense of hearing to consumer perceptions illustrate that these senses affect what and how 

an individual perceives a commercial (Hultén et al., 2011). Companies can try to steer 

consumers’ perceptions of a commercial in a desired direction by applying semiotic tools 

(Blythe, 2008; Fiske & Jenkins, 2011) and rhetorical tools (McQuarrie & Mick, 1996, 1999) to 

stimulate vision and hearing (Erenkol & AK, 2015). 
  
The sixth step in the model displays that when a consumer perceives something, s/he experiences 

emotions and attitudes. An emotion is defined as a strong reaction that an individual hold, that is 

developed through a situation, mood or relationship with others (Oxford University Dictionary, 

2019b). An attitude is a certain opinion or emotion that an individual has against something or 

someone (Oxford University Dictionary, 2019c). The conceptual model displays how 
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perceptions contribute to what emotions and attitude a commercial evokes among consumers. 

The emotions and attitudes that a consumer experiences are not solely based on what the 

company tries to communicate. Emotions and attitudes also depend on a consumers’ cultural 

backgrounds, personalities and previous experiences. This indicates that consumers may react 

differently to the same message (Kucuk, 2015; Nazrul Islam, 2013; Scott, 1990). 

 

The black arrows below the model indicate which steps in the model companies can affect, 

displayed as controllable factors. Companies can directly control the way the message is 

communicated through marketing communication (Dahlqvist & Linde, 2009) and sensory 

marketing (Hultén et al., 2011; Lindstrom, 2005). However, companies cannot completely 

control the last three steps of the process, consumer perceptions, emotions and attitudes. Instead, 

perceptions, emotions and attitudes depend on consumers’ previous experiences, knowledge and 

cultural backgrounds. Nevertheless, companies aim, through the use of semiotic and rhetorical 

strategies, to influence people’s perceptions, attitudes and emotions (Carlsson & Koppfeldt, 

2008; Hultén et al., 2011; Krishna, 2012; McQuarrie & Mick, 1996).  
 

 
 

Figure 2. A conceptual model of how semiotic and rhetorical tools influence consumers’ perceptions, attitudes and 
emotions  
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4. EMPIRICAL METHODOLOGY 
 
 
This chapter presents the research design, approach, time horizon and data collection 

techniques. Since the aim of this thesis is to explore consumers’ perceptions, attitudes and 

emotions of online casino commercials in relation to semiotics and rhetoric, data were collected 

through two techniques. Firstly, we made analyses of the six commercials to identify semiotic 

and rhetorical tools. Lastly, we performed two focus groups to explore perceptions, attitudes and 

emotions of the chosen commercials with emphasis on the identified tools.  

4.1. RESEARCH DESIGN & STRATEGY 
A research design is the overall plan for how the research is performed (Saunders et al., 2009) 

and reflects the research process (Bell et al., 2019). The research design explains how the 

research question is answered (Saunders et al., 2009), how data is collected and how the data 

further is analyzed. There are three types of research designs, descriptive, explanatory and 

exploratory studies. Descriptive studies aim to illustrate exact situations, events or personality 

profiles. With a descriptive study, it is important for the researcher to obtain a clear idea of the 

studied phenomenon before the researcher collects data. An explanatory study is appropriate to 

use when the researcher aims to clarify casual relationships between variables in problems or 

situations (Bell et al., 2019; Saunders et al., 2009).  
 
Exploratory studies are used to explore a phenomenon and to gain new knowledge (Denscombe, 

2016; Saunders et al., 2009). Further, exploratory studies require the researcher to be flexible and 

open for changes in order to be able to gain new knowledge (Saunders et al., 2009). This thesis 

has an exploratory research design since it aims is to understand consumers’ perceptions, 

attitudes and emotions. Additionally, an exploratory design provides advantages for this research 

since the combination of theories and focus group sessions enable us to develop new 

perspectives, knowledge and understandings. We are also flexible and willing to review our 

conceptual model if the collected data adds new insights (Saunders et al., 2009) which is in line 

with our abductive research approach and interpretivist philosophy. This research is a case study 

of six online casino TV-commercials. A case study entails an empirical investigation of the 

studied phenomenon and aims to provide an explanation of the research findings (Bell et al., 

2019; Saunders et al., 2009). A case study is advantageous for this research since it aims to 
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understand consumers’ perceptions, attitudes and emotions. Further, a case study is beneficial in 

our analysis of the commercials in order to explore the concepts of semiotics and rhetoric.  

4.2. RESEARCH APPROACH 
Research can be either quantitative or qualitative. Quantitative research concerns quantification 

of data and is usually characterized by a positivist research philosophy (Bell et al., 2019). More 

specifically, quantitative data focuses on standardized and numerical data (Saunders et al., 2009). 

In contrast, qualitative research consists of words and images and focuses on people’s 

interpretations (Bell et al., 2019). Knowledge is generated through the interpretations made of 

the phenomena being studied (Lind, 2014). A qualitative research is most often characterized by 

the philosophy of interpretivism (Bell et al., 2019). Qualitative data accentuates results that 

require classification into categories or themes (Saunders et al., 2009). In order to fulfill the aim 

of this thesis, a qualitative approach is appropriate since our research explores complex 

phenomena in terms of perceptions, attitudes and emotions (Ahrne & Svensson, 2015). Further, 

a qualitative approach is beneficial since the approach is characterized by an interpretive science 

ideal (Bell et al., 2019), which is in line with this research interpretivist philosophy. 

4.3. TIME HORIZON 
Two different types of time horizons can be practiced in research: longitudinal studies and cross-

sectional studies. Studies with a longitudinal time horizon are often adopted to study 

transformations and changes over time (Saunders et al., 2009). Contrastingly, cross-sectional 

studies are applied to study one or several cases simultaneously at a given time (Bell et al., 2019; 

Saunders et al., 2009). In cross-sectional studies, the researcher often focuses on variation among 

people or organizations (Bell, et al., 2019). This thesis is a cross-sectional study as we studied 

the phenomena of perceptions, attitudes and emotions during a short period of time, rather than 

studied the phenomena over a period of time.  

4.4. DATA COLLECTION  
A researcher can collect primary or secondary data. Primary data is information generated from 

the researcher’s own study (Lind, 2014) and intends to contribute with information to the specific 

research area (Saunders et al., 2009). Secondary data is information collected by other 

researchers with different purposes (Lind, 2014; Saunders et al., 2009). The secondary data in 



Albinsson & Nygren 
 
 
 

 32 

this research is the content of six online casino TV-commercials. The commercials were analyzed 

with focus on the concepts of semiotics and rhetoric. Moreover, primary data was collected 

through two focus group sessions with the aim to explore perceptions, attitudes and emotions. 

4.4.1. CONTENT ANALYSIS OF COMMERCIALS 
The secondary data in this thesis derive from the content of six online casino TV-commercials. 

The commercials were useful both for the semiotic and rhetorical analysis and useful since the 

commercials were shown in the focus groups. The use of secondary data is important since it 

enabled us to compare the commercial analyses with the data collected through focus groups 

(Saunders et al., 2009). To fulfil the aim of this bachelor thesis, six online casino TV-

commercials were selected based on two criteria. First, all commercials have been broadcasted 

on Swedish television channels during the last twelve months (CasinoFeber, 2017; MobiltCasino, 

2018; SveaCasino, 2015; SveaCasino, 2016; SveaCasino, 2018a) and are also available on 

YouTube. Second, the commercials have a wide variety of content. In this research, we define 

wide variety of content as commercials that differ from each other. The first commercial, Maria 

Casino, plays a song and none of the characters speak. The second commercial, LeoVegas, has a 

famous person as front figure, whereas the third commercial Hajper is animated. The fourth 

commercial Play OJO has an animal as a speaker while the fifth commercial No Account Casino 

has several characters who speak and interact with each other. The last commercial is Ninja 

Casino, which has the same characters as the company’s name reveals. We believe that a wide 

variety of content contribute to an interesting and in-depth analysis, which is further presented in 

chapter 5.  

4.4.2. FOCUS GROUPS 
It is advantageous for this study to have focus groups as research methodology since we aim to 

explore consumers’ perceptions, attitudes and emotions of online casino commercials. Focus 

groups also enabled us to understand why consumers perceive, think and feel in a certain way. 

The selected participants in a focus group meet during a given period of time to discuss a specific 

topic (Ahrne & Svensson, 2015; Saunders et al., 2009). Focus groups are exploratory and used 

to generate new knowledge or to confirm already existing knowledge. The knowledge generated 

from the group discussions are based on the participants’ thoughts and experiences (Ahrne & 

Svensson, 2015).  
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The participants interactions and responses are encouraged in a focus group since they are of 

significant value for the researchers’ findings. A moderator is in charge of the focus group 

(Saunders et al., 2009) and we acted as moderators in our study. The moderators’ main tasks are 

to listen and learn from the participants and to lead the group discussions forward (Ahrne & 

Svensson, 2015). Moderators also have other responsibilities, such as keeping the group 

discussions within the frames of the topic, encouraging further discussions and preventing some 

participants from dominating the discussions (Ahrne & Svensson, 2015; Saunders et al., 2009). 

In order to develop new knowledge, it is important that the focus group’s climate is considered 

safe and trustful. Participants must feel that the environment is non-judgmental to answer 

honestly about their perceptions, attitudes and emotions (Ahrne & Svensson, 2015; Saunders et 

al., 2009). 
  
Focus groups are, however, disadvantageous in some regards. One of the most challenging 

elements is to achieve trust between the participants. The participants must feel comfortable 

enough in relation to the others in order to provide the researchers with open and honest answers 

(Bell et al., 2016). Another considerable element is that some participants may dominate the 

discussions and thus, the researcher may lose responses from other participants (Saunders et al., 

2009). Individual interviews are an alternative methodology that can be used to overcome the 

problems of trust and dominant participants (Bell et al., 2019). Trust and room to express 

opinions are more easily created in individual interviews since the only attendants are the 

participant and the interviewer. In contrast to focus groups, individual interviews have the 

disadvantage of interviewer bias. Interviewer bias is defined as “the comments, tone or non-

verbal behaviour of the interviewer creates bias in the way that interviewees respond to the 

questions being asked” (Saunders, 2009, p. 326). Focus groups were beneficial for this research 

since it enabled us to acquire longer and more developed answers to the questions (Ahrne & 

Svenson, 2015; Denscombe, 2016). The method also enabled us researchers to observe and 

compare different views of the participants, whether or not there is a consistency between the 

participants’ perceptions, attitudes and emotions.  
 

4.4.2.1. SELECTION OF PARTICIPANTS 

In our research, we recruited participants who could relate to the subject studied and whose 

insights and thoughts therefore were considered valuable (Ahrne & Svensson, 2015; Saunders et 

al., 2009). Our selection of participants was based on a comfort selection, due to the participants 
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possibilities to attend and to the limited time of this bachelor thesis. We shaped homogenous 

groups with the aim to elicit trust among the participants and thus increase the possibility of 

honest discussions. The focus groups were considered as homogeneous since the participants 

have similarities (Ahrne & Svensson, 2015). All participants are students, they study at the 

University of Kristianstad and they attend the same business program. However, to some degree, 

students are also considered a heterogeneous group since they differ from each other (Ahrne & 

Svensson, 2015) in terms of age, educational level and cultural background. Participants in 

heterogeneous groups have diverse views, thoughts and opinions (Ahrne & Svensson, 2015) 

which contributed to a wide range of data.  
 

In our selection of participants, we also reflected upon whether or not the participants should be 

familiar with each other. Since the aim of this research is to explore perceptions, attitudes and 

emotions of TV-commercials rather than to explore the participants’ previous experiences of 

gambling, our topic was not considered as a sensitive subject (Bell et al., 2019). Hence, we chose 

to recruit participants who are familiar with each other since we believed they could relate to 

each other’s comments, create enriching discussions and contribute to a trustful environment 

(Ahrne & Svensson, 2015). However, if the aim of this study would have been related to a 

sensitive subject such as gambling habits, we would have reconsidered our choice of 

homogeneous groups. 
 

The participants were recruited from the Bachelor of Science in Business Administration 

program at the University of Kristianstad through personal contact during the month of April 

2019. The selection of participants was based upon two criteria. First, the participants had to be 

at least 18 years old. Second, the participants had to have experienced online casino commercials 

on Swedish TV during the last twelve months.  In order to fulfill the aim of this thesis, a total of 

27 individuals were invited to participate. However, only twelve of the 27 invited individuals 

accepted our invitation to participate in one out of two focus groups. We did not continue to 

recruit new participants due to time limitations. The most common number of participants within 

a focus group is between four and eight participants, depending on complexity of topic and 

proficiency of the moderator or interviewer (Ahrne & Svensson, 2015; Saunders et al., 2009). 

We scheduled six participants in each focus group before the sessions took place. However, two 

participants could, due to personal reasons, not attend the scheduled session. Consequently, eight 

participants attended the first focus group and four the second. This was not a limitation since 
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four is a common number of participants in a focus group (Ahrne & Svensson, 2015; Saunders 

et al., 2009).  
 

The two focus group sessions took place on the 26th of April 2019 in a conference room at the 

University of Kristianstad. Out of the 12 participants, five were women and seven were men and 

all participants were in their 20s (Table 1). None of the participants had participated in online 

casino gambling during the last twelve months. To include participants who had not gambled 

was not considered a limitation. The aim of this research is to explore perceptions, attitudes and 

emotions of commercials, rather than to explore possible similarities or differences between 

people who have gambled and people who have not.  
 

Table 1. Focus Groups Participants 

Date Focus Group Participant Gender Age Have gambled the 
 last twelve months 

2019-04-26 1 A Female 22 No  

 1 B Female 22 No  
 1 C Female 25 No  

 1 D Male 24 No  

 1 E Male 21 No  

 1 F Male 23 No  

 1 G Female 22 No  

 1 H Female 27 No  

2019-04-26 2 I Male 22 No  

 2 J Male 26 No  

 2 K Male 24 No  

 2 L Male 25 No  

 

4.4.2.2.  FOCUS GROUP INTERVIEW GUIDE 

We created an interview guide before the focus groups sessions and the guide was used during 

both sessions (Appendix 1). In our interview guide, we listed topics and questions that we wanted 

the participants to discuss. The questions were open-ended which implies that each question was 

expressed to encourage the participants to deepen the discussions and to provide answer with 

their own words (Ahrne & Svensson, 2015; Saunders, et al., 2009). We also considered a few 

recommendations from Ahrne and Svensson (2015) when we designed our interview questions. 

Firstly, every question was clearly stated to prevent misinterpretations. Secondly, each question 

was phrased to encourage discussions towards the purpose of this research. Finally, all questions 

were phrased with the intention to stimulate further discussions between the participants (Ahrne 

& Svensson, 2015). The interview guide, as well as the focus group sessions, was divided into 

four phases (Appendix 1). The first phase served as warm-up, in which the participants were 
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asked four quick questions with the aim to introduce the participants to the subject of online 

casino commercials. The questions concerned the participants’ thoughts about TV-commercials, 

online casino commercial and attitudes against casino commercials. 
  
The second phase included two smaller exercises. The first exercise was made individually and 

the second one was made together with the other participants. We began the second phase to 

show the six commercials to the participants, with a short break of 30 seconds between each 

commercial. The participants were asked to fill out a form after the commercials were shown 

(Appendix 2) by summarizing each commercial with three words. Each participant was then 

asked to rank the commercials from 1 to 6, in which 1 was the commercial they liked the most. 

Further, the participants were asked to repeat the same exercise together with the others 

(Appendix 3). The first exercise was important for this research since we were able to explore 

what the participants thought was worth remembering from each commercial and which one that 

was considered best and most appealing. However, the most distinctive part of phase two was 

the second exercise, in which the participants had to agree with the others upon which 

commercial that was the best respectively worst. In the second exercise the participants argued 

for their cause by expressing their perceptions, attitudes and emotions of the commercial. Hence, 

the exercise contributed with meaningful data to our research. 

 

In phase three, we wrote three questions on the whiteboard that we wanted the participants to 

consider when they watched the commercials again. We showed the commercials one by one and 

paused for approximately five minutes between each commercial. The participants were asked 

to discuss the three questions during the breaks. Although the questions were open-ended and 

enabled the them to freely think and feel, the questions were phrased to cover the topics of 

perceptions, attitudes and emotions. The fourth and final phase was a concluding discussion that 

comprised of three questions to sum-up the earlier discussions. Conclusively, the focus group 

interview guide made it possible for us to understand how semiotic and rhetorical tools influence 

the participants’ perceptions, attitudes and emotions. Hence, the qualitative material from the 

focus groups enabled further data analysis.  
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4.5. DATA ANALYSIS 
The data were collected through semiotic and rhetorical analyses as well as two focus group 

sessions. A qualitative content analysis was used as a method to analyze the secondary data from 

the commercials. Qualitative content analysis is a scientific method to explore and specify the 

meaning of the qualitative material in a systematic way (Hsieh & Shannon, 2005; Schreier, 2012). 

A content analysis can be applied to both verbal and visual materials, which in this research is 

TV-commercials (Schreier, 2012). We used a thematic analysis with a deductive approach to 

analyze the data from the two focus group sessions since our themes were predetermined based 

on our conceptual model (Nowell et al., 2017; Ryan & Bernard, 2003; Saunders et al., 2009).  

4.5.1. COMMERCIALS 
In order to fulfil the aim of this thesis, the content analysis of each commercial was made with 

focus on the concepts of semiotics and rhetoric. The analyses were performed to identify semiotic 

and rhetorical tools in the commercials. We created an analysis tool with emphasis on semiotics 

and rhetoric and applied the tool to examine each commercial (Appendix 4). Additionally, the 

analyses provided a foundation for how the focus group interview guide was shaped with regard 

to semiotics and rhetoric. The data analysis process for each commercial was carried out in 

following four steps.  

 

In the first step, we transcribed each commercial into a document through which we described 

elements we could see and hear. In the second step, we applied the semiotic analysis tool and 

scrutinized the commercials more extensively. More information, such as camera angles and 

colors, was recognized after we applied the analysis tool. We began the semiotic analysis with a 

denotative description, in which we determined the clearly expressed elements in each 

commercial. These elements include the characters, environment, situation, colors, camera angles 

and signs (icons, indexes and symbols). The semiotic analysis continued with a connotative 

description, which is an interpretation of the denotative data (Carlsson & Koppfeldt, 2001, 2008; 

Hansson et al., 1992; Nordström & Styrelsen för psykologiskt försvar, 1986; Sonesson, 1992). 

 

In the third step, we applied the rhetorical analysis tool in which we strived to identify ethos, 

logos and pathos arguments. Additional information in terms of music and sound effects was 

noticed after the commercials were scrutinized with the analysis tool. In the rhetorical analysis, 

we sought for ethos arguments in order to determine whether or not the communicated message 
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was presented in a credible way (Greer, 2011; Mral et al., 2016). Further, we evaluated logos 

arguments and examined if the speaker persuaded the audience through information and 

education (Alderman, 2018; Carlsson & Koppfeldt, 2008; Greer, 2011). Lastly, we reviewed 

pathos arguments to determine if the commercial persuade the audience through emotions 

(Carlsson & Koppfeldt, 2008; Greer, 2011; Mral et al., 2016). In the determination of pathos 

arguments, we also emphasized music, jingles and sound effects. Finally, we summarized the 

content from both analyses, which is presented in chapter 5.  

4.5.2. FOCUS GROUPS  
In order to ensure that no data was lost, both focus group sessions were audio- and video 

recorded. The recordings also facilitated the transcription process as it enabled us to easier 

identify the speakers. The material was transcribed into a separate document and resulted in 

approximately 30 pages. The data analysis was made in three steps: data condensation, data 

display and conclusion drawing (Miles et al., 2014).  

 

The first step was to condensate the collected data, which refers to the process of which the 

amount of data was shortened down. In this step, we also determined what data that should be 

further sorted and organized in order to draw conclusions (Miles et al., 2014). As part of the first 

step, we made a thematic analysis to code and analyze our material into themes and subthemes. 

A theme is defined as “it captures something important in relation to the overall research 

question” (Nowell, Norris, White, & Moules, 2017, p. 8). We followed a deductive analytical 

procedure when we identified themes. Themes can derive from conceptual models or theoretical 

frameworks (Nowell et al., 2017; Ryan & Bernard, 2003; Saunders et al., 2009) and are codes a 

researcher assigns to group data (Bell et al., 2019; Nowell et al., 2017; Ryan & Bernard, 2003; 

Saunders et al., 2009). A researcher who applies the deductive approach for data analysis can 

predict patterns of outcomes based on a conceptual model (Nowell et al., 2017; Saunders et al., 

2009). The researcher needs to scrutinize the transcriptions several times to ensure that the pattern 

can be considered a theme (Bell et al., 2019).  

 

In our analysis of the focus groups, we coded the material into three themes. Our themes, 

perceptions, attitudes and emotions, were predetermined based on our conceptual model (Figure 

2). The subthemes were, however, not predetermined. Instead, subthemes were developed during 

the analysis process as we identified patterns in the material. The second step in the data analysis 

activity was to display the data in a systematic way to enable the viewer to easily access the 
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information (Miles et al., 2014). The empirical material, including all themes and subthemes, 

from both focus groups is further presented in chapter 5. The last step of the data analysis activity 

was to draw and verify our conclusions (Miles et al., 2014). In this step, we interpreted the 

meaning of the data and noticed patterns and explanations of it. The conclusions are presented 

and discussed in chapter 6.  

4.6. TRUSTWORTHINESS & AUTHENTICITY 
It is essential to convince the reader about the research trustworthiness and authenticity when the 

study is characterized by a qualitative research approach. In this research, trustworthiness and 

authenticity were achieved through four criteria: credibility, transferability, dependability and 

confirmability. We achieved credibility by providing the reader with insight how the study was 

performed and how conclusions were drawn from the research study (Ahrne & Svensson, 2015; 

Bell et al., 2019). The credibility of this research was also increased through participant 

validation. The research findings were sent to the participants before the thesis was officially 

published to ensure that we understood the information and their answers correctly. 

Transferability relates to producing thick descriptions, such as our well-written and detailed 

sections of how our study was performed. Thirdly, dependability is achieved as all records and 

notes from the research are well preserved and the material is stored in an accessible manner. 

Finally, confirmability was achieved by showing that we performed the study in good faith. In 

order to create confirmability, we did not include any personal values or opinions that might 

affect the research process and the research findings (Bell et al., 2019).  

4.7. ETHICAL CONSIDERATION 
A researcher must also take ethical issues into consideration during the research process (Ahrne 

& Svensson, 2015; Bell et al., 2019). We considered two ethical principles in our research: 

informed consent and anonymity. The participants gave their informed consent through an oral 

agreement before each focus group session started. All participants were provided with 

information about the aim of our study and that the sessions were audio- and video recorded. 

Further, we also ensured anonymity by assigning the participants with a letter instead of their 

real names. Additionally, we made sure that the participants’ personal integrity would be 

protected since we did not write anything that can be traced back to a specific participant (Ahrne 

& Svensson, 2015; Bell et al., 2019).   
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5. FINDINGS & DISCUSSION 
 
 
The aim of this thesis is to explore consumers’ perceptions, attitudes and emotions of TV-

commercials in relation to semiotic and rhetorical tools. This chapter begins with presenting 

semiotic and rhetorical analyses of the six online casino gambling commercials. Further, this 

chapter presents the empirical material from the two focus group sessions and we compare the 

material with our analyses to fulfill the purpose this thesis. This chapter also presents the 

attitudes and emotions the participants experienced when watching the commercials. Lastly, we 

present our final discussion and the review of our conceptual model.  

5.1. COMMERCIALS  
The analyses of the six commercials Maria Casino, LeoVegas, Hajper, Play OJO, No Account 

Casino and Ninja Casino were based on our conceptual model (Figure 2) with focus on semiotic 

and rhetorical tools. This subchapter begins with presenting a background description about the 

companies followed by a short summary of each commercial. Finally, this subchapter presents 

our semiotic and rhetorical analyses. We want to clarify that the interpretations we present below 

are our personal comprehensions of the commercials, and each commercial may call for 

additional interpretations. Further, the information in this subchapter, if not otherwise stated, is 

based on the content of the commercials.   

5.1.1. MARIA CASINO  
Maria Casino was founded in 2007 (CasinoSverige, 2019) and it is a Malta-registered company, 

owned by Kindred Group plc, formerly Unibet Group. Maria Casino offers gambling services 

such as poker and online casino and online casino represents the major source of revenue 

(Kindred Group plc, 2019). The chosen commercial for Maria Casino is called “The Feeling of 

Winning”3 , which was posted on YouTube on October 20th in 2018. The denotative analysis of 

the commercial is found in Appendix 5. The song “Non, je ne regrette rien” by Edith Piaf is 

played during the whole commercial and the songs name translates into “No, I don't regret 

anything”. The commercial depictures five individuals in different situations: a man walking a 

dog, a woman chewing gum while grocery shopping, a woman by the swimming pool, a second 

                                                
3 https://www.youtube.com/watch?v=kpprmuPY6AI 
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man sitting in an office and finally a red-haired woman holding her arm up. Suddenly, something 

happens to the individuals and their situations change. The man in the office starts to dance and 

the whole office is filled with flying papers, notebooks and elastic bands (Appendix 6:a). The 

woman in the supermarket blows her gum into a big balloon and flies through the roof (Appendix 

6:b). The woman by the swimming pool moves above the surface of the water with a big smile 

on her face (Appendix 6:c). The man who walks the dog turns into a piñata that cracks open. The 

man disappears, and the dog is left alone (Appendix 6:d). Finally, the red-haired woman lifts a 

car only by using one arm (Appendix 6:e). None of the five characters speak throughout the 

whole commercial. The commercial ends with the quote “Don’t regret anything” in capital letters 

and the company’s logotype. 

 

5.1.1.1. SEMIOTIC ANALYSIS 

One connotation from the Maria Casino commercial is that the five individuals are presented in 

their everyday life. The illustration of the characters in a gloomy and dark environment could 

represents a symbol of the everyday life being monotonous. Our interpretation is that the symbol 

of monotonous everyday life is enhanced through the use of dull colors such as grey, black and 

brown since they symbolize boredom and unhappiness (Seher et al., 2012; Singh, 2006). Red is 

also a dominant color in the commercial. Red is an active color that indicates passion and love 

(Carlsson & Koppfeldt, 2008). The use of red is interpreted as a way of Maria Casino enhancing 

the connection between the company and the commercial. The Maria Casino logotype is red and 

so are most details in the commercial, which demonstrates consistency. 

 

All five characters are alone in the scenes, and this aspect is interpreted as an index that indicate 

a sense of that life sometimes is lonely. Another connotation is that when the characters’ 

situations change, it indicates that life gets better when you win from online casino gambling. 

The man with the dog disappears and escapes from the boring activity of walking the dog. The 

woman with the gum uses her bubble as a balloon and flies away, which indicates that she wants 

to escape from grocery shopping. The man in the office lights up with a big smile on his face, 

perhaps he does not have to stay on his job anymore. The woman by the pool gains more courage 

and is no longer afraid to take chances in life, such as jumping into the pool. Finally, the red-

haired woman receives superpowers and manages to lift a car with only one arm. We interpret 

this last sequence as her lifting the car is a symbol of feminism, that women are strong and 

independent (Merriam-Webster, Incorporated, 2019). All these situations could also be 
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interpreted as symbols of invincibility and to not regret anything, since the actions are not 

possible in real life. The text ‘Don’t regret anything’ is an icon that encourages the viewer to not 

regret anything they do. It could also be interpreted as to never regret taking the chance to gamble 

at Maria Casino. The commercial has different camera angles and perspectives to illustrate the 

characters. We interpret that the camera has a sprout perspective to make the woman look 

powerful (Carlsson & Koppfeldt, 2008; Rask, 2019b), as she flies out of the roof with her gum 

as a balloon. The camera has a close-up angle (Carlsson & Koppfeldt, 2008; Rask, 2019b) to 

show how happy the woman is as she moves above the water surface. The man at the office has 

a gold fish in a bowl on his desk and the camera zooms in on the fish in a close-up angle. We 

interpret that the camera zooms in to enhance the sense of working being a boring everyday 

activity. We interpret the message that Maria Casino wants to convey is that gambling at Maria 

Casino results in something good; you may win money and you can turn your monotonous 

everyday life into an amazing everyday life. 

 

5.1.1.2.  RHETORICAL ANALYSIS  

The Maria Casino commercial includes ethos arguments, in which the commercial stimulates a 

recognition factor among the audience. Ethos arguments are used to create a we-feeling by 

illustrating five individuals in everyday situations, something that most people can relate to (Mral 

et al., 2016). Additionally, the characters wear typical everyday clothes that the audience is able 

to recognize themselves in. In this way, Maria Casinos use ethos since the characters are believed 

to appear credible among the audience (Carlsson & Koppfeldt, 2008).  
  
The commercial does not comprise any logos argument. However, three strong pathos arguments 

are identified. The first pathos argument awakens enthusiasm and raptures through the song 

“Non, je ne regrette rien” by Edith Piaf (Carlsson & Koppfeldt, 2001). In addition, the expression 

“Don’t regret anything” is shown in the last sequence of the commercial. Although there is a 

connection between the song and the message, the connection is not easily understood. The 

connection is that “Non, je ne regrette rien” translates into “No, I don’t regret anything” hence, 

the song matches the company’s message. The second pathos argument awakens compassion and 

pity, which is made by showing everyday activities, such as walking the dog, working and 

grocery shopping. The final pathos argument evokes hope and expectations by illustrating how 

a boring and monotonous life can turn into an amazing life (Carlsson & Koppfeldt, 2001). The 

commercial illustrates the success by showing the possibilities, although unreal, the five 
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individuals are met by after gambling and winning on Maria Casino (Carlsson & Koppfeldt, 

2001). 

5.1.2. LEOVEGAS 
LeoVegas is the mobile gambling company with the fastest growth and is today the leading 

company on the mobile casino market. The company was founded in 2011 but was not launch 

on the market until a year later, in 2012. The company is today listed on Nastaq Stockholm’s 

main list and during the year 2018, the company grew by EUR 110,8 million, which corresponds 

to 51% in growth (LeoVegas Mobile Gaming Group, 2019). The LeoVegas commercial4 is called 

“Dolph Lundgren - BankID5 and was uploaded on YouTube on the 6th of October 2018. The 

denotative analysis of the commercial is found in Appendix 7. The commercial shows the famous 

Swedish actor Dolph Lundgren standing alone in a dark room (Appendix 8:a). He wears a vest 

and holds a smartphone. Lundgren speaks directly to the camera and everything that happens in 

the beginning happens very quickly. He expresses “Did you see that? Okay, I will take it in slow 

motion”. While Lundgren looks down at the phone, a person suddenly comes out of nowhere and 

makes some movements behind his back (Appendix 8:b) in which Lundgren raises his right fist 

and smacks the other person in the face (Appendix 8:c). In the next scene a second person, also 

dressed in black, approaches Lundgren and Lundgren points his index finger at the other person’s 

stomach (Appendix 8:d) In the end, a background voice and text state “Gamble now and receive 

your winnings immediately”, followed by the LeoVegas logotype and a voice says “LeoVegas, 

Sweden’s Mobile Casino”. In the very end of the commercial, Lundgren says “That is what I call 

royal”. The LeoVegas logotype is constantly shown in the upper right corner and an animated 

lion head is shown in the lower right corner during the commercial. 

 

5.1.2.1. SEMIOTIC ANALYSIS 

The connotation of the commercial is that the people who approach Lundgren are attackers. An 

interpretation of the attackers’ black clothes and movements is that they are ninjas. The ninjas 

who attack Lundgren are interpreted as an index for Ninja Casino. The index indicates that 

LeoVegas mocks Ninja Casino, an online casino company that uses ninjas in commercials. The 

short amount of time it takes for Lundgren to beat the attackers, may be an index for receiving 

winnings quickly at LeoVegas. An interpretation is that Lundgren wears a bulletproof vest, an 

                                                
4 https://www.youtube.com/watch?v=hLMRBjG4k5A 
5 BankID = an application for electronic identification 
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index indicating he is so strong that not even a bullet could take him. Lundgren mostly acts in 

action movies, which is interpreted as a symbol of strength and invincibility. LeoVegas enhances 

the perception of strength with the frequent use of the sprout perspective. The sprout perspective 

shoots Lundgren in order to make him look bigger and more powerful (Carlsson & Koppfeldt, 

2008; Rask, 2019b), especially in the fights with the attackers. The constant use of half-image 

perspective (Carlsson & Koppfeldt, 2008; Rask, 2019b) on Lundgren’s muscular upper body, 

especially his arms, could be to convey how strong he is. Additionally, Lundgren has the 

LeoVegas logotype tattooed on his upper arm, which is an icon for LeoVegas since the lion 

appears in the company’s logotype (Blythe, 2008). Lundgren’s tattoo could also represent a 

symbol of his dedication towards LeoVegas. 
  
The most commonly used color in the commercial is black. This could be interpreted as 

LeoVegas wants to convey a sense of Lundgren having authority (Seher et al., 2012; Singh, 

2006). However, some details in the commercials are red, which could be a way of attracting 

attention among consumers. Another interpretation of the use of red could be that it represents 

passion (Carlsson & Koppfeldt, 2008), such as passion to win battles or simply, passion to gamble 

at LeoVegas. An interpretation of yellow in the commercial could be that the company wants to 

convey a sense of happiness and cheerfulness when Lundgren wins the two fights; the viewer 

should vote for him to win the fights and then gets happy when he wins. Another interpretation 

that could be applied to the use of yellow is to illustrate that the attackers, and perhaps also the 

competitor Ninja Casino, should be negatively associated with falsehood (Carlsson & Koppfeldt, 

2008). 

 

5.1.2.2. RHETORICAL ANALYSIS 

The LeoVegas commercial is infused with both good and less good ethos arguments. One of the 

good ethos arguments is that the Swedish actor Dolph Lundgren is the front figure. LeoVegas 

creates authority because the audience find Lundgren as credible. A second good ethos argument 

is that LeoVegas enhances credibility by dressing Lundgren in a bulletproof vest, meaning that 

he is ready to fight the bad guys. One less good ethos argument is that Lundgren has a nonchalant 

behavior when he expresses “Did you see that?” in the beginning of the commercial. He makes 

a nonchalant facial expression and moves his right shoulder, then he says, “Didn’t you follow?”, 

he looks arrogant and says, “Okay, I’ll take it in slow motion”. This is interpreted as he is bored 

and ridicules the audience since he takes for granted that the audience does not follow and instead 
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he has to take it in slow motion. Further, as the second attacker approaches Lundgren, he sighs 

in an arrogant manner, which indicates that he does not have the time to beat another attacker up. 

His body language is interpreted as he is confident that he will win (Carlsson & Koppfeldt, 2008). 
In the end of the commercial, a background male voice expresses “Gamble now and receive your 

winnings immediately”. This is a logos argument, used in order to inform the audience and to 

appeal to the human reasoning (Carlsson & Koppfeldt, 2008). LeoVegas expresses that each 

gambler receives the winnings immediately, which may be a way of providing the viewer with 

information that is considered beneficial (Mral et al., 2016). In addition, the last scene states, in 

white letters, “Age limit 18 years. For full terms see LeoVegas.com. Gamble responsibly 

stodlinjne.se” which is a logos argument since it provides information (Alderman, 2018; Carlsson 

& Koppfeldt, 2008; Greer, 2011). The information is written in clear white letters on a red 

background and contributes to the information being visible and easily read. Further, LeoVegas 

shows responsibility by stating that you should gamble responsibly and indicating that 

stodlinjen.se may function as a support service to do this. 
 

LeoVegas also uses pathos arguments in terms of music. During the commercial there is music 

that is associated with ninjas, which is a pathos argument to evoke emotions of enthusiasm and 

rapture (Carlsson & Koppfeldt, 2008; Greer, 2011; Mral et al., 2016). Further, in the very last 

scene of the commercial Lundgren expresses “This is what I call royal”, indicating that when you 

gamble at LeoVegas you become a royalty. This is a pathos argument since it awakens emotions 

of hope and expectations among the audience (Carlsson & Koppfeldt, 2008). 

5.1.3. HAJPER  
Hajper is owned by the Maltese company Hajper Ltd, which in turn is part of the group Cherry 

AB. Cherry was founded in 1963 and was listed on Nasdaq Stockholm in 1997. Hajper is a new 

company within the group and entered the Swedish market in 2018 (Cherry AB, 2019). The 

chosen Hajper commercial was uploaded on YouTube on March 12 in 2019 and is called “Now 

with Swish6 in hajper speed”7. The denotative analysis of the commercial is found in Appendix 

9. Hajper has an animated cartoon, called the Hajper-man, who wears a superhero costume, as 

the front figure. The commercial begins with the Hajper-man sitting by a computer and behind 

the computer screen, five pictures are displayed (Appendix 10:a). Suddenly, an alarm on the 

                                                
6 Swish = an application used to send money from one person’s bank account to another person, only by having the receiver’s 
phone number 
7 https://www.youtube.com/watch?v=TE5X-d7L7NM   
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screen states Swish Alert and immediately after, the Hajper-man flies around the globe 

(Appendix 10:b) and then between skyscrapers and buildings. The sequence then switches to a 

comic book and moves between different pictures (Appendix 10:c). The commercial ends with 

the text “Easy to register” and another sentence below states, “Receive your money in hajper-

speed” (Appendix 10:d). A voice says “HAJPER”, “HAJPER dot com” and “I will see you on 

Hajper dot com”. 
 

5.1.3.1.  SEMIOTIC ANALYSIS 

One connotation is that the Hajper-man’s clothes represent a superhero costume, a symbol of 

superpowers. The Hajper-man is a hero who protects the citizens from evil. The letter H is printed 

on the Hajper-man’s costume and is interpreted as an index that indicates his dedication to the 

company. The red warning sign is an index that indicates danger or emergency and the color red 

catches the viewer's attention (Carlsson & Koppfeldt, 2008). The first picture illustrates the 

Hajper-man as he flies around the globe, which implies that you can gamble from everywhere 

and at any time. The second picture is interpreted as Hajper is a gambling service that you can 

share with friends, which suggests a social activity. In the third picture, the Hajper-application 

appears, which is interpreted as you can easily gamble at Hajper from your phone. An additional 

connotation is that the Hajper-man often is displayed from a sprout perspective in order to make 

him look taller, bigger and stronger (Carlsson & Koppfeldt, 2008; Rask, 2019b). Additionally, 

the sprout perspective provides a sense of the Hajper-man being an idol. 

 

An additional connotation to the dominant use of blue and green is that the company wants to 

provide a feeling of planet earth. Blue indicates water and green is the color of nature and 

vegetation (Carlsson & Koppfeldt, 2008) and in the commercial the globe is displayed with green 

for land and blue for water. The choice of colors could be part of the message that the company 

wants to convey, that they are down to earth. Blue colors also indicate longing (Carlsson & 

Koppfeldt, 2008), which is interpreted as Hajper wanting to convey a sense of longing to win 

from casino gambling through their services. Strong colors, such as red, draw attention (Carlsson 

& Koppfeldt, 2008) and perhaps this is what Hajper tries to do through the use of details in red. 

Red indicates love and passion (Carlsson & Koppfeldt, 2008). An interpretation of the use of red 

could be that they, in addition to draw attention, want to convey a sense of Hajper being a 

passionate way of gambling. 
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5.1.3.2. RHETORICAL ANALYSIS 

The commercial has three ethos arguments. The first argument is the use of a character in a 

superhero costume that mediates responsibility, honesty and good intentions. The Hajper-man’s 

clothes are also considered a strong ethos argument since it concerns support on authorities 

through moral principles such as justice; commonly associated with superheroes (Carlsson & 

Koppfeldt, 2008). The third argument is the background voice that says, “No problems for the 

Hajper-man”, which is interpreted as there is nothing the Hajper-man could not manage. 

  

Additionally, the commercial provides logos arguments, such as it expresses “Easy registration” 

and “Withdrawal in Hajper-speed”, which are expressed both verbally and in writing. Hajper 

uses these logos arguments in order to provide the audience with incentives to choose Hajper as 

the preferable gambling site. Hajper presents this information in order to illustrate how easy it is 

to gamble at the website (Alderman, 2018; Carlsson & Koppfeldt, 2008; Greer, 2011). Hajper 

highlights that consumers can use Swish and receive winnings quickly. This argument speaks to 

the audience reasoning and helps the audience to gain insights of the advantages with gambling 

at Hajper (Mral et al., 2016). However, there is one contradiction in the use of logos arguments. 

The two quotes “The easiest registration in Sweden” and “The town’s most hype casino and 

betting site”, have not been proved. This is interpreted by the viewer as a lie and the first quote 

provides speculation to why the Hajper site is easier to register on, compared to similar services. 

Additionally, according to who is Hajper the most hype casino and betting site? The quote also 

leaves the viewer with the wonder of which town the company refers to. 

  

Hajper seeks to use pathos arguments as the commercial illustrates a superhero, which may create 

feelings of excitement among the viewers (Carlsson & Koppfeldt, 2001, 2008; Greer, 2011; Mral 

et al., 2016). However, we think that since the commercial is animated, it does not manage to 

deliver as strong feelings as it could have through the use of real people. It is difficult to relate to 

an animated character and we also find the story incomprehensible.  

5.1.4. PLAY OJO  
Play OJO is a relatively young online casino company, launched in February 2017. Play OJO 

was one of the first casino companies to offer Swish deposits online (Casinon.com, 2019). The 

company is owned by SkillOnNet, a company based in Cyprus and founded in 2005 
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(Casinon.com, 2016). The commercial “Find your OJO”8 was uploaded on YouTube the 4th of 

June 2018. The denotative analysis of the commercial is found in Appendix 11. The commercial 

illustrates an alpaca who stands in a muddy and grey environment (Appendix 12:a) and suddenly 

white goo lands on the alpaca’s head  (Appendix 12:b). A background voice, who represents the 

alpaca, expresses how online casinos used to treat the alpaca unfairly. The scene transition over 

to the alpaca, who now runs on large green pastures with sunny weather (Appendix 12:c). The 

next scene displays the alpaca dancing to music and has a tattoo of the Play OJO’s logotype in 

blue, purple and pink (Appendix 12:d). The alpaca blinks to the camera (Appendix 12:e) and the 

camera transitions to show the alpaca gambling at Play OJO on a tablet (Appendix 12:f). The 

commercial ends with the background voice saying “Find your OJO on Play OJO dot com, 

simultaneously as the Play OJO logotype appears as well as company’s jingle. 
 

5.1.4.1.  SEMIOTIC ANALYSIS 

One connotation of the first sequence is a sense of sadness, as the dirty alpaca is illustrated alone 

in a rainy and muddy environment. The feeling of sadness is intensified as the sequence is shoot 

from a far distance with an overview camera angle which makes the alpaca appear small and 

vulnerable (Carlsson & Koppfeldt, 2008; Rask, 2019b). The feeling of sadness is further 

enhanced when the alpaca receives white goo on its head, in which the goo is interpreted as bird 

poop. Further, the combination of the alpaca is pooped on, and the rainy and muddy environment 

represent a symbol of unfairness and injustice (Blythe, 2008). The scene transitions to illustrate 

the alpaca as it runs on large green pastures and dances to music as the sun is shining. What 

derives from this transition is that the alpaca has received a better life, filled with sunny weather, 

energy and happiness. Several other alpacas are also visible behind the white alpaca who is no 

longer alone. The sequence when the alpaca dances is mainly illustrated with a half-image camera 

angle and a sprout perspective, which is interpreted as the viewer looks up to the alpaca and finds 

it powerful (Carlsson & Koppfeldt, 2008; Rask, 2019b). 
  
Thereafter, as the alpaca blinks to the camera and gambles on Play OJO on a tablet, is interpreted 

as the alpaca has a better life after started gambling on Play OJO. This interpretation is a symbol 

of the happiness and joy consumers may experience as they choose to gamble at Play OJO 

(Blythe, 2008). The commercial communicates a message that consumers’ associate Play OJO 

with happiness and joy, in contrast to other online casino companies who treat consumers 

                                                
8 https://www.youtube.com/watch?v=lhFo_IHH9GA&has_verified=1 
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unfairly. The company logotype consists of the colors blue, purple and pink in bright and strong 

shade indicating that the company try to draw attention by the use of these colors in their logotype 

(Carlsson & Koppfeldt, 2008). Play OJO alludes on being a nice casino and the overall 

connotation of the communicated message is that Play OJO promote themselves as a nice casino 

who treats all consumers fairly.  
  

5.1.4.2.  RHETORICAL ANALYSIS 

An ethos argument derives from the speaker in the commercial, which is the alpaca who talks to 

the audience through a background voice. In the first scene, the alpaca’s background voice 

expresses “Do you see the alpaca over there? It used to be me. Some online casinos used to treat 

me unfairly”. The alpaca speaks calmly and methodically and is able to mediate honesty as it 

expresses the previous struggle with unfairness. The alpaca’s credibility strengthens as the alpaca 

is open and honest about past experiences (Carlsson & Koppfeldt, 2008). The alpaca’s honesty 

represents an ethos argument in order to connect to the audience; thus, creates a we-feeling (Mral 

et al., 2016). 

  

The commercial also includes logos arguments, such as when the alpaca expresses “Then I found 

a nice casino, who pays all bonuses in cash” and refers to Play OJO. In this quote, the alpaca 

presents information and facts and thus provides the audience with benefits to gamble at Play 

OJO (Alderman, 2018; Carlsson & Koppfeldt, 2008; Greer, 2011). This logos argument speaks 

to the audience’s reasoning and helps the audience to gain insights of the advantages with Play 

OJO (Mral et al., 2016). In the last scene, a yellow text states “No wagering requirements!”, 

which provides the viewer with information that is considered beneficial. In addition, the last 

scene states, in small white letters, “Age limit 18. Terms and conditions apply. 

www.stodlinjen.se”, which represents a logos argument with informational character (Carlsson 

& Koppfeldt, 2001, 2008). However, the text is tremendously small and almost unreadable, 

which makes it a bad logos argument. Perhaps, this is what the company wants to achieve, that 

the text calls for the company’s rules and conditions but no further information about where these 

are found. 

  

The commercial also comprises pathos arguments, with the aim to evoke emotions among the 

audience. One pathos argument that awakens emotions of compassion and pity is found in the 

scene when the alpaca explains how he earlier was unfairly treated by other casinos (Carlsson & 
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Koppfeldt, 2001, 2008). Compassion and pity are reinforced by the sound of rain and thunder in 

the background, but also the sound of a crow as the alpaca gets bird poop on his head. Another 

pathos argument is in the scene when the alpaca runs on the pastures and expresses “Then I found 

a nice casino, who pays all bonuses in cash. And know I have found my thing. My OJO”. This is 

a good pathos argument since it evokes hope and expectations by illustrating how the alpaca’s 

life changes from failure to success. Play OJO intensifies this pathos argument by adding 

warbling of birds in the background (Carlsson & Koppfeldt, 2001, 2008). Further, the 

commercial illustrates that the alpaca finds its OJO, which makes the alpaca happy. It is vague 

what OJO refers to, however it is interpreted as the company urges the audience to gamble on 

Play OJO. It could also be interpreted as the Play OJO has taken the expression find your thing 

and changed it into find your OJO, meaning that your thing is your OJO. The interpretation of 

OJO is difficult to understand, which makes it an inefficient pathos argument. Further, in the 

scene when the alpaca starts to dance, funky music is played in the background. Music is used to 

evoke emotions such as enthusiasm and rapture among the audience; thus, it is a pathos argument. 

The Play OJO company jingle played in the very last scene of the commercial is also a pathos 

argument (Carlsson & Koppfeldt, 2001, 2008). 

5.1.5. NO ACCOUNT CASINO 
No Account Casino was founded in 2015 by the Maltese company Mandalorian Technologies 

Limited. No Account Casino was the first brand that Mandalorian Technologies Limited 

launched, and one of the first online casino companies that did not require consumers to register 

an account to gamble (Sveacasino.se, 2018b). The commercial “Toddler Break”9 was published 

on YouTube the 16th of October 2018. The denotative analysis of the commercial is found in 

Appendix 13. The commercials begin to illustrate a man and a woman, who is outside walking a 

baby in a stroller (Appendix 14:a). They smile and express “How wonderful he is”. In distance, 

the man and the woman hear someone who says “Hey” and see a man coming toward them 

(Appendix 14:b). The woman smiles, and the man frowns as they express “Oh no”, silently to 

themselves (Appendix 14:c). The second man approaches them, and he comments how tired they 

both look, and he asks, “How is it going?”. The second man leans over the stroller and looks 

down on the baby, in which the baby starts to cry (Appendix 14:d). He looks back up and the 

woman looks down on the baby and frowns (Appendix 14:e). He receives a pie in his face by a 

person that is not visible on the screen (Appendix 14:f). The last scene displays the No Account 

                                                
9 https://www.youtube.com/watch?v=AaREWViMw7M 
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Casino logotype and the slogan “Always on your side. Always 10% payback”, followed by the 

company’s jingle. 

 

5.1.5.1. SEMIOTIC ANALYSIS 

One connotation is that the man and the woman are a couple and it is their baby in the stroller. 

The reason for this connotation is that the man has his arm around the woman and the man 

expresses “He is so wonderful”, while looking down on the baby. Another reason enhancing this 

connotation is that the woman responds to the man with saying “Yes little love”, while she looks 

back at the man and then she looks down on the baby. The first sequence illustrates the parents 

as happy and proud, which is interpreted as a symbol of the happiness and love newly parents 

feel for their baby. Additionally, this scene takes place on a sunny summer day with green lawns 

and vegetation, which enhances the feeling of happiness (Carlsson & Koppfeldt, 2008). 
 
We interpret that the second man is the couple’s neighbor since his car is parked in the same 

neighborhood area as they walk in. An additional connotation is that the parents are not thrilled 

about running into their neighbor since they do not look happy and the man frowns. It is not only 

the parents who do not appreciate their neighbor, but also the baby in the stroller who starts to 

cry. The interpretation of this scene is that the parents have struggled to put the baby to sleep, 

and when they finally succeeded, someone awakens the baby. The sequence is interpreted as a 

symbol of the struggle of being a newly parent. The final sequence displays how a person, who 

is not visible on the screen, throws a pie in neighbor’s face. This scene is interpreted as a symbol 

of the parents getting payback for the neighbor who awake the sleeping baby. Additionally, the 

person who throws a pie in the neighbor’s face has a blue bracelet with a bull on it. We interpret 

this as an icon for No Account Casino as the company has a bull in the logotype (Blythe, 2008). 

The commercial does not allude on much colors, except from the color yellow which appears in 

the text “Toddler Break” and in the company’s logotype. The connotation of yellow is that the 

commercial conveys emotions such as happiness and cheerfulness (Carlsson & Koppfeldt, 2001, 

2008). 
 

5.1.5.2. RHETORICAL ANALYSIS 

The commercial has one strong ethos argument since it conveys a we-feeling by illustrating the 

everyday parenting life (Mral et al., 2016). The commercial displays a normal day of parenting; 

walking their baby in a typical Swedish residential neighborhood and wear casual clothes. 
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Furthermore, the commercial has logos arguments, but the arguments are not particularly 

distinctive. In the last scene, the text “Always 10% payback” is written in white, which is a logos 

argument used to inform and appeal to the human reasoning. The information that the company 

pays back 10%, is a logos argument used to help the audience gain insight of the benefits of 

gambling at No Account Casino (Carlsson & Koppfeldt, 2001, 2008). Additionally, in the last 

scene of the commercial “18+ stodlinjen.se. Rules and conditions on noaccountcasino.com”, is 

written in small text. The text is almost unreadable, which makes it a poor logos argument and 

may be interpreted that this is what the company wants to achieve. 
  
The commercial has several strong pathos arguments. Pathos arguments are used throughout the 

whole commercial to evoke emotions of recognition by illustrating newly become parents and 

the struggles with parenthood. Additional pathos arguments are used to evoke emotions of humor 

(Carlsson & Koppfeldt, 2001, 2008; Greer, 2011; Mral et al., 2016) as the parents express “Oh 

no”, silently to themselves as the neighbor comes running towards them. Emotions of pity is also 

evoked in this scene, as one may feel sorry for the neighbor that obviously is not appreciated. 

Similarly, emotions of humor and pity are evoked as the neighbor expresses to the parents that 

they look slightly tired. Humor is further used as the neighbor awakens the sleeping baby who 

starts to cry, and the neighbor looks up at the parents somewhat shocked. The humor is further 

enhanced when the neighbor receives a pie in his face, whereas the last scene shows the word of 

¡Payback! (Carlsson & Koppfeldt, 2001, 2008). Lastly, the company’s logotype is displayed, and 

the company’s jingle is played. 

5.1.6. NINJA CASINO  
Ninja Casino was launched in 2016 and is owned by the corporate group Global Gaming 555, a 

publicly listed company founded in 2009 (Ninja Casino, 2019). Ninja Casino accounted for 93% 

of Global Gaming 555’s revenues in the third quarter of 2017 (iGaming Business Limited, 2018). 

The commercial “The Boatman 5 min Cash out”10 was uploaded on YouTube on the 27th of June 

2018. The denotative analysis of the commercial is found in Appendix 15. The commercial 

displays a man as he sits in a rubber boat while fishing and scrolling on a phone (Appendix 16:a). 

Suddenly, the man leans forwards and raises the phone upwards. The scene transitions and 

illustrates a high-tech monitoring room (Appendix 16:b) and a woman expresses, “Daniel look, 

we have got a possible win”. An Asian man responds and says, “Send a ninja” and the camera 

                                                
10 https://www.youtube.com/watch?v=NypKOYw_peQ 
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transitions and illustrates a large premise, in which several female ninjas are lined up (Appendix 

16:c). The next scene illustrates a female ninja who comes up from the sea with a water jet pack 

(Appendix 16:d). She then overturns a woman on a paddleboard who wears a wetsuit with the 

name Mariah on it (Appendix 16:e). When the ninja arrives to the man, she throws cash to him 

(Appendix 16:f) and a background voice says, “Gamble directly, without registering”. The scene 

switches back to the man, who earlier sat in the rubber boat, but now he drives a large yacht 

(Appendix 16:g) The background voice states, “Receive withdrawals in five minutes” and the 

Ninja Casino logotype appears on the screen (Appendix 16:h) and the background voice says 

“ninjacasino dot com”.  
 

5.1.6.1.  SEMIOTIC ANALYSIS 

One connotation is that the combination of the blue sky and sunny weather is an index for a 

summer day (Chandler, 2002; Rask 2019a). Another connotation, and the most distinctive feature 

of the commercial, is that the ninjas represent a symbol of speed and agility. This is what the 

company communicates, namely that consumers at Ninja Casino can make withdrawals in less 

than five minutes. The quick withdrawals are illustrated by the man in the rubber boat who 

receives his cash even though he is far out on the sea. The scene is also a symbol that is interpreted 

as you can gamble at Ninja Casino and receive your winnings wherever you are at any time 

(Merriam-Webster, Incorporated, 2019). Ninja Casino also communicates a message of what 

happens to those who gamble at Ninja Casino. The message is illustrated by the man in the rubber 

boat, who in the beginning may not look like he has the most glamorous life. However, after he 

gambles and wins, he drives a yacht at full speed over the sea with a big smile on his face. The 

yacht is also interpreted as a symbol of luxury, because a yacht is often associated with money. 

In summary, the commercial conveys that consumers who gamble at Ninja Casino achieve luxury 

and happiness in life. 
  
The woman on the paddle board wears a wetsuit with the name Mariah printed in red letters. This 

is interpreted as a symbol of Ninja Casino mocking Maria Casino by illustrating how Ninja 

Casino shoves Maria Casino away. An interpretation of the camera using the sprout perspective 

(Carlsson & Koppfeldt, 2008; Rask, 2019b) to illustrate the ninja with the water jet pack is to 

make the ninja look more powerful. Further, a close-up angle (Carlsson & Koppfeldt, 2008; Rask, 

2019b) is used to evoke emotions when shooting the Asian man’s facial expressions as he laughs 

when the woman on the paddle board is shoved. The two dominant colors in the commercial are 
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black and red. One interpretation to the dominant use of black is that Ninja Casino wants to 

convey a sense of authority through the use of black clothes on all characters in the monitor room 

and all ninjas (Seher et al., 2012; Singh et al., 2006). This is further interpreted as Ninja Casino 

being powerful; the power to decide who is going to win, the power to deliver winnings and the 

power to turn people over. An interpretation to why Ninja Casino has red details is to induce the 

viewer to focus upon these details (Carlsson & Koppfeldt, 2008) the name Mariah printed on the 

woman’s wetsuit and the sword in the logotype.  
 

5.1.6.2.  RHETORICAL ANALYSIS 

In In the commercial, ethos arguments are evident throughout the use of three speakers. The first 

speaker is the woman in the monitoring room, who is well-dressed and has her hair in a ponytail. 

She expresses “Daniel look. We have got a possible win”. The second speaker is the Asian man 

and is supposed to be Daniel. He also sits in the monitoring room, dressed in a suit and answers 

“Send Ninja”. The woman and Daniel create credibility as they are properly dressed and seem to 

possess competence and knowledge due to their occupation as in charge of the monitoring room. 

The last speaker is a male background voice that is not visible on the screen. However, his voice 

is clear and provides a sense of enthusiasm, which increases his credibility (Carlsson & 

Koppfeldt, 2008). 

  

The commercial is infused with several logos arguments, expressed by the background voice. 

The voice states that consumers can gamble directly without registering on the website. He also 

expresses that withdrawals are made within five minutes. This information is considered as logos 

arguments since they are factual arguments used to convince the audience to gamble at Ninja 

Casino. Additionally, the arguments give the audience an insight of the benefits that Ninja Casino 

provides (Carlsson & Koppfeldt, 2008). Furthermore, pathos arguments are used throughout the 

whole commercial since the story evokes emotions of enthusiasm, adventure and rapture. The 

commercial’s story involves elements of excitement and action, which are enhanced with 

enthralling music playing in the background (Carlsson & Koppfeldt, 2008). 

5.2. FOCUS GROUPS   
This subchapter presents the empirical material from the focus group discussions. In our data 

analysis we identified three themes and seven subthemes, these are displayed in Table 2. We first 

display the participants’ perceptions, then their attitudes and finally the participants’ emotions. 
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The subthemes are presented in relation to the themes they influence. We realize the complexity 

of the concept: perception, attitude and emotion. However, we have divided the empirical 

material based on the definitions. We define perception as how they comprehend the message 

(Oxford University Dictionary, 2019a), attitude as their thoughts and opinions (Oxford 

University Dictionary, 2019c) and emotions as what they feel when watching the commercials 

(Oxford University Dictionary, 2019b). Finally, the last subchapter discusses the empirical 

findings in relation to literature and previous research. 

5.2.1. PERCEPTIONS 
The participants argued for the importance of being able to personally relate to the content of the 

commercials. Both focus group discussions revolved this aspect and it was especially 

distinguished in five out of the six commercials. Relatability was therefore identified as a 

subtheme that influences how the messages are perceived. This finding is in line with a previous 

study that identified personal relevance as one factor that affect consumers’ attention, interest 

and perception of an advertisement (Aaker & Bruzzone, 1981). This finding also corresponds to 

a study that concludes how effective mental stimulation increases the customer’s appreciation of 

the advertised product. Mental stimulation is achieved through matching correspondingly, when 

a consumer is able to relate to the advertised product (Krishna et al., 2016).  

 

The participants argued that relatability is determined by the ability to identify themselves with 

the characters or situations in the commercials. This finding also corresponds to another study 

which conclude that if consumers are able to identify themselves with the character or story, the 

advertisement is considered as more appealing (Anisimova et al., 2014). In line with our semiotic 

analysis, the participants perceive that the Maria Casino commercial illustrates the characters’ 

everyday lives. The participants explained that they can relate to the sequences of everyday 

activities, such as grocery shopping, working or walking the dog. The importance of relatability 

was also noticed in the discussion of the No Account Casino commercial. All participants, except 

for one, explained how they cannot relate to the commercial since they do not have any children. 

However, participant H can relate to the characters and the situation. She expressed: 

 
Because I myself have children... I understand these occasions, when you finally get a peace and 
quiet moment, and someone comes and is annoying and disturbing…I mean, I could have been 
awake all night and then finally my kid is sleeping and then… I think it was a bit funny with the 
whole ‘payback’ sequence in the commercial but even though I think the commercial is good, I 
think it cannot be used to a wide target audience. 
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The participants interpret the message of the No Account Casino commercial differently based 

on relatability. Diverse interpretations could be a factor of cultural differences, such as personal 

attitudes and beliefs that affect how an individual interprets an advertisement (Dahlqvist & Linde, 

2009). The participants’ diverse interpretations could also be explained by segmentation. 

Differences in demographic variables are, however, not a reason for diverse interpretations since 

all participants are in their 20s (Bergström, 2017; Dahlqvist & Linde, 2009; Hansson et al., 2006). 

Psychographic segmentation is what explains our finding. The individual’s personal behavior, 

attitudes, interest and values are what determine their personality type; hence, their perceptions 

(Bergström, 2017; Dahlqvist & Linde, 2009).  

 

The participants further explained that the characters and situations must be considered realistic 

in order to be able to relate to the scenes. This finding is in line with our analysis of the Hajper 

commercial. The participants argued that they cannot relate to an animated commercial with an 

incomprehensible story in terms of superpowers. Participant A stated, “I cannot relate to the story 

at all, I mean he [the Hajper-man] has superpowers and it is not realistic to be able to fly”. In our 

rhetorical analysis, we also identified contradictions between the logos arguments in the Hajper 

commercial. One of these contradictions was particularly noticed by participant E. He was not 

able to relate to the story and questions “It [the commercial] is extremely triggering with the 

town’s most hype casino and betting site expression, which town are they referring to? This is so 

confusing”. This contradiction indicates that the logos argument is not effectively performed 

since the argument failed to convey the message in a truthful way and provide the participants 

with a sense of truth (Greer, 2011). 

  

Correspondingly, the participants also discussed that commercials with a too imaginative story 

are considered unrealistic. They argued that lifting a car and flying away with a bubble gum are 

not realistic events. Participant B clarified “I think it [Maria Casino] feels very reality distorted. 

If you gamble, life will not turn out this way”. Moreover, both groups also address unrealistic 

activities in the Play OJO commercial. Participant E and D claimed that it is unrealistic for an 

animal to hold a tablet and gamble online. Participant E further expressed “The deal-breaker 

when the tablet comes up, you see how it really looks like and you think, what is this?”. Hence, 

logos arguments are not effectively performed as the arguments do not provide a sense of truth 

(Greer, 2011). 
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The participants also highlighted the importance of the commercials having clear links to online 

casino gambling. It implies whether or not it is obvious that the commercial has a clear and strong 

link to what is advertised, in our research it is online casino gambling. Hence, we identified 

linkage as a second subtheme to influence perceptions. The participants recognized a clear link 

between some of the commercials and online casino gambling. Maria Casino is one of the 

commercials which the participants do not consider have a clear link. The participants associate 

the commercial with cuisine and holiday, rather than online casino gambling. Participant K 

argued that the expression “Don’t regret anything” has nothing to do with online casino gambling 

and nor has it anything to do with the story of the commercial.  

 

The participants also discussed whether or not the characters in the commercial or the story have 

anything to do with online casino gambling. The groups also considered the LeoVegas as a 

commercial without a link. Participant L expressed that he cannot understand what the fight with 

ninjas has to do with online casino gambling. Neither do the participants consider the No Account 

Casino commercial to have a clear link. The participants discussed what the expression ¡Payback! 

means in the commercial’s context and hence do not comprehend a link between the expression 

and online casino gambling. Participant E questions what payback has to do with pie and 

speculated what he thinks the company wants to convey “I do not know what the message is that 

the company wants to communicate. I mean, if someone wakes up your baby, should then 

payback represent gambling all his money away?”. These findings correspond to literature since 

the desired message is not designed and expressed carefully enough in order for the participants 

to understand the message as it is intended (Dahlqvist & Linde, 2009). 

 

Although the groups mostly discussed elements that do not contribute to a clear link, the 

participants acknowledged a few elements that provide to a clear link. One of these elements are 

the characters in the commercials, who the participants associate with gambling. Both groups 

discussed that it is obvious from the very beginning of the commercial that the company behind 

it is Ninja Casino since the company always includes one or several ninjas in TV-commercials. 

However, the participants did not discuss what they think the ninjas represent, except from being 

part of the company’s brand. Participant D expressed “They really carry on their name, you 

immediately recognize it as a Ninja Casino commercial. It is something that the company 

succeeds with, including the whole brand in the commercial”.  
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A second element that contributes to a clear link to online casino gambling is whether or not the 

companies’ logotypes are prominent in the commercials. In line with our analysis, the 

participants noticed the lion tattooed on Lundgren’s arm and recognized it as LeoVegas’ 

logotype. The participants explained how they think the tattoo provides a good link to casino 

gambling in the beginning of the commercial. Two of the participants immediately noticed the 

LeoVegas logotype in the upper right corner of the commercial. Hence, most participants quickly 

realized that the LeoVegas commercial is about online casino gambling. Contrastingly, it was 

not clear that the Maria Casino commercial was about online casino gambling until the end of 

the commercial in which the participants saw the logotype. Participant D from the first focus 

group explained “If the Maria Casino logo would not have been visible at the end, I would never 

have realized that it was Maria Casino”. Participant J from the second focus group clarified “I 

saw no connection to Maria Casino until I saw the logo in the end”. Hence, logotypes as icons 

(Blythe, 2008) can be provide a strengthen the link between the commercials and online casino 

gambling (da Silva, 2017; da Silva & Chaves, 2019).  

 

5.2.2. ATTITUDES 
The participants discussed how both positive and negative attitudes arise from elements in the 

commercials. Hence, we identified positive and negative attitudes as subthemes. One of the 

elements that contributes to a positive attitude is if the commercial is considered memorable. 

Some of the participants have a positive attitude toward the Hajper commercial. They explained 

that the commercial is unique compared to other commercials because it is animated and 

therefore memorable. This finding could, in line with literature, indicate that these participants 

were indirectly affected by the message as they will remember the commercial for future 

considerations (Fill & Turnbull, 2016). 

 

The participants also discussed how auditory elements in the commercials influence their 

attitudes. The speakers’ voices are shown to have a great impact on whether or not the 

participants experienced positive or negative attitudes. The groups noticed and discussed the 

background voices. They expressed how they appreciate voices which they consider clear and 

pleasant. This finding is in line with literature which explains that clear pleasant voices can 

convey honesty, and thus a well-executed ethos argument (Carlsson & Koppfeldt, 2001, 2008). 

Further, this finding is similar to what Forsell and Parkic (2016) conclude; voices that are 

considered as calm, confident and secure are perceived as attractive and thus contribute to 
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positive attitudes. The importance of a pleasant voice was especially noticed by participant H in 

the discussion of Play OJO. She expressed “I think it is a good voice [...] so it has a little bit of 

everything I think. I like it”. This finding corresponds to a previous research and literature that 

claim how voices in advertising influence consumers’ thoughts and opinions (Erenkol & AK, 

2015; Hultén et al., 2011; Krishna, 2012).  

 

The companies’ jingles were also noticed by the participants as part of auditory elements which 

influence attitudes. Most of the participants have a positive attitude toward the jingles since they 

recognize these and consider them appealing. However, previous research shows that consumers 

are more critical towards jingles than music (Hultén et al., 2011), which contradicts our finding 

of consumers having a positive attitude toward jingles. Further, background music and sounds 

were other elements discussed in relation to attitudes. Some participants explained that whether 

or not they appreciate the sounds and music in the commercials contribute to their attitudes 

toward the commercials. The participants find the background music and sounds appealing in 

five out of the six commercials. In line with previous researchers, we found that music and sound 

are of relevance to influence individual’s thoughts and opinions (Hultén et al., 2011; Erenkol & 

AK, 2015; Krishna, 2012).  

 

However, some elements of the commercials also contributed to negative attitudes among the 

participants. The participants discussed that if they consider the front figures in the commercials 

as not credible, it contributes to a negative attitude. Some of the participants experienced negative 

attitudes when they watched Hajper since they described it as childish and foolish because the 

commercial is animated. Participant F explained that he finds the LeoVegas commercial as not 

credible because he finds Lundgren boring as a front figure. Further, other participants discussed 

that they consider the commercial uninspiring because they think Lundgren acts foolish and 

boring. In contrast, we considered the appearance of the Swedish actor Dolph Lundgren as a 

symbol of strength and invincibility. Additionally, we connotated his appearance as one of the 

good ethos arguments used in the commercial. This finding contradicts literature which explain 

that celebrities can increase the message’s credibility (Carlsson & Koppfeldt, 2001, 2008).  

 

The participants also discussed music as part of auditory elements which contribute to attitudes. 

The music in the Maria Casino commercial was noticed and discussed by all participants. In 

contrast to background music which evoked positive attitudes, foreground music evoked negative 
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attitudes among the participant. Foreground music draw attention and is an integral part of the 

advertising itself and serves as a clarification of the message (Lantos & Craton 2012). The 

majority of the participants from both focus groups agreed that the song “Non, je ne regrette rien” 

by Edith Piaf is not appealing. The majority of the participants expressed that the French song as 

foreground music in the commercial evoked negative attitudes and created confusion and 

irritation. Participant J explained that “I do not like the French music, I thought it was extremely 

annoying”. This finding is in line with a previous study that shows dislike as one factor that 

influences consumers’ attitudes of commercials (Cheong et al., 2017).  

 

Another element that the participants argued for and which caused negative attitudes was whether 

or not the commercials are considered provocative. The discussions revealed that a commercial 

with a character that is considered provocative also evoke negative attitudes among the 

participants. This was clearly expressed when the participants discussed the No Account Casino 

commercial. The majority of the participants explained that they have a negative impression of 

the commercial and described it as bad and the worst one. Participant C expressed that the 

commercial was disgusting and referred to the crying baby and the annoying man approaching 

the couple. The participants clarified that it is the other man who is the main reason for why they 

think the commercial is irritating and annoying. The participants argued that he is disturbingly 

happy. This finding is in line with a previous study. Aaker and Bruzzone (1981) found dislike as 

an element that affect the individual’s attention, interest and perception of the commercial. 

Another participant, E, said “It [the commercial] was just irritating […] couples in the 

honeymoon phase, a crying child. These are things I do not like at all! And then an even more 

unlikeable person comes”.  

 

5.2.3. EMOTIONS 
In addition to perceptions and attitudes, the participants discussed what emotions the 

commercials evoke. The participants experienced happiness and humor in several commercials. 

Hence, we identified happiness and humor as subthemes that influence positive emotions. The 

participants find one sequence in the Ninja Casino as especially humorous. The sequence they 

referred to is when the ninja shoves a woman with a wetsuit that has Mariah printed on it. Similar 

to our analysis, most participants consider this scene as a way for Ninja Casino to make fun of 

Maria Casino by illustrating how Mariah is shoved over. In line with our analysis of pathos 

arguments, this scene evoked emotions of happiness and humor among most of the participants. 
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This finding is consistent with previous literature, explaining that pathos arguments can evoke 

positive emotions among consumers (Hansson et al., 1992).  

 

In line with our rhetorical analysis and the pathos arguments identified in the Play OJO 

commercial, some of the participants said that they experience amusement. This finding is in line 

with a previous study that identified entertainment as one of four factors that affect an 

individual’s attention, interest and perception of commercials (Aaker & Bruzzone, 1981). 

Participant I expressed that he finds the sequence with the dancing alpaca funny. Similar to our 

rhetorical analysis, participant C stated that “I think you feel this commercial is kind of funny. It 

is a commercial that you could imagine seeing until the end since you wonder what the alpaca 

does?”.  

 

Whether or not the commercials were exciting was another element that evoked emotions among 

the participant. Hence, we identified excitement as a subtheme. The participants discussed 

auditory elements in the Hajper commercial in terms of background music. Some participants 

expressed that they consider the music appealing because it evokes emotions of excitement. This 

finding agrees with previous studies; rhetorical tools in advertisement have the ability to 

influence consumers’ perceptions (Carlsson & Koppfeldt, 2001, 2008; Miles & Nilsson, 2018). 

In our rhetorical analysis, we identified pathos arguments in which the Hajper-man as a superhero 

evokes emotions of excitement among the audience. Our research findings support what 

Alderman (2018) and Greer (2011) claim, that pathos has the ability to establish the audience in 

a state of mind by concentrating on emotions and thus, persuading the audience. The participants 

also discussed whether or not the auditory elements in the Ninja Casino commercial evoke 

emotions. Some of the participants experience that the background music in combination with 

the story, enhances the emotions of excitement. This is similar to what we discuss in our analysis, 

namely how the commercial’s story involves elements of excitement and action. The story is 

further enhanced with enthralling music playing in the background.  

 

The participants discussed that some of the commercials communicated a sense of life changing 

for the better. Hence, we identified hope as an additional subtheme to emotions. The participants 

discussed the sequence in the Ninja Casino commercial when the man in the rubber boat receives 

winnings from the ninja who appears from the water. All participants agree that the commercial 

wants to convey a sense of his life changing for the better. This is a pathos argument that we also 
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identified in our rhetorical analysis (Carlsson & Koppfeldt, 2001, 2008). When the participants 

further discussed this specific sequence, they argued for different interpretations of how hope 

was expressed. Participant J explained that he thinks the hope is displayed as consumers win 

when they gamble at Ninja Casino. Similarly, participant K expressed his interpretation: 

  
I interpret that the commercial wants to illustrate that consumers can gamble wherever they are. 
Such as when he is in the boat and then a voice says that we have got a possible win over here. 
And then a ninja is sent who is supposed to deliver money or something. I think that before he 
won, he has his rubber boat but after he won, he drives a big yacht. 

 

The sense of life changing for the better was also noticed in the Play OJO commercial. Participant 

K expressed that the commercial illustrates how the alpaca’s life changes from something bleak 

to something better, considered a pathos argument (Carlsson & Koppfeldt, 2001, 2008). In our 

analysis, we interpreted that Play OJO alludes to be a nice casino that treats all consumers fairly. 

Similarly, the participants in the first focus group expressed that Play OJO wants to present 

themselves as kind. Participant D explained “They still want to create hope and convey that they 

are fun and kind. After all, it feels like the message gets through, that is, how they want to be 

perceived”. Both focus groups agreed that they feel sympathy for the alpaca. The participants 

clarified that it is the first scene with the lonely alpaca in a gloomy environment that contributes 

to sympathy. In contrast, three participants from the first focus group explained that it is the use 

of an animal, the alpaca, that reinforces the feeling of sympathy. This is a new insight for us as 

the aspect of using animals in advertising is not considered in neither our semiotic or rhetorical 

analysis. Participant D explained “You feel some sympathy for him, so they have succeeded in 

conveying that feeling”.   

 
Table 2. Thematic Analysis of Empirical Material 

Themes Subthemes Elements of Influence 
Perceptions Relatability Identify themselves with characters, situation or story.  

Realistic characters, situation, story.  
 Linkage The advertised product/service 

What the story and/or characters has to do with online 
gambling.  

Attitudes Positive Memorable. 
Auditory elements.  

 Negative Not credible.  
Auditory elements.  
Provocative.  

Emotions Happiness & 
Humor  

Mocking competitors. 
Dancing animal. 

 Excitement Auditory elements. 
 Hope  Life change for the better. 
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5.3. DISCUSSION OF FINDINGS 
We reviewed our conceptual model in order to conclude findings from the focus groups. Our 

findings confirm all six steps in the conceptual model (Figure 2) since companies can influence 

consumers’ perceptions, attitudes and emotions by applying sensory marketing in combination 

with semiotic and rhetorical tools (Carlsson & Koppfeldt, 2008; Hultén et al., 2011; Krishna, 

2012; McQuarrie & Mick, 1996). Sensory marketing implies that commercials stimulate the 

human senses (Hultén et al., 2011; Lindstrom, 2005). Our analyses enabled us to identify 

semiotic and rhetorical tools in the six online casino gambling commercials. Further, semiotics 

and rhetoric facilitated us to explore consumers’ perceptions, attitudes and emotions.  
 

The focus group findings contributed with new insights and thus, the conceptual model was 

modified. The findings show that perception is not only determined by what consumers see and 

hear. Instead, perception also depends on how the consumers think and feel about what they see 

and hear. Literature has denoted a similar interrelationship and explains how attitudes depend on 

emotions, and perceptions depend on attitudes (Pickens, 2005). Our study has recognized, in line 

with literature and previous research, that consumers perceive messages based on their attitudes 

and emotions about it (Kucuk, 2015; Nazrul Islam, 2013). The consumers also have attitudes and 

emotions based on what they perceive. Hence, perception, attitudes and emotions are interrelated. 

This interrelationship is illustrated in the modified conceptual model with black arrows 

connecting them (Figure 3).  

 

Our findings show that relatability is an important element in commercials since it influences 

how the message is perceived. In order to achieve relatability, consumers must be able to identify 

themselves with the characters or situation and the commercial must be considered realistic. If 

consumer can relate to the commercial and find it realistic, they are more likely to perceive and 

understand the message. The findings also show the importance of linkage in relation to 

perception. In order to achieve linkage, it must be evident what is advertised. The company’s 

logo can enhance the link. The stronger the link, the easier the message is perceived and 

understood by the consumer.  
 

Commercials that are considered as memorable and infused with appealing jingles and 

background music evoke positive attitudes. However, our research shows that foreground music 

evokes negative attitudes. The front figures in the majority of the commercials are also shown to 
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have a negative impact on consumers’ attitudes. Consumers do not appreciate front figures who 

do not appear credible. Additionally, consumers have negative attitudes if they consider the 

characters or the story as provocative in terms of irritation and annoyance.   
 

The elements in some of the commercials evoked positive emotions. The participants in our study 

experienced happiness and humor when they interpreted that online casino companies mocked 

competitors in the commercials. The findings also show that the participants consider the scene 

with the dancing alpaca as entertaining.  Consumer experience positive emotions in terms of 

excitement when the commercial comprises of an attractive story and appealing background 

music. Some of the commercials also evoke hope which the participants considered an effective 

marketing strategy.  
 
 

 
Figure 3. The New Conceptual Model 
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6. CONCLUSION & FINAL REMARKS 
 
 
This chapter begins with a summary of the thesis to provide conclusions on how consumers 

perceive the message of online casino commercials and what attitudes and emotions arise. We 

also conclude how semiotic and rhetorical tools influence consumers. Moreover, this chapter 

presents the theoretical and practical contribution of this thesis, a critical review and suggestions 

for future research.  

6.1. SUMMARY OF THESIS 
The purpose of this bachelor thesis was to explore consumers’ perceptions, attitudes and 

emotions of TV-commercials in relation to semiotic and rhetorical tools. In order to fulfill the 

purpose, the study is able to answer the two research questions: How do consumers perceive the 

message of online casino commercials and what attitudes and emotions arise? and What semiotic 

and rhetorical tools are identified in the commercials how can these influence perceptions, 

attitudes and emotions? 

 

Our study produced findings through qualitative research in terms of content analysis and focus 

group. The research process was characterized by an interpretivist philosophy and an abductive 

research approach. This research was guided with a conceptual model as starting-point. The 

philosophy and approach enabled us to have an open-mind and willingness to change the model 

during the process. The theoretical review indicates that sensory marketing, semiotic and 

rhetorical tools influence the consumers’ overall perceptions, attitudes and emotions. Literature 

and previous research established the foundation of our semiotic and rhetorical analysis tool as 

well as the focus group interview guide. In order to fulfill the purposes and to answer the research 

questions, we performed six commercial analyses and two focus group sessions.  

 

Our findings identified an interrelationship between perceptions, attitudes and emotions. Hence, 

consumers perceive messages based on their attitudes and emotions, but consumers also have 

attitudes and emotions based on what they perceive. Consumers must be able to relate to the 

stories and link the content of the commercials to online gambling in order to perceive and 

understand the messages. Our research also concludes that consumers have both positive and 

negative attitudes toward the commercials’ different elements. Further, the commercials were 
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shown to evoke emotions, especially humor and hope. Additionally, the results also show that 

consumers’ perceptions, attitudes and emotions are different because of cultural aspects and 

psychographic segmentation.  

 

Our commercial analyses identified several semiotic and rhetorical tools in the six commercials. 

The most distinctive semiotic tools we identified are colors and symbols. However, semiotic 

tools are not directly distinctive since most tools require interpretations. The participants in our 

study put much effort on describing the characters and the situations, but they did not emphasize 

the underlying meaning of the semiotic tools. We believe that a reason for this is because the 

participants take visual elements for granted as being part of a TV-commercial. In our analyses, 

we identified all three rhetorical arguments as distinctive. The findings show that the most 

powerful arguments are pathos, which evoke strong attitudes and emotions among the 

participants. Hence, semiotic and rhetorical tools have the ability to affect consumers and are 

crucial elements for whether or not marketing communication is considered effective. 

 

Previous studies show that consumers have negative attitudes toward online casino commercials. 

The commercials are considered too aggressive and intrusive (Folkhälsomyndigheten, 2017) and 

too many in scale (Regeringskansliet, 2019). In contrast, our findings indicate that it is not the 

content in the commercials that solely create negative attitudes. There are elements in the 

commercials that evoke pleasant attitudes and emotions. Thus, consumers’ attitudes toward 

online casino commercials can be explained by relatability, linkage, cultural aspects and 

segmentation. Conclusively, we can speculate that it is the number of commercials on television 

that contribute to consumers’ negative attitude, rather than the online casino commercials per se. 

Accordingly, advertising is:  

 
“a powerful force, one that can shape perceptions, feelings, emotions, attitudes, understanding and 

patterns of individual and group behaviour”  
(Fill & Turnbull, 2016, p. 355) 

6.2. THEORETICAL & PRACTICAL CONTRIBUTION 
Since the aim of this thesis was to explore how semiotic and rhetorical tools influence consumers’ 

perceptions, attitudes and emotions of online casino gambling TV-commercials, we believe that 

our new conceptual model (Figure 3) has one theoretical and one practical contribution. The 

theoretical contribution is new insight in marketing communication. This because perceptions, 
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attitudes and emotions are determined by whether or not semiotic and rhetorical tools stimulate 

the human senses. Our conceptual model contributes to practical use since we believe that it can 

be applied in different areas of advertisement, not only online casino commercials. In order for 

online casino companies to persuade consumers to consider engaging in online gambling, they 

must understand what semiotic and rhetorical tools that influence positive perceptions, attitudes 

and emotions.  

6.3. CRITICAL REVIEW & FURTHER RESEARCH 
Although this research contributes with new insights to marketing communication, further 

research is of interest. We have three suggestions for future research areas. Firstly, to increase 

the trustworthiness and possible generalizations of our findings, a more extensive study is of 

interest. Further research could include a larger number of participants, recruit both homogenous 

and heterogenous groups and investigate differences between these groups. Secondly, it is of 

interest to further explore online casino advertisement in different media channels. We believe 

that such a research would provide more knowledge and different results to ours, since people 

engage to different extents in diverse media channels. Finally, we investigated perceptions, 

attitudes and emotions of the commercials rather than elements that encourage engagement in 

online casino gambling. Further research could investigate what elements in online casino 

commercials that engage people to gamble and perhaps also distinguish between gamblers and 

non-gamblers.  
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APPENDICES 
 

APPENDIX 1 – FOCUS GROUP INTERVIEW GUIDE 
Hi everyone! Welcome to this focus group session and thank you for participating. 
 

Practical Information (5 minutes) 
We begin with providing you with some practical information. First of all, we want to inform 

you that this session is audio and video recorded. However, your personal integrity is protected 

in our thesis since we do not use names or other personal information that can be traced back 

to you. Instead, we provide you as participants with a letter. The purpose of our bachelor thesis 

is to investigate how consumers perceive the message conveyed by online casino companies in 

TV-commercials.  
  
Phase 1 – Opening Questions (5 minutes) 
In the first phase of this session, we would like you to discuss the following questions together: 

 

o When we say the word “TV-commercial”, what is the first that comes to your mind? 
Pause 

o What do you think of when we say the word “online casino commercial”? 
Pause 

o How would you describe your personal attitude and perception of online casino TV-

commercials? 
Pause 

o Which commercial/company is the first one you associate with online casino TV-

commercials? 
Pause 

 
Phase 2 – Exercises all participants (20 minutes) 
You will now watch a total of six commercials, one commercial per company that all have been 

broadcasted in Swedish television. We will pause for a minute between each commercial, but 
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we would like you to be observant during each commercial. We would like you to individually 

summarize each commercial with three words. 
 

Now when you have watched all the commercials we want you to individually rank the 

commercials from 1-6 on the paper in front of you. 1 =your notes to rank the commercials with 

the numbers 1-6, in which 1 is the one you found best/liked the most. When you are all finished, 

we want you to repeat the same exercise but this time together with the other participants.  

 
Phase 3 - Key Discussion Questions (30 minutes) 
Now we watch the commercials one more time.  But this time, we watch one at a time. We 

want you to discuss some themes for each commercial. 
o What do you see? How do you interpret what you see? 
o What do you hear? How do you interpret what you hear? 
o What thoughts and emotions do the commercials raise?  
 
Phase 4 – Final Discussion (5 minutes) 
o Have you seen any, or all, commercial before? Is there one that you have never watched? 
o Which of the commercials would most likely lead to you to choose to gamble? 
 
Thank you for your time. You are valuable to us! 
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APPENDIX 2 – INDIVIDUAL EXERCISE 
 

Focus group: 26th of April 2019                       Participant:  
Gender:__________________________________________________________________________ 
Age:____________________________________________________________________________ 
Have gambled the last 12 months:_____________________________________________________ 

 

ONLINE CASINO COMPANY 
SUMMARIZE WITH  

3 WORDS RANK FROM 1 TO 6 (1=BEST) 

Maria Casino •   

•   

•   

 

LeoVegas •   

•   

•   

 

Hajper •   

•   

•   

 

Play OJO •   

•   

•   

 

No Account Casino •   

•   

•   

 

Ninja Casino •   

•   

•   
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APPENDIX 3 – GROUP EXERCISE  
 

ONLINE CASINO COMPANY RANK FROM 1 TO 6 (1=BEST) 

Maria Casino 
 

LeoVegas 
 

Hajper 
 

Play OJO 
 

No Account Casino 
 

Ninja Casino 
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APPENDIX 4 – TOOLS FOR ANALYSIS 
 
Semiotic Analysis 

  
Denotation: An overall description 
o What happens in the commercial? 

o People (clothes and age), characters, surroundings and situations 
o Which camera angles and perspectives are used to illustrate the characters? 
o In what way do color elements appear in the commercial? 
o Which signs appear in the commercial? 
 
Connotation: An interpretation 
o What is connoted from the commercial? 
o What significance has the connotations? 
o What do the color elements reinforce in the commercials? 
o Are there colors in the commercials that stand out more than others? 
o Which signs are interpreted in the commercial? 
 
Rhetoric Analysis 
 
Ethos 
o Can ethos be distinguished in the commercial, if so how? 
o How do the characters in the commercial speak? 
o Does the speaker’s clothing and appearance contribute to the ethos argument in the 

commercial, and if so, how? 
o Does the speaker support on authorities, and if so, how? 
o Does the speaker connect to the audience, and if so, how? 
 
Logos 
o Can logos be distinguished in the commercial, if so, how? 
o Does the speaker use facts and factual arguments to convince? 
o Does the speaker use logical arguments to reinforce the argumentation in the commercial? 

  
Pathos 
o Can pathos be distinguished in the commercials, if so how? 
o Does the speaker allude on evoking fear or anger? 
o Does the speaker allude on evoking hope and expectations? 
o Does the speaker allude on evoking compassion and pity? 
o Does the speaker allude on evoking enthusiasm and rapture? 

o Which sound elements are included in the commercials? 
o Are sound elements used to evoke a certain mood? 
o Are sound effects used to enhance elements of the commercial? 
o Is music used in the commercials? 
o Are jingles used in the commercial? 
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APPENDIX 5 – DENOTATIVE DESCRIPTION OF MARIA CASINO 
The commercial begins with illustrating five characters in different situations. One man, in his early 30s 
is outside, walking a small dog in a residential area on a sunny day. On the opposite side of the sidewalk, 
there is a red car parked on the street. The camera captures the man’s whole body from a far distance 
with an overview angle. At one point, the camera zooms in and focuses on the dog through a neutral 
angle and a close-up perspective. The second person, a woman in her mid-twenties, is chewing gum 
while walking between the shelves in a supermarket with dark and gloomy lighting.  The shelves in the 
supermarket are dominated by red products, whereas the other colors are grey or brown. The camera in 
this sequence has a close-up angle and only focuses on the woman’s face and upper body. The third 
person, a woman in her 30s, is dipping her toe in a swimming pool on a sunny day. The area around the 
pool is decorated with red sunshades, cushions and flowers. The camera shoots the woman’s whole 
body, with an overview angle. The fourth person is a man, approximately 40 years old, who is sitting at 
a desk in a small and dark office, looking down at a goldfish swimming around in its bowl. The camera 
firstly shoots the man from a distance through which the whole room and other office desks are visible. 
Further, the camera shoots half of the man’s upper body and then zooms in on the gold fish with a close-
up perspective. Lastly, a red-haired woman, in her late teens or early 20s. The woman is wearing a red 
and white striped sweater and is looking right into the camera as she is holding her arm up while the sun 
hits her face and the wind catches her hair. The camera captures her with a close-up perspective in her 
face and arm cover most of the screen. 

  
The commercial transitions back to the man in the office, as he is now taking notes. The pen and the 
notebook are red whereas the rest of the office is beige, grey and brown. Suddenly, something happens 
the man and he starts to dance and the whole office is filled with flying papers, notebooks and elastic 
bands. The camera then travels to the woman in the supermarket and she is now blowing her gum big. 
The camera uses a sprout perspective when shooting the woman from underneath as she flies through 
the roof with the gum as a balloon. The commercial transitions again, but this time to the woman by the 
swimming pool. The woman is now moving above the surface of the water with a big smile on her lips. 
In this sequence the camera is first zoomed in and then transitions over to focus upon the woman’s face, 
using a close-up angle. Further, the man who is walking the dog is shoot from a far distance with an 
overview angle. All of a sudden, the man turns into a red and white colored piñata that cracks open and 
the man disappears as the dog is left alone. The red-haired woman occurs again in the end of the 
commercial, in which she is now lifting a red car only by using one arm. The camera is zoomed out and 
her upper body is visible. During the last sequence, ‘Don't regret anything’ appears on the screen in big 
bright red capital letters.   
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APPENDIX 6 – MARIA CASINO SCENES 
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APPENDIX 7 – DENOTATIVE DESCRIPTION OF LEOVEGAS  
Dolph Lundgren is the front figure in the commercial. He is very muscular and is standing in an empty 
room with several lights directed at him. Lundgren’s upper body is visible through a neutral angle using 
and a half-image perspective. He is wearing black clothes; vest, pants, belt with holsters and steel cap 
boots but also a military-green scarf. While Lundgren is looking down at the phone, a person dressed in 
black, suddenly comes out of nowhere and makes some movements behind his back. In this scene the 
camera has an overview angle and shoots Lundgren’s whole body with the sprout perspective. In the 
next sequence, the camera zooms in to a half-image as the person dressed in black approaches Lundgren, 
in which Lundgren raises his right fist and smacks the other person in the face. Lundgren then hits the 
person again and the person falls down to the ground. The camera has an overview angle with a sprout 
perspective when illustrating how the person falls to the ground. 

  
In the next scene a second person, who is also dressed in black, approaches Lundgren. Lundgren points 
his index finger at the other person’s stomach and without even a touch, the other person flies backwards. 
The camera zooms in to a half-image as the second person appears, but then the camera shoots with a 
close-up perspective to illustrate the finger in relation to the other person’s stomach. The fighting 
sequences are enhanced with red cartoon images expressing in yellow letters “POW!”, “WHACK!” and 
“ZAP!”. The next scene shows an illustration of a phone on a red background with white capital letters 
stating “Gamble Directly. Receive your profits fast as lightning”. The LeoVegas slogan follows with 
the text “Sweden’s mobile gambling” and “Age limit 18 years. For full terms see LeoVegas.com. 
Gamble responsibly stodlinjne.se”, all in white text. The very last scene illustrates Lundgren talking 
straight to the camera and he says, “That is what I call royal”. 
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APPENDIX 8 – LEOVEGAS SCENES 
a                  b 
 

 
c                  d 
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APPENDIX 9 – DENOTATIVE DESCRIPTION OF HAJPER  
The commercial begins with showing an animated cartoon sitting by a computer screen in a control 
room. This sequence shows the Hajper-man in a half-image perspective, in which the camera is from a 
shorter distance and focuses on his upper body. The Hajper-man wears a costume in green and blue with 
details in grey and red. Five pictures are displayed in the background of the computer screen, by which 
the Hajper-man is sitting. The first picture illustrates the globe, the second is monochrome in blue, the 
third comprise a building, the fourth a man with clouds over his head, and lastly a picture an illustration 
the sky at night.  In front of the Hajper-man, there are several green buttons and there is a specific area 
marked on the screen. Suddenly, a red index (a warning sign with an exclamation mark in it) and a red 
text that say “ALERT” pop-up on the screen. Simultaneously, a green image with yellow text stating 
“Swish” also appears on the screen. 

  
The scene transitions over to the first background picture and with an overview angle, the camera shoots 
the Hajper-man as he flies around the globe and leaves white cloud tracks behind him. Further, the 
camera illustrates how the Hajper-man comes down from space and flies between buildings with a sprout 
perspective. On the Hajper-man’s chest, an index in terms of the letter H is printed. The camera then 
moves to the second picture and continues with the sprout perspective. In the second picture, the Hajper-
man sits next to another man, who wears a green shirt. The Hajper-man puts his foot down and leaves 
white tracks. The third picture has a green background and a hand that wears a grey glove while the 
hand holds a smartphone with the Hajper-website in close-up perspective. The information on the 
smartphone says, “Pay with swish” in green and yellow letters. In the fourth picture, the man with the 
green shirt looks at a phone in his hand and the camera has uses a half-image perspective. The fifth and 
last picture illustrates a blue background with one sentence in red letters stating, “Easy to register” and 
another sentence below stating, “Receive your money in hajper-speed”. On the blue background picture, 
there is also a yellow icon of a spaceship and a yellow icon of a squirt gun. In the last sequence, the 
company’s logotype and the text HAJPER.com appears.  
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APPENDIX 10 – HAJPER SCENES 
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APPENDIX 11 – DENOTATIVE DESCRIPTION OF PLAY OJO  
The Play OJO commercial illustrates a white, but dirty, alpaca standing in a rainy and muddy 
environment. This sequence is shoot with a neutral perspective and an overview camera angle. The 
whole body of the alpaca is visible and so are large parts of the surroundings. In the environment 
surrounding the alpaca, there is a ladder and a couple of large tires. Additionally, right next to the alpaca, 
as well as far away in the distance, there are power line constructions. In the next scene, the camera 
zooms in to half-image to capture how white goo lands on the alpaca’s head. Further, the commercial 
shifts to show the alpaca running on large green pastures with blue sky and sunny weather. Visible in 
the background are a large black building and six other alpacas grazing are visible in the background. 
When the alpaca runs over the pastures the camera angle has an overview with a semi birds eye 
perspective. 

  
In the following sequence the alpaca starts to dance whereas the camera shifts using different angles and 
perspective. From half-image which shows the alpacas legs with a bird’s eye perspective, to close-up of 
the alpaca’s face from a sprout perspective, and to an overview angle which shows the whole alpaca. 
The dance scene ends with the camera zoomed to the alpaca’s butt where the alpaca has a tattoo of the 
Play OJO’s logotyp in blue, purple and pink. The next scene is shoot with a close-up on the alpaca’s 
face as it blinks to the camera and transitions to show how the alpaca holds a tablet and gambles on Play 
OJO’s website. In the last sequence, on a blue, purple and pink background, the Play OJO logotype and 
the slogan “The fair casino” is written in white. In the last scene, there is a yellow text that states, “No 
wagering requirements!” and at the bottom of the screen, “Age limit 18. Terms and conditions apply. 
www.stodlinjen.se” is written in white.   
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APPENDIX 12 – PLAY OJO SCENES 
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APPENDIX 13 – DENOTATIVE DESCRIPTION OF NO ACCOUNT CASINO  
The first sequence illustrates a man and a woman in their mid 30s, as they walk a baby in a green stroller. 
The man has his arm around the woman and they are both smiling. The scene takes place in a 
neighborhood area with yellow buildings, green lawns and vegetation visible in the background. During 
this sequence, the camera captures the upper body of the man and the woman in a half-image angle, and 
only the upper part of the stroller is visible. Additionally, during the first scene, a big yellow text that 
says “Toddler Break” appears on the screen. The scene transitions and shows a second man, 
approximately in his mid 30s, dressed in black pants and a blue jacket. He stands at the back of a maroon 
colored car when he sees the man and the woman. Further, he closes the open tailgate on the car and 
approaches the man and the woman with quick steps and a smile on his face. This sequence is shoot 
with the camera placed behind the first man, as only his back is shown. The second man is displayed 
from a far distance with an overview camera angle where his full body is visible. The camera switches 
and illustrates the man and the woman in a half-image angle, where the woman waves and the man 
frowns.   

  
Continuously, the camera has a half-image perspective when the second man approaches the man and 
the woman. He has a big smile and utters a few words to them and then he looks down on the baby in 
the stroller. The second man looks quickly up with wide eyes and the scene transitions back to the man 
and the woman. The camera still has a half-image angle and illustrates how the first man looks back at 
the second man with no facial expression, and the woman looks down on the baby and frowns. The 
scene again switches back to the second man, who receives a pie in his face by a person who is not 
visible on the screen. The person’s arm is visible in the picture, even though the rest of the body is not. 
The arm has a wide blue bracelet, with a golden image of a bull outlined with white. All scenes display 
the company’s yellow logotype in the upper right corner. The last scene displays the yellow logo of 
NoAccount Casino together with the word “¡Payback!” in golden letters, on a blue background. In 
smaller white letters it is also written “Always on your side. Always 10% payback”, and in yellow letters 
“noaccountcasino.com”. “18+ stodlinjen.se. Rules and conditions on noaccountcasino.com” are written 
in small text at the bottom of the screen. 
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APPENDIX 14 – NO ACCOUNT CASINO SCENES 
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APPENDIX 15 – DENOTATIVE DESCRIPTION OF NINJA CASINO  
The commercial illustrates a middle-aged in a red and yellow rubber boat, he fishes and scrolls on a 
phone. The camera captures the man through an overview angle from a far distance. The sky is blue, 
and the sun is shining, and the man is wearing a white sweatshirt with red stripes. There is no one else 
close by, except from two sailing boats who appear far away at the horizon. The man suddenly leans 
forward while holding the phone up and the commercial switch to characters in a high-tech monitoring 
room. The room is dark with gloomy lightening and the interior, the TV-screens and the characters’ 
clothes are all black. All characters in the monitoring room look at screens in front of them and one of 
the screens shows videos that are streamed from somewhere else. One character, an Asian man sits in a 
chair and is filmed from behind with a half-image perspective showing only his upper body. The camera 
switches to two women sitting at a desk and continues with a half-image perspective. Further, the camera 
transitions to the Asian man and shoots him in a half-image, as he stands up from the chair and then 
zooms in on his face. 
 
The next scene illustrates a large premise, in which several female ninjas are lined up. The camera first 
has a half-image but then zoom in to use a close-up perspective at the ninja in the front row. All ninjas 
in the premises are wearing black clothes and have red hair. Further, the commercial shoots with an 
overview perspective as one female ninja, wearing a water jet pack, comes up from the sea. She has 
black clothes and the water jet pack is black with some red details, such as the buckles on both sides 
and the handles. On her way toward the man in the rubber boat, the ninja overturns a woman on a black 
and red paddle board. The woman on the paddle board wears a black wetsuit with the name Mariah and 
is displayed through an overview angle. The ninja overturns her, and she falls and ends up in the water, 
and the camera has a neutral angle. 
  
The camera switches back to illustrate the Asian man in a close-up perspective and focuses on his facial 
expression. He smiles as he, from the monitoring room, watches the woman on the paddleboard falling 
down into the water. The camera then moves back to the sea and with a sprout perspective illustrates 
how the ninja arrives to the man in the rubber boat and she throws cash to him. The last scene shows the 
man, previously in a rubber boat, in a pink shirt driving a yacht. The camera has a half-image perspective 
and captures the man’s upper body as he smiles and steers the yacht. In the same scene, the camera 
switches to an over-view perspective of the yacht and the Ninja Casino logotype appears. In the 
logotype, there is a red sword and the rest is black. There is also a red circle in the background of a white 
text stating “Receive withdrawals in 5 minutes”. An additional white text in the bottom expresses “18 
years old limit. Terms and conditions at ninjacasino.com. Gamble responsible”- 
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APPENDIX 16 – NINJA CASINO SCENES 
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