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Abstract

This investigation is about the English language in Swedish TV-commercials. The 
investigation shows that there are commercials in Sweden that involve other languages than 
Swedish. The languages found in this study apart from Swedish were English, Italian and 
German. The results show that the most common language was Swedish, which was used in 
405 (96.4%) of the 420 commercial spots of which the data consists. In 57.6% of the 
commercials Swedish was the only language that was used compared to the 3.6% spots which 
only included English. Swedish was used together with English, Italian or German in 159 
commercials. There were 168 ads which contained some form of English, as the only 
language or together with Swedish. The results show that there was no major difference 
regarding the time when the commercials containing only Swedish were broadcast. The same 
conclusion could be drawn for the commercials which contained Swedish together with 
English. The commercials which only included English were broadcast most frequently in the 
morning and at night. In conclusion, Swedish was the language used to the greatest extent. 
Furthermore,  English appeared in nearly 50% of the commercials even though it was only 
used exclusively in a few ads.

Keywords: Swedish TV-commercials, English in commercials, code-switching, 
globalization

Sammanfattning på svenska

Den här undersökningen handlar om användningen av engelska i svensk tv-reklam. 
Undersökningen visar att det finns reklam i Sverige som använder sig av andra språk än 
svenska. De språk som användes utöver svenska var engelska, italienska och tyska. 
Resultaten visar att det språk som användes mest var svenska, som användes i 405 (96.4%) 
av de 420 reklaminslag som utgör datan. I 57.6% av reklaminslagen var svenska det enda 
språket som användes jämfört med de 3.6% som endast innehöll engelska. Svenska användes 
tillsammans med engelska, italienska eller tyska i 159 reklaminslag. Totalt innehöll 168 
reklaminslag engelska i någon form, som enda språk eller tillsammans med svenska. 
Resultaten visar att det inte var någon större skillnad på vid vilken tidpunkt reklam på enbart 
svenska sändes. Samma slutsats gick att dra för de reklaminslag som innehöll svenska 
tillsammans med engelska. Reklam som endast innehöll engelska i någon form sändes mest 
frekvent i tidsintervall ett och tre, det vill säga på morgonen och på kvällen. 
Sammanfattningsvis var svenska det språk som användes mest. Engelska däremot, användes 
i nästan 50% av reklaminslagen även om det endast användes på egen hand i några få inslag.

Nyckelord: svensk tv-reklam, engelska i reklam, tvåspråkighet, global engelska
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1. Introduction

In contemporary society advertising is a part of daily life, and Swedish society is no 

exception. One sees it on billboards, in magazines, in newspapers, on television, on the 

mobile phone, on the internet, and on packages; there are advertisements more or less 

everywhere one looks (Willebrand 2012:4-5). The kind of advertisement that is of interest for 

this study is TV-commercials. The most obvious language to use in these kinds of 

commercials in Sweden would be Swedish. Nevertheless, different languages are used in 

commercials broadcast in Sweden, foremost English.

English is used in commercials as a consequence of globalization, which means that 

companies are becoming international and therefore need to advertise their products in 

countries all over the world. To facilitate advertising, companies often use bilingual 

advertisements, containing the native language of the country together with English. The 

reason for this is that the advertising company wants to reach out to a wider spread of 

consumers (Gupta 2007:2). Today the language with the most impact on the Swedish 

language is English (Königsson & Hrakhouskaya 2010:2), which might be explained by the 

fact that English is the new Lingua Franca1 (Puntoni et al. 2009:4).

Even though this study will not examine people's attitudes to advertising in English, it 

is worth mentioning that there are inhabitants in Sweden who speak English fluently and 

therefore do not notice the English language use in commercials. What language is used, on 

the other hand, is a problem and an issue for people who do not speak English. Many elderly 

people, many immigrants and many children do not speak English. Due to the lack of 

knowledge of the English language these people do not understand these commercials in 

Sweden because they do not master English.

1.1 Aims

The main aim of the present study is to see to what extent other languages than Swedish are 

used in Swedish TV-commercials. It is also of interest to see if there are TV-commercials 

where only Swedish is used. If English is used, is it in the spoken parts of the commercial, in 

the printed text or perhaps in the lyrics of a song? Are other languages than Swedish and 

English used? Does the extent to which the different languages are used differ depending on 

when the commercials are broadcast, i.e., are mixed-language commercials aimed at a 

different group of viewers than commercials in Swedish only?

Hence the main question is:

1 For the definition of Lingua Franca see section 2.1.
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 To what extent are other languages than Swedish used in TV-commercials?

The subquestions that will be addressed are the following:

 Which spoken and which printed language is used in the commercials?

 If a song accompanies the commercial, in what language are the lyrics?

 Are the different languages used with the same frequency in different time intervals of 

the day?

The material on which this investigation is based is TV-commercials broadcast on channel 3 

and 4 on Swedish television on weekdays between 8-9 am, 3-4 pm and 9-10 pm.

2. Background

This section gives a survey of previous research that is of importance for this study, and 

defines concepts that one has to have in mind when investigating the language in 

advertisements. The most important reason why English is used to the extent that it is in 

Swedish TV-commercials is the unique position English has in the world today. This is dealt 

with in section 2.1. Section 2.2 presents terminology of importance for the present study, 

namely the difference between code-switching and borrowing/adoption. The background 

continues with section 2.3 which is a survey of empirical studies of language use in 

advertising. Section 2.4, reasons for using English in advertisements, deals with an area that 

this study will not investigate, but which is nevertheless of interest. Section 2.5 will end the 

background by discussing some of the positive and negative effects of using English in 

advertising in countries where English is not the official language.

2.1 English as a global language

Lingua Franca is a term that refers to a language that is used between people who have 

different native tongues in order to facilitate communication (Mesthrie et al. 2009:489). As 

mentioned in section 1, today's lingua franca is English, since it is the common language used 

all over the world. English is used in many different areas, from international business to 

music and the internet (Puntoni et al. 2009:4). Lindblom (2013:78-79) presents statistics 

indicating that approximately 380 million people have English as their native language. In 

countries where English is an official language but not a native language, 150-300 million 

people use it. In countries where English is a second language (L2) or a foreign language, it is 

used by 100-1000 million people.

When one talks about countries in which English is used, the framework Concentric 

Circles Model proposed by Kachru (1988:3-8) is useful. This model contains three different 
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circles: the Inner Circle, the Outer Circle and the Extending Circle. Countries in the inner 

circle make use of English as their first language (e.g. Australia and the U.S); for those in the 

outer circle, English is a second language (e.g. India and Singapore) and in the extending 

circle, English is used as a foreign or as an additional language (e.g. China and Japan). Since 

the circles were presented more than 25 years ago there have been some changes. McArthur 

(1998:100) presented the circles in 1998, with the names the Inner circle, the Outer circle 

and the Expanding circle, i.e the name for the last circle has changed from the extending 

circle to the expanding circle.

Hult (2010) says in his study Swedish Television as a Mechanism for Language 

Planning and Policy that the majority of L2 used on SVT2 is English. English-speaking 

countries accounted for approximately 60% of the programming in the years 2001-2008 

(2010:168). The fact that programs from English speaking countries are the most common 

among L2 programs might not come as a surprise since the English language has such high 

status in Sweden (Hult 2010:169).

2.2 Borrowing/adoption vs. code-switching

Borrowing and adoption are concepts which are important for this study, as they refer to the 

process whereby words from other languages are incorporated into a language. Stålhammar 

(2004:85) explains that one reason for changes in the vocabulary is the need for new words 

due to changes in society. According to Haspelmath (2009:36) and Mesthrie et al. 

(2009:243) the term borrowing stands for a copying process, where people adopt words from 

foreign languages into their recipient language, “a technical term for the incorporation of an 

item from one language into another” (Mesthrie et al. 2009:243). Mesthrie et al. (2009:243) 

clarify that borrowings can be whole words, sounds or grammatical elements. A more 

accurate term than borrowing is adoption, since a word that is once borrowed into the 

recipient language is not intended to be returned to the donor3 language, even though it still 

exists there (Haspelmath 2009:36, Mesthrie et al. 2009:243).

Examples of words adopted from Swedish into English are fartlek, gravlax, 

lingonberry, ombudsman and smorgasbord.4 These words have been adopted and adapted 

to the English language. Adoption is often done with an adaptation to the recipient language 

in terms of morphology, phonology, syntax and even meaning (Novak 2000). An example of 

this is lingonberry which derives from the Swedish word lingon.

It is important to distinguish between borrowing/adoption and code-switching, since 

they are often used in the same context (Urge 2010:5-6). As mentioned above, the terms 

2 SVT is an abbreviation for Sveriges Television, Swedish Television, which is a national public-
service company containing TV1 and TV2 on Swedish TV.

3 The donor language is the language from which the loanword is taken (Haspelmath 2009:37).
4 Oxford English Dictionary online.
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borrowing and adoption refer to words that are adopted from a donor language into a 

recipient language, and consequently they become a part of both languages' vocabulary. The 

term code-switching, on the other hand, refers to a situation where two languages are used 

alternately (Gupta 2007:6). Urge (2010) explains code-switching as when a bilingual person 

uses two or more languages in the same setting, or even in the same utterance. There are two 

types of code-switching: intra-sentential code-switching and inter-sentential code-

switching. The first term is used for code-switching in which words or phrases from another 

language are mixed in an utterance. The second type, inter-sentential code-switching, is used 

when a whole utterance is in a different language (Urge 2010:5). In the examples below, (1) is 

an example of inter-sentential code-switching, and (2) shows intra-sentential code-switching 

(from Urge, 2010:13-14):

(1) Fan. This is actually not the least bit successful. 
(Damn. This is actually not the least bit successful)

(2) Okay, okay, let's do it. But I don't wanna hear any bloody gnälling or wining: I'm blöt, I'm 
cold, I wanna go in… 
(okay, okay, let's do it. But I don't wanna hear any bloody wining or wining: I'm wet, I'm 

cold, I wanna go in…)

2.3 Empirical studies on language use in advertising

The media field where the impact of English is felt the most is advertising. There is no major 

difference in which country studies are made since all over the world English is used more or 

less (Puntoni et al. 2009:4). As mentioned above (see section 2.1) the framework Concentric 

Circles Model is helpful when analysing the use of English in the world. Gupta (2007) speaks 

about countries in the Expanding circle. These countries use English as a foreign language 

(EFL). In these countries, English is used to mediate a modern feeling about a specific 

company (2007:3). In her study in Germany, Piller (2000:278) claims that English is 

preferable when a company wants to make a modern impression.

Research on emotions in relation to language use has been done by Puntoni et al. 

(2009). In their 2009 study, they examined the emotional consequences of using a foreign 

language in advertising. Their study contained five different experiments concerning 

emotions in relation to the language of the commercial. Their results showed that the 

consumers felt more emotional about printed information in their native language than in 

their second language. The researchers drew the conclusion that these results are connected 

to the frequency with which the words had been experienced before in contexts of the native 

and the second language (2009:3).

The emotions English advertising evokes might be of interest since English is used so 

frequently. Puntoni et al. (2009) give an example of the Netherlands, where more than 40% 

of the TV-commercials contain at least one English word (2009:4). This brings us to the 
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study done by Gupta (2007), who discusses the use of code-mixing in bilingual advertising in 

India. She states that code-mixing is often used in India due to the population speaking 

different languages. Code-mixing in advertising enables the producers to reach a wider 

spread of consumers since people speaking both languages can understand some parts. If the 

company decides to use only one language only persons speaking this particular language 

would understand the ad (2007:2). Another reason for code-mixing, which not only Gupta 

but also Piller talks about, is that different languages are used to evoke different feelings and 

to relate to different stereotypes that are associated with the different languages (Gupta 

2007:10, Piller 2000:277).

Piller (2000) did a study in Germany on the language used in TV-commercials. She 

analysed 658 commercials in 74 different commercial breaks in February 1999. 265 of the 

commercials were collected during daytime (11am-7pm) and the rest, 393, were collected in 

the evening (7-11pm). She used 11 different TV channels and the commercial breaks were 1-6 

minutes long; each break contained up to 18 commercials (2000:264-266). Of the 658 ads, 

483 (73.4%) contained a second language (L2), which leaves only 175 ads (26.6%) containing 

only German (Piller 2000:267). The L2 that was used in the majority of the cases where there 

was another language was English (Piller 2000:266). Her results show that the type of L2 

feature that predominated was the brand name only, in as many as 227 ads (34.5%). This was 

not unexpected since the brand name is the most important feature of an ad, according to 

Piller (2000:267).

Another category of interest is the one she refers to as “mixed ads”, which deals with 

commercials containing code-switching. As many as 210 ads (31.9%) contained code-

switching. One example of code-switching in written language was found in a commercial for 

Sprite. The spoken part was in German and the written part was in English. The commercial 

contained the written sentence “Sprite is a registered trademark of the Coca-Cola Company” 

(2000:270-272).

Piller (2000:268-274) analysed several different factors in the commercials, of which 

one was the setting. Her results showed that 20 ads (3%) were clearly set abroad, even 

though it was never acknowledged in the commercial. Some of them were travel ads which 

were set in Tunisia and Southeast Asia. Another L2 besides English which was used in a song 

in one commercial was Italian. She also found some ads where the spoken language was 

German, but with another accent, i.e. Greek, Spanish, French, Italian and Swedish. There was 

an ad where the spoken language was Russian, which had German subtitles. This commercial 

was filmed as if it was a movie (Alfa Romeo). This ad did not only use Russian and German, 

but also Italian in the slogan for the brand.

Summarising Piller’s results for ads which only consisted of a foreign language, it was 

possible to see that the ones that were used the most were English, French and Italian. 
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However there were as many as six other languages in the commercials: Frisian, Spanish, 

Swedish, Russian, Greek and Japanese (Piller 2000:276).

2.4 Reasons for using English in advertising

The present study looks at language use in Swedish TV-commercials and will not be able to 

investigate viewers' reactions to commercials containing more than one language. 

Nevertheless, it might still be interesting to learn about what previous research has found. 

Königsson and Hrakhouskaya (2010) did a study on reactions to commercials containing 

more than one language. They refer to a study done in Taiwan about how consumers 

experienced advertisements containing English and Mandarin Chinese. The study showed 

that the consumers perceived the mixed advertisements as international, more professional, 

modern and more eye-catching than native language ads (2010:6).

Another reason for using English in advertising, mentioned in the introduction, is 

globalisation. Companies that advertise all over the world often use bilingual advertisement 

to reach out to a wider spread of consumers (Gupta 2007:2). The reason for using English 

could also be to be able to associate a brand with a celebrity (Gupta 2007:10). Last but not 

least, the use of English in commercials has to do with the cost of advertising. If the company 

uses mainly English in the commercials, they can easily adapt them to different countries by 

changing for example the subtitles or add a speaker voice. If, on the contrary, they make a 

new commercial for each country they advertise in, they need to make many different 

commercials which would be more expensive (Königsson & Hrakhouskaya 2010:1, Lindblom 

2013:77, Gerritsen & van Meurs 2013:86).

2.5 English as a threat to the native language

Königsson and Hrakhouskaya (2010) concluded in their study that extensive use of English, 

or any other language, can be a menace to the national language. The more English is seen in 

Swedish society the more it is used (2010:3). There are English words that are hard to adapt 

to the Swedish language system in terms of spelling and pronunciation. This problem might 

contribute to English words replacing Swedish words. This means that English can be a 

threat to Swedish, especially if one considers the favourable attitudes towards English among 

the Swedish youth (Königsson & Hrakhouskaya 2010:3).

As a consequence of the increased use of English, communication problems have 

arisen. Examples of such communication problems are misunderstandings, 

misinterpretations and lack of understanding. Even though many Swedes speak English 

these are issues for those who do not. Königsson and Hrakhouskaya (2010:1) also found that 
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using a language which part of the population might not understand could cause consumers 

to misinterpret the message, or worse, not understand it at all.

In a study done by Hsu (2008) on language use in advertising in Taiwan, it was found 

that people paid less attention to commercials containing English. However, the reason for 

this was the extensive lack of ability of English among the Taiwanese (2008:177-180). In 

relation to this fact Königsson and Hrakhouskaya (2010) found that too much use of English 

might be experienced as negative for native consumers (2010:5) and that native consumers 

might see the use of English as disrespectful towards their culture (Königsson & 

Hrakhouskaya 2010:4).

The increased use of English has caused part of the Swedish population to develop 

negative feelings towards the English language (Königsson & Hrakhouskaya 2010:3). There 

are people who might feel that English is used too much inside the Swedish culture. On the 

other hand, Königsson & Hrakhouskaya (2010:3) point out that nowadays English is seen as 

a “cool” language among some groups of people.

Crystal (2008:704) discusses the problem of a global language. He points to the same 

problem as Königsson and Hrakhouskaya (2010) noted that a global language such as 

English might be a threat to other native languages. He explains that a language cannot 

become a global language by itself; the speakers have to make it a global language. The 

language can either be made the official language of a country, or it can be made a priority as 

a foreign language taught in school. English is not only a language used as an official 

language in many countries, it is also the language most countries have as their priority 

foreign language (2008:695-696).

Together with benefits come drawbacks, and a global language is no exception. 

Crystal (2008:703-707) raises the potential dangers: linguistic power, linguistic complacency 

and linguistic death. Linguistic power could make people less powerful if they do not master 

the global language, and linguistic complacency can make people feel that there is no need to 

learn another language if they speak the global language. The worst case scenario would be 

linguistic death. This is something that could happen if the global language expanded and 

made minority languages disappear. However, he concludes that whether a language suffers 

language death or not has to do with the politics and the economy in the countries in which 

the minority languages are spoken (Crystal 2008:708).

To sum up the background section, the conclusion that English is an important and 

widespread language can be drawn. English is used as a result of globalization and because 

companies need to advertise in different countries. The spread of English has its benefits, but 

it can also backfire. Although the use of English enables people all around the world to 

understand the same commercial, there is on the other hand a possibility that too extensive 

use of English might contribute to language death. Another disadvantage is that there are 
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people who do not understand English and therefore cannot understand some of the TV-

commercials broadcast in their native country.

3. Methods and material

The aim of this study was to investigate to what extent languages other than Swedish are used 

in Swedish TV-commercials. It was also of interest to see which spoken and which printed 

languages were used in the commercials, and to see what language companies used for the 

lyrics, if the ad was accompanied by a song.

Section 3.1 presents the material, 3.2 explains the method that was used in the 

investigation, and 3.3 gives information on how the distinction between borrowing and code-

switching was determined. 3.4 presents the delimitations of the study.

3.1 Material

There are several different channels on Swedish Television that could be investigated, but 

since this investigation had to be limited, the choice was made to use commercials from 

channel 3 and 4 as the primary material. These two channels were chosen because they 

broadcast many different kinds of programs and they are aimed at a general audience. Even 

though the data was collected during a short period of time, these two channels appeared to 

be able to give a representative data. Because this study does not include a comparison 

between weekdays and weekends, the commercials were only recorded on weekdays. It was of 

interest to compare two different channels during different times of the day to see if language 

use differed depending on when the commercial was broadcast.

In total, the investigation is based on six hours of broadcasts from each of the two 

channels. The material was collected from channel 3 on March 25th and on April 25th. On both 

days the commercials were collected between 8-9am, 3-4pm and 9-10pm. The material from 

channel 4 was collected on March 26th, on April 22nd and on May 2nd. On March 26th the data 

was collected between 8-9am, 3-4pm and 9-10pm. On April 22nd the commercials were 

collected between 9-10pm, and on May 2nd between 8-9am and 3-4pm. The decision to collect 

data during three different time intervals of the day was made because the channels 

broadcast different kinds of programs depending on whether it is morning, afternoon or 

night. Because of this there might be a difference in language use in the commercials since 

the shows may be targeted at different groups of viewers.

The collected data showed that the amount of time spent on commercials every hour 

ranged between 12-19 minutes. Channel 3 broadcast a total of 197 commercials (see Table 1) 
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of which 141 were different (see Table 2). On channel 4 there was a total of 211 commercials 

(see Table 1), of which 168 were different (see Table 2).

Table 1. The spread of commercials.
Channel 3 Channel 4 Total

Commercials8-9am 51 76 127
Commercials 3-4pm 63 75 138
Commercials 9-10pm 83 60 143
Total number of commercial spots 197 211 408

Table 1 presents the total number of commercials broadcast in the different time 

intervals and on the different channels. If a commercial was broadcast more than one time, 

each time was counted.

Table 2. The spread of different commercials.

Channel 3 Channel 4 Total

Different commercials 8-9am 31 63 94

Different commercials 3-4pm 50 56 106

Different commercials 9-10pm 60 49 109

Total number of different spots 141 168 309

Table 2 shows the number of different commercials, i.e. commercials were only 

counted once per time interval and channel even though it might have appeared several 

times. However, if the same commercial was broadcast, for example, in the morning and in 

the evening on TV3, this ad would count as two different spots. Therefore the same 

commercial might be seen as different spots depending on when and on what channel it was 

broadcast. It could also be that the commercial was recorded in the same time interval but on 

different channels and also in this case it was counted as two different spots even though it 

was the same commercial (see Appendix 1).

Table 3. The spread of commercial breaks during both days.

Channel 3 Channel 4 Total

Number of breaks 8-9am 8 8 16

Number of breaks 3-4pm 6 6 12

Number of breaks 9-10pm 6 9 15

Total number of breaks 20 23 43

Table 3 presents the average number of breaks for each time interval and for each 

channel. As for channel 3 the average number of commercials per break is 9.95 per hour. The 

same range for channel 4 is 9.26 per hour. The commercials were spread over 3-4 breaks per 

hour on TV3 and on 3-5 breaks per hour on TV4.
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Table 4. Average spread of commercials in each break.

Channel 3 Channel 4 Average

Commercials per break 8-9am 7.75 8 7.88

Commercials per break 3-4pm 10 13 11.5

Commercials per break 9-10pm 12.83 7.89 10.36

Average number of commercials in each break 9.95 9.26 9.6

In Table 4 the numbers display the average number of commercials during each 

commercial break. There is one number for each time interval on each channel. This is the 

average number for the two occasions on which the material from each channel was collected.

3.2 Quantification of results

The six hours of television broadcasts on which this study is based were recorded on an Ipad 

and then the files were transferred to a computer. Having the commercials on the computer 

made it possible to watch them an unlimited number of times, and also to pause and rewind 

them as much as necessary.

An excel spread sheet was prepared, with the following headlines: company name, 

spoken language, printed language, lyrics, channel, time of day and number of times 

broadcast. The next step was to watch the commercials and insert the data into the 

document. Every commercial spot got its own line. The abbreviations E, S, S/E, S/German 

and S sub. were used in the spread sheet to represent English, Swedish, Swedish and 

English, Swedish and German and Swedish subtitles. A commercial for Toyota might be 

given as an example of how the abbreviations were used. In the first cell the name of the 

company, Toyota, was written, in the second one an S was inserted because the spoken 

language was Swedish. In the third cell S/E was written, because there was both Swedish and 

English printed text in the commercial. In cell number four an E was inserted because the 

lyrics of the song were in English. In cell five number 3 was written because the channel on 

which the commercial was broadcast was TV3. In the sixth cell number 2 was inserted to 

indicate that the commercial was broadcast during the second interval, i.e. 3-4pm. The choice 

was made not to write any number in the last cell if the commercial was only broadcast once. 

A number was only inserted if the commercial appeared more than once on the same channel 

and in the same time interval. Due to this choice the last cell is empty in this particular case 

because the commercial was only broadcast once. This system was used for all the 

commercials.

The second step was to see if there were any commercials that were broadcast twice 

during the same interval and on the same channel. If there were, they were merged into one 

10



entry and the number 2 was written in the 7th cell, number of times broadcast. The 

commercial for Synsam is a good example (see table 5). This commercial was actually 

broadcast five times, but it has four entries in the document. As mentioned before, each entry 

represents an interval on channel 3 or channel 4. The commercial for Synsam was on TV3 

during the intervals 2 and 3 and on TV4 during the intervals 1 and 2. Furthermore, the 

commercial was broadcast twice in interval 1 on TV4. Therefore this entry has number 2 in 

the 7th column. This gives the commercial for Synsam four entries, i.e. the commercial is 

counted as four different ones. The reason for structuring it like this is that the data is 

displayed according to in which time interval and on which channel it was broadcast. To be 

able to present the commercial for Synsam in the right cells it has to be divided up this way, 

since it has to be accounted for in two different time intervals on two different channels.

3.3 Qualitative analysis of results

In the analysis of the commercials on Swedish television it was also of interest to examine 

whether code-switching was used in the ads. It became clear that code-switching could take 

place in different ways. The most obvious case can be illustrated by the speech of an actress 

in a commercial for the food store chain Coop. The girl was shopping and thinking about 

things in her life. Her thoughts were presented with a voice-over in Swedish. Every now and 

then the girl used English words or expressions along with Swedish words: “Det känns så 

sjukt jävla strange att kunna...” “Här är det ingen som hälsar på strangers.” “Kanske lite 

toiletpaper också.” “Så himla Swedish asså.”5  This commercial is an example of intra-

sentential code-switching in the spoken language. In the results the term I will use is intra-

medium code-switching6 since the code-switching takes place within one medium of the 

commercial.

Another way of using this type of code-switching was to use two languages in the 

printed text in the commercial. One example of this is the commercial for the toothbrush 

Jordan: “Jordan shiny white. Whitening strån. Polerande AirPad. Dokumenterat vitare 

tänder. Vit, vitare, vitast.7 Jordan, Love your teeth.” There were also commercials which 

contained two languages in different parts of the spoken language. A commercial for 

5 Translation: ”It feels so damn strange to be able to...” ”Here there is no one  who says hi to 
strangers.” ”Maybe some toiletpaper as well.” ”That is so Swedish.”

6 The term was suggested by my supervisor.
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ComHem included this type of code-switch. This company used Swedish for the spoken 

language at one point and English for the spoken language at another point. In this 

commercial it was two different persons who spoke in Swedish and in English.

Finally, I will follow Piller (2000) and also use the term code-switching when different 

languages are used in the different modes (as well as in the lyrics). The commercial for the 

makeup store Kicks is an example of this. This commercial used Swedish for the spoken 

language and English for the printed text. Another example is the telephone company 3 

whose commercial had English spoken language and Swedish printed text. I will refer to this 

type of code-switching as inter-medium code-switching.8

It was necessary to distinguish between code-switching and adoption for the language 

in the commercials. In case the language in the commercials contained a foreign word which 

appeared in the Swedish Academy's dictionary, this was counted as adoption, and 

consequently such commercials were not counted as containing code-switching. I.e. the 

difference between code-switching and adoption was that code-switching included words that 

were not in the Swedish Academy's dictionary and therefore not part of the Swedish 

language, while adopted words were seen as Swedish words. In Table 6 are some examples of 

adoption and code-switching.

Table 6. Adoption vs. Code-switching

Adoption Code-switching

Odds ”Så sjukt jävla strange...”

Megabit Army byxor

Makeup ”Kanske lite toiletpaper...”

Start-kit ”Så himla Swedish...”

Caféset ”Streama film...”

3.4 Delimitations

In an earlier study done by Piller (2000) the brand name and the setting were included in the 

analysis. This investigation does not focus on these two features. The reason for not analysing 

the brand name is that in some cases it appeared to be very difficult to decide which language 

the name came from. One example is Cervera, whose name does not have roots in any 

registered language.9

7 Translation: ”Whitening straws. Polishing AirPad. Documented whiter teeth. White, whiter, 
whitest.”

8 The term was suggested by my supervisor.

9 This was concluded after searching for the word cervera on the Oxford English Dictionary through 
the internet page of the library at Karlstad University. 
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The choice not to include the setting was simply that this present study is 

investigating the language use in commercials, and the setting has nothing to do with 

language.

4. Analysis and results

This section presents the analysis and the results of the present study. Section 4.1 presents a 

survey of the results. 4.2 accounts for the commercials which contained intermedium code-

switching, which means that the commercial includes one language in, for example, the 

spoken part and another language in the printed text. 4.3 presents the commercials which 

contained intra-medium code-switching, i.e. these commercials include two languages in, for 

example, the spoken language. The analysis ends with 4.4 where there is a summary of the 

results.

4.1 Survey of results

This section presents the overall results of the present study. There is a total of 420 

commercials (see Table 7) in the collected data. These commercials are divided up into six 

categories according to whether they are in Swedish or English exclusively, if they contain 

Swedish and English, Swedish and Italian or Swedish and German, or no language.

Table 7. Language(s) used in the commercials (overall). (Commercials occurring only once in each time interval 
on each channel.)

Language(s) TV3
morning
N              %

TV3
afternoon
N              %

TV3
night
N              %

TV4
morning
N              %

TV4
afternoon
N              %

TV4
night
N              %

Totals

N                 %

Swedish only 29 35 47 46 49 36 242 57.6

English only 2 2 9 1 - 1 15 3.6

Swedish & English 17 25 35 29 24 23 153 36.4

Swedish & Italian - 1 2 1 - - 4 1.5

Swedish & German - 1 - - - 1 2 0.6

No language - - 1 - - - 1 0.2

Total 48 11.4 62 14.8 91 21.7 76 18 73 17.4 70 16.7 420 99.910

The results show that there are 242 (57.6%) commercials which only contain Swedish 

and 15 which only include English. Of the latter, there are eight different ones. 13 of the 15 

commercials were broadcast on TV3 and the remaining two were on TV4. There are 153 

commercials which are in Swedish and English, four in Swedish and Italian and two in 

10 After the numbers were calculated they were rounded to the closest decimal. Therefore the total 
percentage might not be 100. This was done with all the numbers further on.
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Swedish and German, i.e. 159 ads with Swedish together with another language. There is one 

commercial which does not contain any language. This commercial was produced by the 

clothing store Lindex. Comparing this data to Puntoni et al. (2009) one can see that the 

results are more or less the same as for the frequency of English in the commercials. The 

results of the present study show that 168 (40.0%) of the commercials have some part in 

English. This can be compared to the conclusion drawn by Puntoni et al. (2009:4) which is 

that English is used in more than 40% of the commercials in the Netherlands.

As for the different languages during different time intervals of the day, the result is 

that there were commercials containing Swedish, English, Italian and German on both 

channels. Both TV3 and TV4 broadcast mostly commercials containing Swedish only, which 

is to be expected since the Swedish only commercials dominated in general. However, TV3 

broadcast 13 of the 15 English only commercials. This means that only two of these 

commercials were broadcast on TV4. TV3 is also the channel that broadcast the majority of 

the commercials with Italian. As many as three of the four commercials containing Swedish 

and Italian  were on TV3. The ads with Swedish and German are divided equally between the 

two channels with one commercial on each.

Of the 420 commercials 201 (47.9%) were broadcast on TV3 and 219 (52.1%) on TV4. 

This means that there is only a very slight difference in the number of commercials 

broadcast. However, there are a few differences when it comes to the language used in the 

different time intervals. On channel 3 there are no major differences in the use of Swedish 

only commercials in the morning, afternoon and evening. However, what one could see is 

that there is an increase in the use of mixed ads containing Swedish and English, i.e. there are 

more mixed language ads in the evening than in the morning. Interesting is that there are 

fewer commercials in English only in the afternoon than in the morning, but more such ads 

in the evening. The three commercials that include Italian were broadcast twice in the 

evening and once in the afternoon.

TV4 broadcast two English only commercials, one in the morning and one in the 

evening. The ad containing Swedish and Italian was broadcast in the morning, which is the 

opposite of the situation for TV3. Furthermore, the commercial that contained Swedish and 

German was broadcast in the third time interval on TV4.

The results show that other languages than Swedish were used in nearly half of the 

commercials. This conclusion could be drawn for both TV3 and TV4 even though channel 4 

broadcast Swedish only commercials with a higher frequency than channel 3. After the 

analysis of the commercials in general the ads were divided up into subcategories according 

to what language/s was/were used in the spoken parts, the printed text and the song lyrics. 

Table 8 presents the division of the spoken language in the commercials. Altogether, there 

are four categories: Swedish only, English only, Swedish and English and Swedish and 
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German. There are 326 commercials which only contain Swedish speech, while there are 20 

ads that only contain English speech. Only 25 commercials make use of both Swedish and 

English for the spoken language, i.e. 6.7%, and one commercial uses Swedish and German.

The commercials that only have Swedish speech were broadcast almost equally often 

throughout the day on both channels. One difference that can be observed in Table 8 is that 

TV3 broadcast more English spoken ads in the evening than in the morning. Channel 3 

broadcast the highest number of mixed language ads in Swedish and English in the 

afternoon, compared to channel 4 where the number is roughly the same in the three time 

intervals. It might be that the TV-shows on TV3 during the afternoon are aimed at a target 

group with people who are supposed to know English. TV4 might be thinking that they have 

the same kind of viewers throughout the whole day.

Table 8. Language(s) in the spoken parts. (Total number of commercials including repeats.)

Language(s) TV3
morning
N              %

TV3
afternoon
N              %

TV3
night
N              %

TV4
morning
N              %

TV4
afternoon
N              %

TV4
night
N              %

Summary

N                 %

Swedish only 42 50 57 64 67 46 326 87.6

English only 1 4 9 3 2 1 20 5.4

Swedish & English 2 7 2 5 5 4 25 6.7

Swedish & German - - - - - 1 1 0.3

Total 45 12.1 61 16.4 68 18.3 72 19.3 74 19.9 52 14 372 100

When it comes to the language(s) used in the printed text, Table 9 shows that 281 

commercials use Swedish only and 42 use English only. As for the mixed ads, there are 35 

that use Swedish and English and two commercials that contain Swedish and German. The 

two commercials with German text are German car commercials, which explains their choice 

of making use of German.

If one compares the results for the spoken language and the results for the printed 

text the first thing one can observe is that there are more different languages in the printed 

text. The languages for the spoken parts are Swedish and English, while German appears 

together with these languages in the printed text. Furthermore, there are more Swedish only 

commercials in terms of the spoken language than in the printed text. English only and 

Swedish and English commercials are almost twice as frequent in terms of the printed text as 

in the spoken parts.

Table 9 shows that the two channels differ with regard to the language for the printed 

text. TV3 broadcast fewer ads with Swedish printed text in the morning than at night while 

TV4 broadcast more such ads in the morning than in the evening. However, both channels 

broadcast more mixed language commercials in Swedish and English printed text at night 

than in the morning. One example of code-switching in the printed text is the commercial for 
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the car company Toyota: “Toyota presenterar. Keep the spirit alive, den nya generationen 

RAV4, always a better way.”11 Another example is the commercial for Toffifee by the company 

Storck: “Storck, part of your world. ...man har så kul med toffifee!.”12 A final example is by 

Red Bull: “Welcome to the world of Red Bull. Red Bull ger dig vingar.”13

Table 9. Language(s) used in the printed text. (Total number of commercials including repeats.)

Language(s) TV3
morning
N              %

TV3
afternoon
N              %

TV3
night
N              %

TV4
morning
N              %

TV4
afternoon
N              %

TV4
night
N              %

Summary

N               %

Swedish only 39 41 51 60 54 36 281 78.1

English only 3 6 14 10 3 6 42 11.7

Swedish & English 2 5 9 3 8 8 35 9.7

Swedish & German - 1 - - - 1 2 0.6

Total 44 12.2 53 14.7 74 20.6 73 20.3 65 18.1 51 14.2 360 100.1

The third and last category covers the commercials that include a song with lyrics (see 

Table 10). There are 23 commercials which have songs with Swedish lyrics, and as many as 

85 which have songs with English lyrics. In addition, there are four commercials with a song 

with Italian lyrics. These last four were produced by the food companies Grandiosa and 

Nutella.

Table 10. Language(s) used in the lyrics. (Total number of commercials including repeats.)

Language(s) TV3
morning
N             %

TV3
afternoon
N             %

TV3
night
N             %

TV4
morning
N             %

TV4
afternoon
N             %

TV4
night
N             %

Summary

N                 %

Swedish only 4 5 4 6 2 2 23 20.5

English only 13 12 14 17 15 14 85 75.9

Italian only - 1 2 1 - - 4 3.6

Total 17 15.1 18 16.1 20 17.9 24 21.4 17 15.1 16 14.3 112 100

The first thing one can see when analysing Table 10 is that TV3 and TV4 have almost 

the same number of ads containing Swedish lyrics. On channel 3 they are equally spread over 

the day compared to channel 4 which broadcast more ads with Swedish lyrics in the morning 

than in the afternoon and night. Both channels have commercials with English lyrics which 

were broadcast with the same frequency in the three time intervals. As for the commercials 

containing Italian lyrics, there are a total of four ads, three of which were broadcast on TV3, 

two at night and one in the afternoon, and one in the morning on TV4.

11 Translation: ”Toyota presents. Keep the spirit alive, the new generation RAV4.”
12 Translation: ”...there is so much fun in toffifee!”
13 Translation: ”Red Bull gives you wings.”
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The results for the languages in the lyrics differ from the rest of the results. The 

language used the most for the song lyrics is English. This could be compared to the language 

used the most for the spoken language and for the printed text which is Swedish. The song 

lyrics is the only category that contains commercials with Italian.

4.2 Intermedium code-switching

This is the first of two sections on the mixed ads. In line with Piller (2000:270-272), mixed 

ads are commercials that include code-switching in some way. There are commercials that 

mix Swedish with another language in different modes, which will be referred to as 

intermedium code-switching. There are also commercials which code-switch between two 

languages in the same mode, i.e. intra-medium code-switching. The languages that were 

used, apart from Swedish, are English, Italian and German. This section presents the results 

of the commercials with intermedium code-switching.

The intermedium code-switching commercials presented in Table 12 contain three 

different languages: Swedish, English and Italian. These commercials were subdivided 

according to the language used: 1) Swedish is only used in the spoken language, 2) English is 

only used in the spoken language, 3) Swedish is only used in the printed text, 4) English is 

only used in the printed text, 5) Swedish is only used in the lyrics, 6) English is only used in 

the lyrics, 7) Italian is only used in the lyrics. Categories eight and nine present those 

commercials which include Swedish only or English only but in which each language is used 

in more than one mode. There are commercials that contain English only in the spoken 

language and in the printed text; in the spoken language and in the lyrics; and in the printed 

text and in the lyrics. Swedish only is used in the spoken language and in the printed text; in 

the printed text; and in the lyrics and in the three modes together: spoken language, printed 

text and in the lyrics.
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Table 11. Intermedium code-switching. (Two languages were used in all of these.)
Language(s) TV3

morning
N              %

TV3
afternoon
N              %

TV3
night
N              %

TV4
morning
N              %

TV4
afternoon
N              %

TV4
night
N              %

Summary

N              %

1. Spoken Swedish 5 12 13 9 11 11 61 12.8

2. Spoken English - 2 2 2 1 - 7 1.5

3. Printed Swedish 1 3 8 2 2 6 22 4.6

4. Printed English 2 2 6 6 - 2 18 3.8

5. Swedish lyrics - - 1 - - - 1 0.2

6. English  lyrics 12 8 6 13 14 10 57 11.9

7. Italian lyrics - 1 2 1 - - 4 0.4

8. Swedish in more 
than one mode

39 34 41 57 52 30 253 52.9

9. English in more 
than one mode

3 9 16 8 8 11 55 11.5

Total 62 13 71 14.9 95 19.9 98 20.5 88 18.4 70 14.6 478 100

As can be seen in Table 7 (see section 4.1) there are a total of 159 (37.9%) commercials 

that include more than one language, which is slightly higher than Piller's (2000:270-272) 

results which shows code-switching in 31.9%. The total number of mixed ads in Table 7 

differs from the numbers for mixed ads in Table 11, where the total number of mixed 

commercials is 478. The reason is that one commercial spot might be counted in more than 

one of the categories in Table 11. One commercial might for example have Swedish in the 

spoken language, and English for the song lyrics. Such an ad was counted in category one 

(spoken Swedish), but also in category six (English lyrics). As an example, take the 

commercial for the telephone company 3 (see Table 12). This commercial uses English only in 

the spoken language and is therefore included in the second category in Table 11. However, at 

the same time the ad uses Swedish for the printed text, which makes it part of the 3rd category 

in Table 11 as well.

Of the 478 commercials there were 61 commercials in which Swedish was exclusively 

used in the spoken language, compared to only seven commercials in which English was the 

spoken language. As for the printed text, there were 22 commercials where Swedish was used 

exclusively. The corresponding number for English was 18. The language in the lyrics is the 

most interesting part of the results. They show that there was only one mixed language 

commercial that had Swedish song lyrics, at the same time as there were as many as 57 that 

had song lyrics in English. This result shows that even if most of the commercials were 

18

Table 12. The commercial for 3.
Company name Spoken Printed Lyrics Channel Time interval Number of times broadcast
3 E S 4 2
3 E S 3 3



Swedish only ads (see Table 7) there are many companies that decide to use English songs. 

The fact that there were four commercials with Italian lyrics also shows that if the company 

decides to use Italian one profitable category is the lyrics. This last conclusion is something 

that Piller's (2000:268-274) results also show. She also found a commercial that used Italian 

in the song lyrics.

The last two categories illustrate that it is much more common to use Swedish in two 

or three categories in the same commercial compared to using it in only one. The results for 

the use of English differ in this respect. Only 55 commercials have English in two modes, 

while the number for Swedish is as high as 253. This fact also indicates that while the use of 

English is common, the main part of language in the commercials is Swedish.

The commercials where English is the spoken language were produced by three 

different companies: 3, Mars Incorporated and TELE2. Both 3 and TELE2 are telephone 

companies, while Mars Incorporated is a company that produces confectionery among other 

things. This specific commercial by Mars Incorporated promoted the chocolate bar Snickers.

The results of the present study clearly indicate that the language used the most after 

Swedish is English, which Piller (2000:266) also concluded in her study. However, she found 

that the languages used after English are French and Italian. In this study French never 

appears, but Italian and German do, which could be compared to Piller's (2000:276) study 

where Swedish is found among other languages.

4.3 Intra-medium code-switching

This section covers the second category of mixed ads. These are the ads where code-switching 

as it is usually defined occurred. They are divided up into four different groups: two groups of 

code-switching in spoken language (Swedish and English; Swedish and German), and two 

groups of code-switching in printed language (Swedish and English; Swedish and German).

There are a total of 63 ads (see Table 13) which use code-mixing in either the spoken 

or the written text. This occurs with three languages: Swedish, English and German. There 

are a total of 25 spots in which code-switching between Swedish and English occur, and there 

is no major difference as for in which interval the commercials were broadcast. One example 

of this is a commercial for the pub and restaurant Pitcher's. This commercial contains both 

Swedish and English spoken language, by the same voice, together with English in the 

printed text: “After a hard day's work its always nice to meet up with your friends and 

colleagues at the local pub for a good laugh and a refreshing beverage, eller som ni säger på 

svenska – After work. Welcome to Pitcher's – food drinks and friends.”14

There is also code-switching between Swedish and German in the spoken language. 

This occurrs in one commercials produced by Volkswagen. At the end of the commercial the 

14 Translation: ”...or as you say in Swedish – After work.”
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printed text “Volkswagen. Das auto.15” appears on the screen at the same time as a voice says 

the same.

Table 13. Intra-medium code-switching.

Language(s) TV3
morning
N              %

TV3
afternoon
N              %

TV3
night
N              %

TV4
morning
N              %

TV4
afternoon
N              %

TV4
night
N              %

Summary

N             %

Code-switch in the 
spoken language 
(Swedish & English)

2 7 2 5 5 4 25 39.7

Code-switch in the 
spoken language 
(Swedish & German)

- - - - - 1 1 1.6

Code-swith in the 
printed language 
(Swedish & English)

2 5 9 3 8 8 35 55.5

Code-switch in the 
printed language 
(Swedish & German)

- 1 - - - 1 2 3.2

Total 4 6.4 13 20.6 11 17.5 8 12.7 13 20.6 14 22.2 63 100

The second category, code-switching in the written language, has a total of 35 

commercials where the switch is between Swedish and English. Analysing the data one can 

see that these ads were shown with more frequency during the intervals 2 and 3. A 

commercial for the clothing chain store Lindex is an example of this. The text in this 

commercial reads: “Get the look – party perfect with Penélope Cruz. Essential elegance, 

klänning. Flower fantastic, klänning. Pretty perfect, klänning. Shop online at Lindex.com.” 

The main part of the text is in English, apart from the Swedish word klänning (dress) which 

is  in Swedish.

In the second category, there is code-switching between Swedish and German. This 

category only contains two commercials, both of which are car commercials. One 

commercial, produced by Opel, was broadcast on TV3 in the afternoon, and another ad, 

produced by Volkswagen, was broadcast on TV4 at night. Both of the companies are German, 

which might explain the choice of using German in the printed text. The commercial for Opel 

uses Swedish as the spoken language, and the printed text in the commercial contains a code-

switch between Swedish and German: “Tysk kvalitet I toppklass, 5 års garanti. 1.5% fast ränta 

i 3 år. Opel – Wir leben Autos.”16 In the commercial for Volkswagen the same pattern is used, 

i.e. Swedish in the spoken language and code-switching between Swedish and German in the 

15 Translation: ”Volkswagen – The car.”
16 Translation: ”German quality in top class, 5 years guarantee. 1.5% fixed rate for 3 years. Opel – 

We live cars.”
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printed text: “Volkswagen service, välj service lika noga som du väljer bil. Volkswagen. Das 

auto.”17

4.4 Summary of results

Through the analysis of the data it is possible to draw the conclusion that Swedish is the 

language used the most in the TV-commercials studied. Of the total of 420 commercial spots 

Swedish appeared in 401 (95.5%) of them. Swedish is the only language in 242 spots (57.6%) 

and is used together with English, Italian or German in 159 spots (37.9%). English appears in 

a total of 168 spots (40.0%), and is used in both the spoken language, the printed text and in 

the song lyrics.

The analysis of the different languages used in the different time intervals shows that 

there are no major differences as for when the commercials that contain Swedish only and 

those which contain both Swedish and English were broadcast. However, on TV4 the ads 

which contain English only were more frequent in the morning and at night than in the 

afternoon. On TV3 the English only ads were much more frequent in the evening than during 

the rest of the day.

The reason for using English only ads more frequently in the evening might be that 

the consumers that watch television at night have more knowledge of the English language. It 

might be that the programs broadcast in the evening are targeted at a consumer group that 

understand English. Since TV4 only broadcast two English only commercials no conclusion 

could be drawn for this channel. TV3 on the other hand, broadcast nine of the eleven ads in 

English at night compared to two in the morning and two in the afternoon.

5. Discussion

The results of this investigation show that English and other foreign languages are used in 

TV-commercials in Sweden throughout the day. As mentioned before, the results agree with 

those of Piller (2000) and Puntoni et al. (2009), which indicates high reliability and validity 

for the present study.

In 2.4 different reasons for using bilingual advertisements were presented. One of 

them is globalization. According to Gupta (2007:2) companies that advertise worldwide often 

choose to use bilingual advertisements. The reason for the use of these is simply that they 

reach out to more consumers than if they only use one language. This is something that the 

results of this study indicate, since a total of 159 spots (37.9%) use bilingual advertisements.

17 Translation: ”Volkswagen service, choose your service as carefully as you choose your car. 
Volkswagen – The car.”
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Earlier research (Gupta 2007:5,10, Lindblom 2013:77, Königsson & Hrakhouskaya 

2010:2) concluded that English is experienced as more international, modern and 

professional than other languages. They also concluded that English might be used as a tool 

for associating the brand to a celebrity. These conclusions might explain why for example 

TELE2 chooses to only use English in some of their commercials: they want to be seen as 

international and modern. However, in the data used in this study there is no commercial 

that uses English to associate the brand with a specific celebrity.

The results show that English was used in 40% of the commercials, alone or together 

with Swedish. These results can be compared to the ones Piller (2000) got: one can see that 

the use of English in TV-commercials is much more common in Germany than in Sweden. 

Her study shows that there is an L2 language in 73.4% of the commercials in her study, and 

there are only 26.6% of the spots that use German as the only language. However, she 

investigated the brand name of the companies as well. She found that an L2 language is used 

for the brand name only in 34.5%. This means that if one removes the statistics for the brand 

name only she has an L2 language in 48.9%. As for the mixed-ads which are 31.9% of the 

total number of commercials, these numbers would decrease as well. She found 6.4% of the 

commercials which include an L2 in the brand name and in the setting or the song. Her 

mixed-ads would therefore change to 25.5% (2000:267). These numbers are lower than the 

numbers for this study which are 37.9%.

5.2 Discussion of the method

When the method was selected the choice not to transcribe the commercials was made. This 

decision was made because it was unlikely that it would affect the results. Two channels 

during two days each were investigated. More channels during more days could have given 

other results. However, compared with other studies the selected number of days and 

channels appears to be enough to give representative data. The choice to exclude an analysis 

of the brand name of the companies was made because the study had to be delimitated. This 

decision might have affected the results since other research (Piller 2000) got a much higher 

percentage of foreign language use in the commercials because many brand names were 

foreign words.

One of the major problems that appeared during the study was the categorisation of 

the commercials. The fact that the same commercials might appear in more than one 

category might have affected the results. However, since the language use in commercials was 

to be investigated in terms of during what time of day they were broadcast they had to be 

divided according to the time interval and channel. 
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6. Conclusion
The present study has been done to answer the research questions (see section 1.1). It has 

shown that there were a total of 420 commercials, almost half of which had a foreign 

language. The languages used apart from Swedish were English, Italian and German. The 

results also showed that the languages used in the commercials for the spoken language were 

Swedish and English. The majority of the commercials used Swedish only as the spoken 

language, compared to only a few ads which used English only or Swedish and English. As for 

the printed language, Swedish was the language used to the greatest extent. However, English 

and German were also used in the printed text. Furthermore, the languages used for the 

lyrics were Swedish, English and Italian. This was the only category which was not dominated 

by Swedish. It is also possible to conclude that a foreign language was used in all the different 

categories: spoken language, printed text and lyrics. The analysis showed that the three 

different time intervals contained an equal amount of Swedish only ads and Swedish and 

English ads. However, TV3 broadcast a higher number of English only commercials than 

TV4. These commercials were seen the most at night.

The results of this study are similar to the results of Piller (2000) and Puntoni et al. 

(2009) even though Piller got a higher percentage for the use of foreign languages, 73.4%. 

However, her results were that high because she analysed the language of the brand name as 

well, which this study did not. This study may have produced different results if more than 

two channels had been analysed. Moreover it would have been more representative if 

commercials during weekends had been collected and analysed in addition to weekdays.

Since the present study focused on the language use in the commercials, it was not 

relevant to analyse the country of origin of the companies behind the commercials in the 

data. This is something that would be interesting for further research, to see if the companies 

that used English in their commercials were English. In addition to this it could be 

interesting to do a study focusing on the commercials produced by Swedish companies and 

investigate to what extent they use English in their ads. It would also be of interest to see 

what reasons they have for using English in their commercials. An investigation of the 

viewers' reactions to the language use in commercials is also something that would be 

interesting. The present study could be of interest for teachers and for the investigated 

companies and channels.
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Appendix
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Company name Spoken Printed Lyrics Channel Time interval Number of times broadcast
3 S/E S 4 1
3 E S 4 2
3 E S 3 3
AD bildelar S S 4 1
Agria djurförsäkring S S 4 1
Åhlens S S E 4 1
Åhlens S E 4 1 2
Airwick S S 4 1
Apollo E S/E + S. sub E 4 1
Arla S S 3 1
Arvika Hamnfest S S 4 3
Bad & Värme S S 4 2
Barnens Hus S S E 4 2
Batiste S S 3 1
Batiste S S 3 2
Bauhaus S S S 3 1
Bauhaus S 3 3
Bayer Garden S 4 3 2
Beckers S 4 1
Beijer byggmaterial S S 4 1 2
Beijer byggmaterial S S 4 2
Benders S S/E E 4 3
Bergsskolan.se S S 4 1
Bergsskolan.se S S 4 2 2
Betsafe.com E S/E 3 2
Betsafe.com S/E S/E 3 3
Betsson S S 3 2
Betsson S S 3 3
Bingo.com S S/E E 3 2
Bingo.com S S/E E 3 3
Bredbandsbolaget S S 3 1 3
Bregott S/E 3 3
Bubbleroom.se E S/E 4 2
Bubbleroom.se E S/E 4 3
Bygghemma.se S S 4 3
Byggmax S 3 1 2
Byggmax S S E 3 1 7
C-more S S/E 4 2
C-more S S/E 4 3 2
Canal Digital S S 4 2
Casumo.com S S 3 1
CDON.com S S E 4 1
CDON.com S E E 3 1
CDON.com S E E 3 2 2
CDON.com S S 3 3
Cervera S 4 3
Cheapy byggmaterial S S 4 2
Cheapy byggmaterial S S 4 3
Chilli S S 4 1
Citygross S S 4 1
Citygross S S 4 2
Clas Ohlson S S 3 1
Clas Ohlson S S 3 2
ComeOn.com S E 3 2
Comfort S S 4 1
ComHem S S 4 1
ComHem S/E S 3 2 2
ComHem S/E S S 3 2
ComHem S/E S 3 3
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Company name Spoken Printed Lyrics Channel Time interval Number of times broadcast
Comviq S S 3 1
Comviq S S 3 2
Comviq S S 3 3
Coop S S 4 1
Cubus S S E 4 3
Cubus S S 3 3 3
Däckia S S 4 2
Daloc S S 4 2
Darling-S.se S S E 3 1
Darling-S.se S S E 3 2
DeaAxelssons S S/E E 4 1
DeaAxelssons S S/E E 4 3
Delizie S 4 2
DinSko E E 3 2
DinSko E E 3 3 2
Dressmann S S E 4 1
Dressmann S S E 4 2
E-on.se S S 4 3
E-on.se S S 3 3
Ecco E 3 1 2
Ecco E 3 2
El Giganten S S 4 1
El Giganten S S 4 3
Elon S S 4 3
Elon S S 4 3
Em S S 3 1
Em S S 3 2
Em E E 3 3
Euromaster S S E 4 2
Euromaster S S E 4 2 2
Euromaster S S E 4 3
Färjestad Bk S S 4 1
Findus S S 3 1 2
Findus S S 3 2
Finish S S/E 4 2 2
Finish S/E S/E 4 2 2
Fiskars S 3 1 2
Flora S S 3 3
Flygresor.se S S 3 1
Flygresor.se S S 3 2
Folksam S S E 4 2
Folksam S S E 4 2
Folksam S 3 3
Footway.se S S 3 1
Forimp S E 4 1
Forimp S E 4 3
Garnier S S E 4 1
GB Glace S S 3 3
Gina Tricot E E 4 1
Gina Tricot S/E E 4 3 2
Göl S S 3 2 2
Göl S S 3 3 4
Grandiosa S S Italian 4 1
H&M S 3 1
H&M S 3 2
H&M S 3 3 3
Hemtex S S E 4 2
Hitta.se S S 3 2 2
Hitta.se S S 3 3
Hjärt Lungfonden S S 4 1 2
Hjärt Lungfonden S S 4 2
Ica S S S 4 1
Ica S S 4 1 2
Ica S S 3 3
Ica S S 3 3
Ica Kvantum S 4 2
If S S E 4 1
If S S E 3 2
Ikano Bank S S 3 1 2
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Company name Spoken Printed Lyrics Channel Time interval Number of times broadcast
IKEA S S 4 2 2
IKEA S E 4 3 2
IKEA S S 3 3
IKEA S E 3 3
Ipren S S S 3 3
Jack Daniel's E E 3 3
Järnia S S 4 1
Järnia S S 4 2
Jobbx.se S S 4 1 2
Jobbx.se S S 4 2
Jobbx.se S S 4 3
Jokk S S 4 3
Jordan S S/E 3 3
Jula S S 4 2
K-Rauta S S 4 1
K-Rauta S S 4 1
K-Rauta S S 3 2 3
Kålmården S E 4 2
Kappahl S/E E 4 1
Kappahl S/E E 4 2
Kärcher S E 4 1
Kellogg's S S E 3 3
Kicks S E 4 1
Kjell&Company S S 4 3
Klipster S S 3 1
Klipster S S 3 2
Klipster S S 3 3
Kungsängen S S 4 1
Kungsängen S S 4 2
Kungsängen S S 4 3
Länsförsäkringar S S 3 1 2
Länsförsäkringar S S 3 3
LaRedoute.se S 3 2 3
Latitude 55 S E 3 3 3
Lendo.se S S 3 1
Lendo.se S S 3 2
Lendo.se S S 3 3
Linas Matkasse S S 4 1
Linas Matkasse S S 4 2 2
Lindahls S S 3 3
Lindex E S/E E 3 3 2
Lindex E E 3 3 4
Lindex 3 3
Lindt S S 3 3
Lyko.se S S 3 2
Lyko.se S S 3 3
Malaco S S 4 1
Malaco S S 4 2
Maria.com S S/E E 3 3
MAX S S 3 2 2
MAX S S 3 3
Maxfactor S/E E 4 3
Maybelline New York S 3 3 6
Mazda S/E S 3 1
McDonald's S 4 2 3
McDonald's S 4 3 2
Media Markt S S 4 1
Media Markt S S 4 2
Media Markt S S 4 2
Mekonomen S S S 4 1
Memira S S 4 1
Momondo.se S/E S 3 1
Movehome.se S 4 2 3
Movehome.se S 4 3 2
MQ E 4 3
Mr. Green S E 3 2
Nasonex S S 3 3
Net1 S S 4 1
Net1 S S 4 2 2
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Company name Spoken Printed Lyrics Channel Time interval Number of times broadcast
Net1 S S 4 3
NetonNet S S 4 1
NetonNet S S 3 1
NetonNet S S 3 2
NetonNet S S 3 3
NewWaveProfile S S/E 4 2
Nicorette S S 3 2
Nilfisk S S E 4 2 2
Nordicbet S S 3 2
Nutella S S Italian 3 2
Nutella S S Italian 3 3 2
Opel S S/German 3 2
Oral-B S S 4 3
Oral-B S S E 4 3
Pamol S S 4 2
Pantene Pro-V S S E 4 3
Pekås S S S 4 1
Pekås S S S 4 2 2
Pekås S S S 4 3
Pepsodent S S 3 2
Pepsodent S S 3 3
Peugeot S S/E 4 3
Pitcher's S/E E 4 1 4
Pitcher's S/E E 4 2 3
Pitcher's S/E E 4 3 3
Plantagen S S 4 2
Plantagen S S 4 3
Pokerstars.se S S 3 3
Postkodlotteriet.se S S 4 2
Postkodlotteriet.se S S 4 3
Proactiv S/E S 3 2 3
Proactiv S/E S/E + S. sub 3 2
RedBull E S/E 3 1
Riksgälden S S 4 3
Risifrutti S S 3 3
RoyalDesign.se S S 3 1
Rusta S S E 4 1 2
Säfflebåtar S S/E 3 1
Säfflebåtar S S/E 3 2
Säfflebåtar S S/E 3 3
Samsung S E 4 1
Samsung S E 3 2
Samsung S E 3 3
SAS S S 4 3
Schwarzkopf S E 3 3 2
Sensodyne S S 4 2
SF S S 4 3
Shopping4net.se S S E 3 1 2
Shopping4net.se S S E 3 2 2
Siba S S 3 1
Siba S S 3 2
Silja Line S S 4 1
Silja Line S S 3 3
Sleepo.se S S 4 2
Snickers E S sub. 3 2
Snickers E S sub. 3 3
Sony S E E 3 2
Spp S S 4 3
St1 S S 3 1 4
Statoil S S 4 2
Statoil S S 4 3
Stiga S S E 4 1
Stiga S S E 4 2
Storck E S 3 3
Storck S S/E 3 3
Sv fastighetsförmedling S 4 1
Sv fastighetsförmedling S S 4 2
Sv Postkodlotteriet S S 4 1
Sv Postkodlotteriet S S 4 2
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Company name Spoken Printed Lyrics Channel Time interval Number of times broadcast
Svenskalotter.com S S 3 2
SvenskaSpel S 4 3
SvenskaSpel S S 3 3
Synoptik S S 4 1 3
Synoptik S S 3 3
Synsam S S E 4 1 2
Synsam S S E 4 2
Synsam S S E 3 2
Synsam S S E 3 3
TELE2 E S 4 1
TELE2 E S 4 1
TELE2 E S 3 2
TELE2 E E 3 3
Toyota S S/E E 3 2
Trio Reserva S 3 3
Trivago.se S S 3 2
TryggHansa S S 4 1
Unibet S S S 3 2
Unionen S S 4 3
Valio S S 4 2
Vanish S S 4 2 2
Värmlandschark S S 4 1
Värmlandschark S S 4 2
Vattenfall S S 4 3
Venus S S E 4 1
Venus S S E 4 2
Venus S S E 4 3
Vianor S 3 2 3
Viaplay S S E 3 1 2
Viaplay S S E 3 2
Viaplay S S E 3 3
ViktVäktarna S S E 4 1
ViktVäktarna S S E 4 3
Vinnarum.se S 4 2 3
Vinnarum.se S 4 3 4
VitaeLab S S 4 1 2
VitaeLab S S 4 2 2
Volkswagen S/German S/German 4 3
Volvo S E 4 3 2
Whiskas S E 4 1
Willab Garden S S 4 1
Willab Garden S S 4 3
Yes S S 4 1
Yoplait S S 4 1
Zalando.se S S E 3 3
Zalando.se S S 3 3 2
Zoega's S S 3 2


