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Abstract

The purposes of this study were (1) to investigate verbal strategies of slogans of insurance
companies, (2) to examine the image of the insurance companies from their slogans and (3) to
study a relationship between the slogans and such image construction. A total of verbal slogans of
54 insurance companies, publicized from January 2002-December 2003, were collected as the data
and as the study limitation.

The study yielded that the insurance companies employed three kinds of language
structure, namely the slogans identifying company names and their modifiers, those slogans
identifying 1 to 4 prominent company features and those slogans identifying prominent company
features and effects which customers expect from services.

Four difference categories of slogan contents were found, namely company stability and
reliability, policies or principles, prominent features and finally effects expected by customers
from companies’ services.

Moreover, certain verbal strategies of slogan employment were found, including word and
sentence strategies. The word strategies covered those strategies of using loan words, key words,
rhymes and repetition while the sentence strategies included statements, commands, reasoning and
comparison.

The study also yielded certain types of the image construction by insurance companies.

It was found that the stability image was constructed through the strategies of using certain
significance-offering words which provoked customers’ sensitivity, for example, using the word
“to feel confident,” and “to feel secure” and using reasoning sentences in order to justify upon
what the company stability relied or to establish company stability in customers’ minds.

The prominence image was constructed through the strategies of using certain significance-

offering words which provoked customers’ sensitivity such as “the first,” “the first in mind” and



using comparison sentences to convince readers of the prominence of a company surpassing its
competitors. The service quality image was constructed through the strategies of using certain

29 ¢

significance-offering words, for example, “quality,” “standard.” In addition, the modern image
was constructed by using load words and significance-offering words to indicate modernity,
ultramodern and international leading status.

The study results also indicated that the insurance slogans gave an emphasis on the

language aiming to establish reliability, trustfulness and long-term consequences to customers.

This strategy corresponded with the company image which aimed to establish companies’ stability,

reliability, service quality, prominence and modernity.



