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Advertisements play an active role in the sale of a product, anywhere in 
the world. Though the advertisements and their purpose are not new to 
the present era, the approach of advertising is definitely unique in the 
Twentieth and Twenty-first centuries. The trends in advertising have 
evolved from the quintessentially traditional print advertisements and TV 
spots to new marketing strategies that include QR codes, co-branding, 
content marketing and online advertising. One of the thriving strategies 
of late is the innovative Neuro Linguistic Programming (NLP) technique 
to persuade and appeal the customer. 
This paper discusses some of the Neuro linguistic techniques that are 
observed in the field of advertisement (or "ad" for short). The selected 
advertisements to showcase the NLP use, are the soft drink product 
coca-cola in different periods, across various countries and the changes 
it underwent to match the trend and culture of the day and locale. First, 
the ‘what’, ‘why’ of the advertisements are dealt with; this is followed by 
the ‘where’ and the ‘how’. Neuro linguistics is an element connected with 
the ‘how’ part of this.   
Finally, the paper concludes by underscoring the application of NLP in 
major fields like the Business Management and the various Research & 
Developments. 
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1. Introduction 
 

The most essential part of conducting any business is ‘communication’. The best way a company or an 

entrepreneur can open his varied vista of products to the customers is by communicating to the customers by an 

attractive way called advertising. This is not new to the modern world because the ruins of the ancient cities of 

Pompei (in Rome that was buried in 79AD with the eruption of Mount Vesuvius) and Arabia unearthed commercial 

messages and political campaign displays. The traditional wall or rock paintings are commercial advertising 

manifestations of ancient form. They are observed in many parts of Asia, Africa and South America and, in India, 

these can be dated back to 4000BCE, the evidences of which can be seen in the Rock paintings of Ajanta Ellora 

caves.  

As a means of encouraging people to buy their products, services or ideas, to draw good attention towards 

these things, any commercial company in the capitalist economies from the mid-nineteenth century, gets the 

advertising agency to design and perform through a variety of media, primarily on newspapers and magazines; in 

the twentieth century, the range of advertizing rapidly grew with new technologies like the direct mail, radio, 

television, the internet and mobile devices. In the past, during the pre-printing age, there were advertisements in 

three main forms:  Trademarks, Town criers and signboards.  

Trademarks are the seals or marks attached to the products, an ancient practice, that got    transformed 

into clay seals bearing impressed images, often associated with the producer’s personal identity (Wengrow, D., 

Current Anthropology,P.30). By the medieval period, hallmarks were applied to high value goods like gold, silver, 

platinum and in some countries, palladium too; it is an official mark struck on a metallic item to certify the content of 

that noble metal. 
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When the majority of the people are not literates, to make official announcements, and later private individuals too, 

began to employ public crier as an auctioneer. Itinerant hawkers developed a system of street cries to promote 

their goods and services (Kelley, V., in Urban History, June, 2015, P.14). It was these street cries which foreran 

the advent of mass media. Along with this there were Signage or Signs as an advertising media. For the general 

populace that can’t read, instead of writing the name of the Trade in question, there were images of the trade like a 

boot for cobbler, a suit for tailor, etc. The first compilation of such advertisements was gathered in a thirteenth 

century Guillaume de la Villeneuve’s poem, Les Crieries de Paris, (Aimeé Boutin, P.69), which in English means 

“Street Cries of Paris”. 

By the start of the twentieth century, the advertising agency had become the focal point of creative 

planning and advertizing got a solid establishment as a profession, first finding through their space in the print by 

N.W. Ayer & Son of Philadelphia. In the later twentieth and twenty-first centuries, much research is made in the 

field of advertisement to know the psychology of the target audience at whom the market and sales are aimed. It is 

found that people react more positively to a language that invokes senses. When a message is devoid of any 

emotional language that appeals to their sense of eye, ear or hand, they either mistrust or reject it altogether. 

It is with this human psychological background that Neuro linguistic technique is applied in the advertising 

world. This programming is based on the theory that people react more effectively to a language that invokes their 

senses. If their innate bias is towards their eyes, then this gets translated to their visual language, if the instinctive 

notion is towards their ear then auditory language and if the inherent preconception is for hands then it is 

manifested to their kinesthetic language. It is a dynamic psychology of excellence in persuading one’s sway 

towards the target, dealing with one’s thinking process and the way one uses senses to understand what is 

happening around through the use of language and its influences, on one’s behavior to achieve the target. 

Coca cola Company, a noted soft drink marketed its sales by appealing at the audience’ senses and 

remained a company comfortable in the world soft drink trade map. John Pemberton accidentally came up with 

coca cola formula while preparing a tonic for his Pharmaceutical Company. It was his friend and business partner, 

Frank M. Robinson who came up with the name Coca Cola in Spencerian script, caching the American public 

attention that is used even till this day as the logo of coco cola. With no technology at hand, the success of ads 

those days depended on the style of writing and the Company cashed in with the psychologically effective scripts 

of the day as can be seen here: 

 

This iconic logo, aged 133years, had this brand script 

for being universally recognizable. The designer, 

John S.Pemberton, in1885, suggested the two C’s 

would look well in advertising; those were the days 

when Spencarian was American de facto writing style 

and so the ad clicked great. 

 

 
 

The Company’s president, Asa Candler, on 29 

May1986, first time featured an ad in the Atlanta 

Journal Newspaper with its longest slogan Delicious 

Refreshing Exhilarating Invigorating and then 

rendered more visually featured, pulse-catching ad 

than other dynamic ads. 

  

Robinson’s drawing was done in a flowing hand-

writing and created a wave of the moment and 

remained one of the most familiar trademarks of the 

world. In 1890-’91, to tell that the drink is twirling the 

American world, the advertisement used more swirls 

to the original logo.  

Slogans, hill-top songs featuring celebrities, communication tools triggering the decision of the customers, 

etc., were the various creative advertising techniques. All the advertisers world over went through these phases, 

catching up with times and vying against one another, but the one that goes off the beaten track, persuading even 

the obtuse mind, hits the headlines.  

NLP technique’s main focus is on communication with principles that turns one into more powerful, 

confident and flexible communicator. It emphasizes both verbal and non-verbal communication. One of NLP’s key 

theories is that people think and express themselves in different ways and that the key to effective communication 
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is to understand the ways they do this. Many companies seized this technique. America’s brand companies like 

McDonald appealed to the public in a manner that bamboozles them in such a way that the customer himself 

doesn’t know that he is aware of being ‘taken into it’! A study from the Eastern Illinois University concluded that 

people consume 85% more when a person offers them more food (New Zealand Herald, 02June 2017).  

 
It continued to say that the offer was a little price difference between a medium and a large fries by 

showing very attractive containers with French Fries and suggesting order a larger size for just a little more price. 

In reality there is only a 12 French fry difference between the medium and large size served at McDonalds. This 

technique appeals the customer so much and makes it hard for him to say no to pay more for only slightly extra 

French fries.                                                         

Now coming back to Coca Cola, when the brand was extended to other countries, the technological 

advancement became a boon to it. Coca Cola Australia had a celebration of a year and released a Business and 

Sustainability Report of 2016 (story-based marketing, again NLP, a subtle anchoring technique), hailing the 

company as being unique; in it, there is a brief history of how Coca Cola evolved and stood the tough competition 

of times by showing the attractive picture and videos and description. By presenting interesting stories, it grabbed 

the attention, gained customer’s mind involved and got past the noise.  

The next step is that they set the carrier waves for market messages by means of catchy slogans and 

taglines: Delicious, Refreshing, Exhilarating, Invigorating (1886), Thirst knows no season (1922), The Pause that 

Refreshes (1929), Things go better with Coke (1956), I would like to buy the world a Coke (1971)  which became a 

massive TV campaign, Coke side of life (2006), Open Happiness (2009). In 1993, luminaries like Ken Stewart, the 

mastermind behind the iconic Coca Cola Polar Bears and Rob Reiner created the ads with Always Coca Cola, and 

the jingle became an instant classic. It’s the Real Thing, Coke Adds Life, Have a Coke and a Smile are some hits. 

Very softly yet powerfully, this technique magnifies the influences through the maps and frames present in 

the minds of the prospects. It frames up the situation and the context to communicate and then moves our minds in 

the direction that they want us to move. As NLP doesn’t limit itself to a visual world that we inhabit but involves 

symbolic and emotional meanings befitting that culture (this in turn encouraged study in Sociology, Media Studies, 

Semiotics and Psychology), this Company applied it. The following pictures show the ad in different countries across 

                   
Coca cola in: USA 1978      Pakistan 2018            China 2019           Australia 2019       Japan 2019 

different periods after the NLP started to thrive in the field. 

In their marketing strategy, the Company made a thorough use of NLP technique; in the above picture, 

while holiday campaigning in 1978 in the US, there was an appetizing and mouth-watering sandwich spread with 

Coca Cola bottle by its side and the tagline How to liven up the day after the holiday too! This was a strategy to 

position the soft drink as year-round refreshment in the USA in spite of the fact that the drink, best served cold, 

isn’t what most would reach for during the holidays. The benefit is twofold: get people drinking a cold beverage 

during winter, while reaping the rewards of holiday spending. It worked tremendously well and there was no 

lagging of sales with the brand always on board without missing out the holiday too. The tagline Share a Coke 

with… is strategically placed as if to say share with your dear one and then, share with Pakistan which is just under 

it; and then prominently rowed up Coca Colas. 

In 2018, the ad was aired in Pakistan by catching up their patriotic fervor, by making use of green color 

that is prominent to them in their flag symbolizing the Muslim majority with a white stripe representing the religious 

minorities; the word PAKISTAN in white across that green is parallel to the Islamic white Crescent and the 5-

pointed star against the green color. 
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China’s marketing strategy for Coca Cola was successful in getting engaged with the target audience of its 

young. It surpassed over the years, from bottle labels featuring people’s names to song lyrics, movie quotes and 

Olympic themed campaigns, and now it has tapped into the things that the young there love and care about. The 

campaign rolled out with a packaging that appealed to the Chinese youth by adopting the codes and symbols they 

use to communicate. Instead of borrowing the icons that are already present, the Company in China went deeper 

and found an authentic connection with them by speaking their language. This has helped the brand snare the 

second position in the sparkling soft drink category, behind Sprite. 

In Australia, the public is aware of brand logo tattoos, symbolizing a world of permanent product 

placement. To bring home the idea that people’s connection with Coca Cola is more than skin deep, two men with 

tattoos on their arms are shown, without showing their faces. This means that irrespective of what you are, if you 

are an Australian, you get a skin deep intimacy and attachment with Coke. 

Coca Cola has produced some of its most unusual and sought-after bottles in Japan over the years, with 

the locals and visitors scrambling to get their hands on all the limited-edition varieties, especially the regional 

exclusive seasonal packaging. It brought out fall leaf designs in autumn and cherry bottles in spring as seen in the 

above picture. It featured the festive celebratory element in white, red and gold colors adorned with a variety of 

plum blossoms, the Japan traditional New Year decoration.  

The glossy, white brightly colored finish serves to resemble the exquisite cloth of a kimono, the Japanese 

traditional wear. No wonder, it’s called the Japanese Kimono Bottle! Japan has been going through a clear drinks 

boom with every drink from coffee to tea to non-alcoholic beer shaking the market with different hues. So Coca 

Cola made its foray into the clear drink field with a clear new Coke anchored by Japanese actress, singer and 

model, Haruka Ayase. The choice of a positive anchor resulted in a successful, result-proof outcome, winning the 

endorsement of the prospects. 

In all these advertisements, whether seasonal or holiday-neutral, the approach to the message that the 

advertiser communicates matters. The company’s success graph is due to its message being emotive, empathic 

and appealing to the culture where it is anchored – from the uber-holiday enthusiast to the die-hard cynic. This is 

done based on the receptivity of the prospect at the other end. The company becomes the map maker and map 

editor while marketing. By being very effective, they create new maps in the mind by sensory organs, ‘ear (audio) 

and the eye (visual)’, when there’s no receptivity, update old maps for those who are receptive and create new 

linkages to the existing maps. In these advertisements, they have triumphed in reframing the context and the 

content, making the French author, Marcel Proust’s statement The real magic of discovery lies not in seeking new 

landscapes, but in having new eyes true. 
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