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Abstract

This research examines the use of personal pronouns in advertising language from major US news magazines from the viewpoint of social context. Studies in the past have tended to concentrate primarily on grammatical, textual and rhetorical aspects while most of the time ignoring the social aspect.
    Data collected from major US news magazines are analyzed. Advertisements are divided according to the products advertised. Personal pronouns in these advertisements are further categorized by their nature such as the person they are of and the case they are in.

The result from the data analysis indicates that there is a discrepancy in the frequency of different personal pronouns in advertising language. Different kinds of product show different frequency in the use of personal pronouns in general and in particular. It is indicated that plural forms of personal pronouns are used more often than their singular counterparts. Both the categories of the personal pronouns and the kind of advertisements affect the use of personal pronouns.
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Introduction

Advertising language has its own features. One of its characteristics lies in the use of pronouns, especially those that concern people. Here is an example: “I want my own business.” What do you want? The power of the Pyramid can help get you there. (Newsweek, October 17, 2005) The advertisement first tries to draw people’s attention by using pronouns in first person, and then it uses “you” to express its concern about the customers to attract the readers’ affection. This differs very much from pronouns used in context such as essay-writing or argumentation. 

Since the advertisers take factors such as the nature of the product and target segmentation into consideration when they are creating an advertisement, the form of pronoun using, as a part of the advertising language, may reflect how social background has its impact on the choice of language during the advertisement production. 

It is hoped that this primary research can reveal whether there is any pattern in the use of pronouns in magazine advertising. It is also hoped that this study can help us better understand how context may affect the form of advertising language. 

Part One Literature Review
1.1 Overview

A pronoun is an identifying word used instead of a noun and inflected in the same way nouns are. (Robbs, 2005) Pronouns can be categorized into personal pronouns, possessive pronouns, reciprocal pronouns, reflexive pronouns and so on. There are three cases of personal pronouns: nominative case, objective case and possessive case. Personal pronouns have singular and plural forms. (Aaron, 1997)

There are many discussions in literature on pronouns. However, only a few of them touch upon the use of pronouns in advertising language. 

Some people (Samaru, 2001) studied pronouns used in ungrammatical ways in printing media.  Pronouns’ apparent lack of referent is discouraged and avoided in natural language, but it may make a lot of sense in advertising language. Samaru believes that there are two reasons. On the one hand, the absence of referent can draw different interpretations from readers. It opens up the door for readers to substitute various entities into the referent position. On the other hand, a text with an apparent lack of an antecedent referent would make the reader think and ponder longer, which would add to the memorability of the product and the effectiveness of the advertisement. Thus, this pattern of rule-breaking is very valuable and beneficial to the realm of advertising as it helps advertisers achieve their goal of marketing a product as one that is desirable. (Samaru, 2001)

Some researches applied Kuno’s empathy theory in the study of pronouns. (Di, 1996) According to Kuno’s syntactic principle, the pronouns that get higher empathy value have the priority to stand out in a sentence than other pronouns. Based on Kuno’s studies, some people proposed three rules: case empathy hierarchy, person empathy hierarchy and lexical status empathy hierarchy. These three principles showed that the case, person and lexical status of pronouns may cause different levels of empathy effects. According to the modesty maxim of the politeness principle (Leech, 1983), the value of “I” and “we” should be placed after other pronouns out of modesty. Therefore, one could draw the conclusion that “you” as a second personal pronoun has the highest empathy value on most occasions. Some people suggest that in advertising “the most common personal pronoun is you”. (Rannu, 1998)  Such a claim comes simply out of observation, though.

Others such as Brown and Gilman studied the plural and single pronouns. (see Fasold, 1990) Plural pronouns like “we”, “us”, “our”, “they”, “them”, and “their”, for example, have the function of suggesting group or institutional authority. Those pronouns are called the pronouns of power. Like pronouns of power, the pronouns of solidarity refer to those used to create a sense of closeness and camaraderie with the readers. Although no literature had been found using Brown and Gilman’s pronouns of power and solidarity theory to study pronouns in advertising language, their theory could also be applied to explain the different effects plural and single pronouns have on readers in advertising language. 
1.2 Problems with previous studies

The previous studies have studied pronouns through grammatical, textual and rhetorical aspects. These studies cannot explain all aspects of use of pronouns in advertising. For example, the research in rule-breaking pronouns could not tell us how the rule-obeying pronouns work. Empathy theory explains why “you” is used more often in advertising but fails to illustrate the reason why there are exceptions and sometimes the advertisements avoid using personal pronouns. 

In a word, most of these researches ignored how the social context will affect the use of pronouns. Since advertisers consider both the character of their products and the interests of their customers when advertising, the social context of the advertising language may be an important factor other than grammar rules in the use of pronouns. 

Bahktin’s theory mainly concerns the interaction between the social context and the speaker. According to Bakhtin (1929), the meaning of language is best explained in the social context. The speaker always considers the listener’s background of apperception. Therefore, the social context of advertisement may be taken into consideration. 

According to marketing management, different products, or services, may have different segmentations of market. The products or services themselves may lead to different levels of involvement decision makings. High-involvement purchases include those involving high expenditure or personal risk – for example buying a house, a car or making investments. Low involvement purchases (e.g. buying a soft drink, choosing some breakfast cereals in the supermarket) have very simple evaluation processes. Therefore, there are high-involvement and low-involvement decision making in the product pursuit (Wells et al., 1998). Thus, the following variables will be mainly studied in this research: Type of advertisements, decision making, and the use of pronouns (divided according to different cases, personal and plural or single and limited to personal pronouns and possessive pronouns). This kind of division is based on the social context of advertisement. In the following study, we may apply Bahktin’s theory to further explain the use of pronouns in advertising language.

Part Two Methodology
2.1 Research questions

The present study attempts to seek answers to the following research questions:

1. How are pronouns, especially personal and possessive pronouns used in news magazine advertising language? 
1) Are pronouns frequently used? 

2) Are any pronouns used more often than others?

2. Do different types of advertisements use pronouns differently?

A. Are there differences among different types of advertisements (mainly service promoting type and product promoting type) in the use of pronouns?

1) Do different types of ads use different kinds of pronouns?

2) Do the pronouns used by different types of ads differ quantitatively?

3) If there is any difference, why?

B. Is there is any pattern of pronouns use in advertising language? Are there exceptional uses? If so, how can there be interpreted?

2.2 Data Collection

The subjects of this study were advertisements from the following:
Time, November 7, 2005 (55 items) 

      Time, December 5, 2005 (51 items)

      U.S. New& World Report, October 10, 2005 (21 items)

      U.S. New& World Report, October 24, 2005 (28 items)

      Newsweek, October 10, 2005 (30 items) 

      Newsweek, October 17, 2005 (34 items)

Time, U.S. New& World Report, and Newsweek are among the top 25 magazines in the USA. (Wells et al., 1998) They are similar in most aspects: circulations, popularity and even the target readers. Therefore, the data collected can largely represent the major news magazines in the USA.

The magazines surveyed were the most recently published ones that could be found in the school library when the data collecting was in process. 
Since the display part is the most important element in print advertising (Wells et al., 1998), this research collected data only from the display part of the advertisements, which meant that the data were from headlines and subheads and other captions of the advertisements. This helped to save time and concentrate the research on the most important elements. 

In the process of data collection, personal pronouns used in the display part in the advertisements were counted for each item. These personal pronouns were later put into categories according to the rank of persons. Each item was also labeled in agreement with the kind of product or service it advertises. During the process, there were several pronouns occurring only very few times. These pronouns were not included in the data analysis. 

Finally, the frequency of different pronouns used in total, frequency of different pronouns used in different types of ads and pronouns used by different types of ads per item were calculated. 
A total of 209 items were collected. 

Table 1 Different types of advertisements
	Type 
	H 
	L 
	Total 

	S 
	112
	2
	114

	P
	72
	23
	95

	Total 
	184
	25
	209


(S=Service, P=Product, H=High-involvement Decision Making, L= Low-involvement Decision Making) 
114 of them were advertisements of service type and 95 of them were advertisements of product type.  184 of them involved high-involvement decision making and 25 involved low-involvement decision making. 
Part Three Results and Discussion 

3.1 Personal pronouns used in magazine advertising:

Personal and possessive pronouns are frequently and widely used. About 83% of the ads in these magazines use personal pronouns and possessive pronouns, and there are 137 pronouns used in the 88 ads, which means the use of an average of 1.56 pronouns per ad. Most of the various forms of personal pronouns are used except most of the pronouns in objective case (me/him/her). 
Table 2 Frequency of different pronouns used in total

	Category 
	Pronoun
	Frequency 
	Percentage 

	Second person
	(you)
	100
	20.62%
	61.45%


	
	You
	111
	22.89%
	

	
	Your
	87
	17.94%
	

	First person
	Singular
	I
	17
	3.51%
	  23.72%

	
	
	My
	9
	1.86%
	

	
	
	We
	43
	8.87%
	

	
	Plural
	Our
	34
	7.01%
	

	
	
	Us
	12
	2.47%
	

	Third person
	Singular
	she/he
	12
	2.47%
	14.85%


	
	
	her/his
	6
	1.24%
	

	
	
	It
	22
	4.54%
	

	
	Plural
	They
	22
	4.54%
	

	
	
	Them
	10
	2.06%
	


(Personal pronoun “you” is considered to be omitted in imperative sentence. Here it is also studied and labeled as (you). “Me”, “its”, “their”, “him” and “her” occur only once or twice in the data collection. Thus these items are not listed here.)  

As we could see in the table above, there is a distinction in the use of pronouns in different person.  The most frequently used pronouns are in second person. The imperative sentences are also used very often. This coincides with Kuno’s syntactic prom inane principle, specifically with the three rules: case empathy hierarchy, person empathy hierarchy and lexical status empathy hierarchy. 

However, it can also be explained like this if we look at it in a dialogical perspective. The speaker always considers what to say according to the listener’s social background: what kind of social value system he/she lives in. Here, it is very likely that the advertisers consider what is most valuable to the readers in advertising in order to persuade them. They choose pronouns that could relate most close to the readers’ interests. In general, since the second person pronouns address the readers, they are most frequently used.

3.2 The use of pronouns in different types of advertisements 

Since there are only two items of the S&L type, this research only compares the other three types. Look at Table 3 below.

Table 3.  Frequency of different pronouns used in different types of ads

	Category
	Pronoun
	S&H
	P&H
	P&L
	S&L

	Second person
	(you)
	56
	33
	10
	1

	
	You
	67
	42
	2
	

	
	Your
	42
	42
	3
	

	First person
	Singular
	I
	12
	4
	1
	

	
	
	My
	5
	4
	
	

	
	
	We
	27
	16
	
	

	
	Plural
	Our
	17
	14
	2
	1

	
	
	Us
	6
	5
	1
	

	Third person
	Singular
	she/he
	7
	3
	2
	

	
	
	her/his
	2
	4
	
	

	
	
	It
	8
	10
	4
	

	
	Plural
	They
	15
	5
	2
	

	
	
	Them
	5
	3
	2
	

	Frequency
	
	
	269
	185
	29
	2

	
	
	
	
	214
	

	Items
	
	
	112
	72
	23
	2

	
	
	
	
	95
	

	Pronouns used per item
	2.4
	2.57
	1.26
	1

	
	
	2.25
	


Table 4. Percentage of pronouns used in different types of advertisements

	Category
	S&H
	P&H
	P&L
	S&L

	Frequency

　（%）
	55.46
	38.14
	5.98
	0.41

	
	
	44.12
	　

	Items

　（%）
	53.59
	34.45
	11
	0.96

	
	
	45.45
	　


First, it is assumed that what the advertisements advertise, service or product, will affect the use of pronouns. The reason for this assumption may be that it is more difficult for the advertisers to convince the readers the service advertised is in high quality than it is the case when it comes to products advertised.  By using more pronouns, the advertisers draw a closer relationship with the customers, showing their honesty and their concern for the interests of the customers. When advertising products, the advertisers focus more on how to prove the products are in high quality. 

However, the data analysis turns out to show few differences the pronouns use in these two kinds of advertisements: 2.4 and 2.25 per item. It means the variable of the service or product advertised has little effect on the use of personal pronouns. 

The reason for this result may be that the researcher ignored the culture difference which is exactly of the most importance in dialogism. The researcher did not realize that in America people view receiving service as common as pursuing products. For example, Americans are quite used to choosing among different credit card company. The researcher wrongly applied the Chinese condition that most Chinese people still need persuasions to have credit card in this case. 

To some degree, this result actually shows the importance role social context plays in people’s expectation of what kind of personal pronouns are to be used in their advertisements. 

Second, as it is indicated from table 4, the pursuing of the service or product, high-involvement or low-involvement decision making, seems to affect the use of pronouns in general.  From the data collected, we can see advertisements of high-involvement decision making use more pronouns. An explanation may be that the high-involvement decision making products require more understanding of the product when perusing. The customers are more likely to buy a product if they feel they know a lot about it. The advertisers want to add more credit to the subject advertised by using more pronouns to get more affection from customers and emotional understanding of the image of the product besides emphasizing quality. 

It can be concluded that personal pronouns are used differently in advertisements according to how the customers are involved in the decision making.

3.3 Pronouns used in different types of advertisements

The results presented in table 5 are from data in table 3. Table 5 shows the pattern of pronouns used in advertising language:

Table 5. Pronouns used by different types of ads per item

	Category
	Pronoun
	S&H
	P&H
	P&L
	S&L

	Second person
	(you)
	0.5
	0.458
	0.435
	0.5

	
	you
	0.598
	0.583
	0.087
	

	
	your
	0.375
	0.583
	0.042
	

	First 

Person
	Singular
	I
	0.107
	0.056
	0.043
	

	
	
	my
	0.0446
	0.056
	
	

	
	Plural
	we
	0.241
	0.222
	
	

	
	
	our
	0.152
	0.194
	0.087
	0.5

	
	
	us
	0.054
	0.069
	0.043
	

	Third person
	Singular
	she/he
	0.0625
	0.042
	0.087
	

	
	
	her/his
	0.018
	0.056
	
	

	
	
	it
	0.071
	0.139
	0.174
	

	
	Plural
	they
	0.134
	0.069
	0.087
	

	
	
	them
	0.045
	0.042
	0.087
	


A. There is a discrepancy in the use of pronouns. “You”, “your” and imperative “you” are the most frequently used pronouns. “We”, “our” and “us” are the less frequently used pronouns. “It” “she”/”he”, “they”, “them”, “her”/ “his” and “my” are lest often used pronouns.

The reason why there is a discrepancy in the use of pronouns can be both explained by Kuno’s empathy theory and Bahktin’s theory that the advertisers try to give the readers an impression that they put the customers’ interest in the first place.

The three rules, case empathy hierarchy, person empathy hierarchy, and lexical status empathy hierarchy, fit well here. Pronouns in nominative case are applied more often than in objective case. There is also difference in the use of pronouns in different person. To show humility, pronouns in the first person are less used than those in the second person. 

According to Bahktin’s theory, the advertisers base advertisements on their understanding of what their readers want to see. As Bahktin had noted in his book, the emphasis of a sentence varies if we alter its structure on the condition of not changing its basic meaning. In advertising, the reason why the advertisers use pronouns in third person less is likely to be that they do not want to emphasize other’s interests than the readers’. Furthermore, the use of singular pronoun in first person may sound like a monolog.  It would not be efficient in communication. This probably best explains the reason why “I” is never used to address the advertiser but rather the advertisements sometimes let some famous and successful person to speak confidently with sentences such like “I like…” or “I think…” to persuade the customers. Therefore, they may address their customers more to show their concern for their benefits.

B. Plural forms of personal pronouns are used more often than their singular counterparts. For example: 

[1] We’re fighting an enemy we can’t see in a war that never ends. And we’re actually winning  Today’s medicines. Tomorrow’s miracles. (GlaxoSmithKline)  
Brown and Gilman’s pronouns of power and solidarity theory could be used to explain this. Plural forms of personal pronouns carry the function to show the speakers’ authority or the wiliness to unite together with the customers. 

The dialogism theoretic explanation may be that the advertisers attempt to understand the patients’ psychology. In this advertisement, “we” can both be understood as the medicine producer and the patients who suffer from the disease. When it is interpreted as the producers, it shows their power to make good medicines, and when it is interpreted as the patients and the producers, it means that the producers want to fight the disease together with the patients.

In their opinion, the patients are weak and helpless in the defeating of the disease. On the one hand, the patients know that they themselves should fight the “enemy” or they will lose their lives. On the other hand, the patients want to get someone that could help them. Probably out of such consideration, the advertisers choose the personal pronoun “we”.

C． There is an exception: when it comes to service or product involving low-involvement decision making, the most frequently used pronoun is imperative “you”, while “you” and “your” are comparatively less used.
Here are some examples:  

[2] Triumph over ordinary brushing. (Toothbrush with bristle power)

[3] Go out when others stay in. (Kamik footwear)

[4] Make every shot a PowerShot. (PowerShot Canon)
[5] CREATE YOUR OWN PENSION PLAN. ( MetLife)
The dialogism-based explanation will probably be that the producers want to impress the readers. People cannot exercise careful and effortful information processing of every message that they come upon. (Gresko et al, 1996) The advertisers produce the advertisements on the understanding the psychology of their readers. It is possible that they use imperative sentences to emphasize the actions more so that the readers feel as if they have done those things before and will be more likely to buy them when they encounter those products. What is more, these sentences give the readers a sense of the ability to control and will leave a positive impression on the readers.

There are also some cases that do not fit into the pattern.

Most of the items that omit pronouns are of P&L type. However, there are exceptions. Here are some examples that the use of pronouns do not fit into the pattern above.

[6] Life Insurance isn’t for the people who die. It’s for the people who live. (Life Insurance) (S&H)

[7] A generation as unique as this needs a new generation of personal financial planning. (Ameriprise Finanicial) (S&H)

[8] The power of partnership. Taking on the world’s toughest energy challenges. (exxonmobil) (P&H)

The first one is of S&H type. The advertiser does not use any pronouns here to address people out of politeness because it is taboo to address death to anyone.

In the second one, the advertiser avoids using “you” to be modest because it will cause repulsion if the advertisement says “you need a new generation of personal financial planning” as if the readers are not able to plan their finance. The third one is similar to the second one. 

The advertisers bear in their mind what kind of people their target customers are (Rich and successful people do not like others to tell what they need in the second example) and how the readers would react to the advertisements (It will cause disliking if death is related to oneself in the first example). In other words, the speaker considers the readers’ social background seriously as pointed out in Bakhtin’s theory.

Part Four Conclusion

This research mainly studies the personal pronouns used in advertisements from major news magazine. Mostly based on Bahktin’s theory, the study seeks to find the pattern of the personal pronouns used in advertisements. 
The study shows that there is a discrepancy in the use of pronouns. The differences in the personal pronouns are in line with the person or case they are in. Plural forms of personal pronouns are more often used than their singular forms. Pronouns are also influenced by the pursuit of different decision makings. Personal pronouns are more used in the case of high-involvement decision making, while imperative sentences in which “you” is omitted are still very often used. 

In conclusion, the use of pronouns in news magazines advertisements fits in with Bakhtin’s dialogism. It confirms that Bakhtin’s theory can be applied to the study of language phenomena like pronouns in advertising. 

What is more, the research has applied Bakhtin’s theory to explain phenomena that other theories have explained and also aspects that those theories have ignored. Therefore, Bakhtin’s theory can be used to analyze the use of pronouns in advertisements comprehensively. Besides, his theory may be extended to the studied in many areas of language as a social influence approach.

However, this research has its own weak points. The data are all from news magazines. The result may be dissimilar if we put advertisements from other kinds of magazines such as fashion magazines into survey. The result may be more different if subjects come from other ways of advertising such as TV and radio ones. This study has not taken the different customer groups into account. Further study may focus on other kinds of subjects and use other methods to divide the subjects so that it could also study the effects of the variables that the researcher overlooked. 
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Appendix

1. Data from Time, November 7, 2005

	Subject
	Type

(Service

/Product)

Idea
	High

/low-

involvement 

Decision 

Making
	Using 

You

/your
	Using

We

/our
	Using

Us
	Using

She

/her

He

/his
	Using

I

/My
	Using

It

/its
	Using

They

/their 
	Using

Her

Him
	Using

Them 

	1
	S
	H
	(You)

You 2 
	
	
	
	
	
	
	
	

	3
	S
	H
	(You)
	
	
	
	I ×2
	
	
	
	

	4
	S
	H
	
	
	
	
	
	
	
	
	Them×2

	5
	S
	H
	You 3

your
	
	
	
	
	
	
	
	

	8
	S
	H
	You 2
	We 
	
	
	
	
	They 
	
	

	9
	S
	L
	(You)
	Our 
	
	
	
	
	
	
	

	10
	S
	H
	You
	
	
	
	
	
	
	
	

	11
	S
	H
	You
	We 
	
	
	
	
	
	
	

	15
	S
	H
	You 
	
	Us
	
	
	
	
	
	

	16
	S
	H
	You
	we
	
	
	
	
	
	
	

	19
	S
	H
	Your 
	
	
	
	
	
	
	
	

	20
	S
	H
	
	
	
	
	
	
	
	
	

	23
	S
	H
	Your
	
	
	
	
	
	
	
	

	24
	S
	H
	Your2

you
	
	
	
	
	It 
	
	
	

	28
	S
	H
	
	
	
	
	
	
	
	
	

	29
	S
	H
	
	
	
	She
	
	
	
	
	

	30
	S
	H
	(you)
	
	
	
	
	
	
	
	

	34
	S
	H
	You 2
	We
	
	
	
	
	
	
	

	36
	S
	H
	
	Our
	
	
	
	
	
	
	

	37
	S
	H
	Your

You 
	
	
	
	
	
	
	
	

	40
	S
	H
	
	
	
	
	
	
	
	
	

	41
	S
	H
	Your
	
	
	
	
	
	
	
	

	42
	S
	H
	
	Our
	
	
	
	
	
	
	

	44
	S
	H
	You
	We 2
	
	
	
	
	
	
	

	45
	S
	H
	(you)

your
	
	
	
	
	
	
	
	

	52
	S
	H
	
	
	
	
	
	
	
	
	

	53
	S
	H
	You
	we
	
	
	
	
	They 
	
	

	54
	S
	
	(you)
	
	
	
	
	
	
	
	

	55
	S
	H
	You
	
	
	
	
	
	
	
	

	Total
	29


	H 27

L1 
	(you)6

You 14
Your7
	We6

Our3 
	Us1
	She1
	I1
	It 1
	They2
	
	Them1


	Subject
	Type

(Service

/Product)

Idea
	High

/low-

involvement 

Decision

Making
	Using You

/your
	Using

We

/our
	Using

Us
	Using

She

/her

He

/his
	Using

I

/My
	Using

It

/its
	Using

They

/their 
	Using

Her

Him
	Using

Them 

	2
	P
	H
	
	
	
	
	
	
	
	
	

	6
	P
	L
	
	
	
	
	
	
	
	
	

	7
	P
	H
	You×2 
	
	
	
	
	
	
	
	

	12
	P
	H
	
	
	
	
	
	
	
	
	

	13
	P
	H
	
	
	
	
	
	Its 
	
	
	

	14 
	P
	H
	
	
	
	
	
	
	
	
	

	17
	P
	H
	You
	
	
	He 
	
	
	
	
	

	18
	P
	H 
	
	
	
	
	I 
	
	
	
	

	21
	P
	H
	
	
	
	
	
	
	
	
	

	22
	P
	H
	your
	
	
	
	
	
	
	
	

	25
	P
	H
	
	
	
	
	
	
	
	
	

	26
	P
	H
	
	We 3
	
	
	
	
	
	
	

	27
	P
	H
	You

your
	
	
	
	
	
	
	
	

	31
	P
	H
	(you)
	our
	Us
	
	
	
	
	
	

	32
	P
	L
	(you)
	our
	Us 
	
	
	
	
	
	

	33
	P
	H
	you
	our
	Us
	
	
	
	
	
	

	35
	P
	H
	You
	
	
	
	
	
	
	
	

	38
	P
	H
	
	We
	
	
	
	
	
	
	

	39
	P
	H
	
	We 5
	
	
	
	
	
	
	

	43
	P
	H
	
	
	
	
	
	
	
	
	

	46
	P
	H
	
	
	
	
	My 2
	
	
	
	

	47
	P
	L
	(you)
	
	
	
	
	
	
	
	

	48
	P
	H
	(you)
	
	
	
	
	
	
	
	

	49
	P 
	L
	
	
	
	
	
	
	They
	
	

	50
	P
	H
	You 2
	Our
	
	
	my
	
	
	
	

	51
	P
	H
	Your 2
	our
	
	
	
	
	
	
	

	Total
	26


	H22  
L4
	(you)4

You 6

Your3 
	We 3

Our 5
	Us3
	He 1
	I1 my2 
	Its 1
	They1 
	
	


2. Data from Time, December 5, 2005 

	Subject
	Type  


	Using 

You
	Using

We
	Using

Us
	Using

She/

he
	Using

I 
	Using

It
	Using

They
	Using 

your
	Using

our
	Using

My 
	Using

Her/

his 
	Using

(you)

imperative
	Using

Them

Their 

	1
	P&H
	1
	2
	
	
	
	
	1
	1
	3
	
	
	
	

	2
	S&H
	1
	
	
	
	
	
	
	
	
	
	
	
	

	3
	P&H
	4
	
	
	
	
	1
	
	
	
	
	
	2
	

	4
	S&L
	
	
	
	1
	
	
	
	
	
	
	
	
	

	5
	S&H
	1
	
	
	
	
	
	
	
	
	
	
	
	

	6
	P&H
	
	
	
	
	
	
	
	
	
	
	
	1
	

	7
	S&H
	1
	
	
	
	
	
	
	1
	3
	
	
	
	

	8
	S&H
	
	
	
	
	
	
	
	
	
	
	
	1
	

	9
	S&H
	1
	2
	
	
	
	
	
	
	
	
	
	
	

	10
	P&H
	2
	1
	
	
	
	
	
	
	
	
	
	
	

	11
	P&H
	
	
	
	
	
	2
	1
	
	1
	
	
	
	1

	12 
	S&H
	
	
	
	
	
	
	
	1
	
	
	
	1
	

	13
	S&H
	
	
	
	
	
	
	3
	1
	
	
	
	1
	1 

	14
	P&H
	
	
	
	
	
	
	
	
	
	
	
	1
	

	15
	P&H
	
	
	
	
	
	
	
	
	
	
	
	
	

	16
	P&H
	1
	
	
	
	
	
	
	
	1
	
	
	
	1

	17
	P&H
	
	3
	
	
	
	
	
	
	
	
	
	
	

	18
	P&H
	
	1
	2
	
	
	2
	2
	
	
	
	
	
	

	19
	S&H
	
	
	
	
	
	
	
	
	
	
	
	1
	

	20
	P&H
	2
	1
	
	
	
	
	
	2
	
	
	
	
	

	21
	P&H
	1
	2
	
	
	
	1
	
	1
	1
	
	
	
	

	22
	S&H
	
	
	
	
	
	1
	
	1
	
	
	
	2
	

	23
	P&H
	2
	
	
	
	
	
	
	2
	
	
	
	1
	

	24
	S&H
	
	
	
	2
	1
	
	
	
	
	1
	2
	1
	2

	25
	P&H
	1
	
	
	
	3
	
	
	1
	
	1
	
	
	


	26
	S&H
	1
	1
	
	
	
	
	
	
	
	
	
	
	

	27
	P&H
	1
	
	
	
	
	
	
	2
	
	1
	
	1
	

	28
	S&H
	
	
	
	
	
	
	1
	
	
	
	
	
	

	29
	P&L
	
	
	
	1
	
	2
	
	
	
	
	
	1
	

	30
	S&H
	1
	
	
	
	
	
	
	1
	
	
	
	1
	

	31 
	P&H
	3
	
	
	1
	
	
	
	2
	
	
	1
	
	

	32
	S&H
	
	
	
	
	
	
	
	
	
	
	
	2
	

	33
	S&H
	
	
	
	1
	
	
	
	
	
	
	
	
	1

	34
	P&H
	
	
	
	
	
	
	
	
	
	
	
	1
	

	35
	S&H
	
	1
	
	
	
	
	
	1
	
	
	
	
	

	36
	S&H
	
	
	
	
	
	
	
	
	1
	
	
	
	

	37
	S&H
	
	
	
	
	
	
	
	
	
	
	
	1
	

	38
	P&H
	
	
	
	
	
	
	
	
	
	
	
	2
	

	39
	P&H
	
	
	
	
	
	
	
	1
	
	
	
	1
	

	40
	P&H
	
	2
	
	
	
	
	
	1
	1
	
	
	1
	

	41
	S&H
	
	
	
	
	
	
	
	3
	
	
	
	1
	

	42
	P&L
	
	
	
	
	
	
	
	1
	
	
	
	1
	

	43
	S&H
	1
	1
	
	
	
	
	
	
	
	
	
	
	

	44 
	P&H
	
	
	
	
	
	
	
	3
	
	
	
	
	

	45
	S&H
	
	
	
	
	
	
	
	1
	
	
	
	3
	

	46
	P&H
	
	
	
	
	
	
	1
	
	
	
	
	
	1

	47
	S&H
	
	
	
	
	
	
	
	
	
	
	
	3
	

	48
	S&H
	1
	
	
	
	
	
	
	1
	
	
	
	
	

	49
	P&H
	
	
	
	
	
	
	
	
	
	
	
	
	

	50
	P&H
	
	
	
	
	
	
	
	
	
	
	
	
	

	51
	S&H
	3
	
	
	
	
	
	
	
	
	
	
	1
	


3. Data from U.S. New& World Report, October 10, 2005

	Item
	Type

(Service

/Product)
	High

/low-

involvement 

Decision 

Making
	Using You

/your
	Using

We

/our
	Using

Us
	Using

She

/her

He

/his
	Using

I 
	Using

It

/its
	Using

They

/their 
	Using

Her

Him
	Using

Them 

	1
	P
	H
	(you)
	
	
	
	
	
	
	
	

	2
	P
	H
	
	We
	
	
	
	
	
	
	

	3
	P
	H
	
	
	
	Her
	
	
	
	
	

	6
	P
	H
	(you)
	
	
	
	
	
	
	
	

	9
	P
	H
	Your

(you)
	
	
	
	
	
	
	
	

	11
	P
	L
	(you)
	
	
	
	
	
	
	
	

	12
	P
	L
	
	
	
	
	
	It
	
	
	

	13
	P
	H
	(You)

you
	
	
	
	
	
	
	
	

	14
	P
	L
	(you)
	
	
	
	
	
	
	
	

	18
	P
	L
	(you)
	
	
	
	
	
	
	
	

	19
	P
	H
	You3

Your2
	
	
	
	
	
	
	
	

	Total
	11
	H 7 L4
	(you)7 you2

Your2
	We1
	
	Her1
	
	It 1
	
	
	

	4
	S
	H
	(you)
	
	
	
	
	
	
	
	

	5
	S
	H
	You

(you)

your
	
	
	
	
	
	
	
	

	7
	S
	H
	
	We2
	
	
	
	
	
	
	

	8
	S
	H
	
	
	
	
	
	
	
	
	

	10
	S
	H
	Your3
	
	
	
	
	
	
	
	

	15
	S
	H
	You 

your
	
	us
	
	
	
	
	
	

	16
	S
	H
	You
	
	
	
	
	
	
	
	

	17
	S
	H
	(You)
	
	
	
	
	
	
	
	

	20
	S
	H
	Your

(you)

you
	
	
	
	
	
	they
	
	

	21
	S
	H 
	you
	
	us
	
	
	
	
	
	

	Total 
	10
	H10
	You5

Your4

(you)4
	We1
	Us2
	
	
	
	They1
	
	 


4. Data from U.S. New& World Report, October 24, 2005

	Subject
	Type  


	Using 

You
	Using

We
	Using

Us
	Using

She/

he
	Using

I 
	Using

It
	Using

They
	Using 

your
	Using

our
	Using

My 
	Using

Her/

his 
	Using

(you)

imperative
	Using

Them

Their 

	1 
	S&H
	2
	
	
	
	6
	
	
	1
	
	2
	
	2
	

	2
	S&H
	
	
	
	
	
	
	
	
	
	
	
	
	

	3
	S&H
	1
	1
	1
	
	
	
	
	
	
	
	
	
	

	4
	S&H
	4    
	1
	
	
	
	1
	
	
	
	
	
	
	

	5
	S&H
	1
	
	
	
	
	
	
	1
	
	
	
	3
	

	6
	P&H
	
	
	
	
	
	
	
	2
	
	
	
	2
	

	7
	S&H
	
	
	
	
	
	
	
	
	1
	
	
	
	

	8
	S&H
	
	
	
	
	
	
	
	
	
	
	
	
	

	9
	P&H
	3
	
	
	1
	
	
	
	2
	
	
	1
	1
	

	10
	S&H
	2
	
	
	
	
	
	
	1
	
	
	
	
	

	11
	S&H
	
	
	
	
	
	
	
	2
	
	
	
	3
	

	12 
	P&H
	3
	
	
	
	
	
	
	4
	
	
	
	2
	

	13
	P&H
	
	
	
	
	
	
	
	
	
	
	
	
	

	14 
	S&H
	
	
	
	
	
	
	
	1
	3
	
	
	2
	

	15
	P&H
	
	
	
	
	
	
	
	
	
	
	
	
	

	16
	P&L
	
	
	
	
	
	
	
	
	
	
	
	
	

	17
	S&H
	
	1
	
	
	
	
	
	
	
	
	
	1
	

	18 
	S&H
	
	
	
	
	
	
	
	
	1
	
	
	1
	

	19
	P&L
	
	
	
	
	
	
	1
	
	
	
	
	
	them

	20
	S&H
	
	
	
	
	
	
	
	
	
	
	
	1
	

	21 
	S&H
	2
	
	
	
	2
	
	
	
	
	1
	
	
	

	22
	S&H
	1
	
	
	
	
	2
	
	
	
	
	
	1
	

	23
	P&H
	
	
	
	
	
	
	
	
	
	
	
	1
	

	24
	P&H
	1
	
	
	
	
	
	
	1
	
	
	
	
	

	25
	P&H
	1
	
	
	
	
	
	
	1
	
	
	
	
	

	26
	S&H
	
	
	
	
	
	
	
	
	
	
	
	1
	

	27
	S&H
	3
	3
	
	
	
	
	4
	2
	1
	
	
	
	Their 

	28
	P&L
	
	
	
	
	
	
	
	
	
	
	
	
	


5. Data from Newsweek, October 10, 2005

	Subject
	Type

(Service

/Product)
	High

/low-

involvement 

Decision 

Making
	Using 

You

/your
	Using

We

/our
	Using

Us
	Using

She

/her

He

/his
	Using

I 
	Using

It

/its
	Using

They

/their 
	Using

Her

Him
	Using

Them 

	1
	S
	H
	Your
	our
	
	
	
	
	
	
	

	3
	S
	H
	(You) 
	
	
	
	
	
	
	
	

	5
	S
	H
	
	
	Us
	
	
	
	
	
	

	8
	S
	H
	You 
	We 
	
	
	
	
	
	
	

	9
	S
	H
	
	
	
	
	
	It 
	
	
	

	10
	S
	H
	You
	We
	
	
	
	
	
	
	

	17
	S
	H
	You
	
	
	
	
	
	
	
	

	18
	S
	H
	Your
	
	
	She 
	I 
	
	
	
	

	19
	S
	H
	
	
	
	
	
	
	
	
	

	20
	S
	H
	Your3
	
	
	
	
	
	
	
	

	23
	S
	H
	
	
	
	
	
	
	
	
	

	28
	S
	H
	Your
	
	
	
	
	It 
	They 
	
	

	Total
	12


	12
	Your3  you3 

(you) 1
	We 2

Our 1
	Us1 
	She1 
	I 1
	It 2 
	They 2 
	
	

	2
	P
	L
	You

/your
	
	
	
	
	
	
	
	

	4
	P
	H
	
	
	
	
	
	It
	
	
	

	6
	P
	L
	
	
	
	
	
	
	
	
	

	7
	P
	H
	Your
	
	
	
	
	
	
	
	

	11
	P
	H
	
	
	
	Her 
	
	
	
	
	

	12
	P
	H
	
	
	
	
	I 
	
	
	
	

	13
	P
	H
	You

/your
	
	
	
	
	
	
	
	

	14
	P
	L
	(You)
	
	
	He
	
	
	
	
	

	15
	P
	H
	
	
	
	
	
	
	
	
	

	16
	P
	H
	Your
	
	
	
	
	
	
	
	

	21
	P
	L
	
	Our
	
	
	
	
	
	
	

	22
	P
	H
	(You)
	
	
	
	
	
	
	
	

	24
	P
	L
	
	
	
	
	
	
	
	
	

	25
	P
	L
	
	
	
	
	
	
	
	
	

	26
	P
	L
	
	
	
	
	
	
	They 
	
	Them 

	27
	P
	L
	You
	
	
	
	
	
	
	
	

	29
	P
	L
	
	
	
	
	
	It
	
	
	

	30
	P
	H
	
	
	
	
	
	It
	
	
	

	Total 
	18


	H 9

L 9 
	Your4 

You3

(you)2
	Our1 
	
	He1

Her1
	I1
	It 3
	They 1
	
	Them1


6. Data from Newsweek, October 17, 2005

	Subject
	Type  


	Using 

You
	Using

We
	Using

Us
	Using

She/

he
	Using

I 
	Using

It
	Using

They
	Using 

your
	Using

our
	Using

My 
	Using

Her/

his 
	Using

(you)


	Using

Them

	1. 
	P&H
	
	
	
	
	
	
	
	
	
	
	
	2
	

	2
	S&H
	2
	
	
	
	1
	
	
	
	
	1
	
	
	

	3
	S&H
	1
	
	
	
	
	
	
	
	
	
	
	
	

	4
	S&H
	1
	1
	
	
	
	
	
	1
	1
	
	
	
	

	5 
	S&H
	
	
	
	2
	
	
	
	
	
	
	
	
	

	6
	S&H
	1
	1
	1
	1
	
	
	1
	2
	
	
	
	2
	

	7
	S&H
	4
	1
	
	
	
	
	
	1
	
	
	
	
	

	8
	P&H
	1
	
	
	
	
	
	
	
	
	
	
	1
	

	9
	S&H
	
	
	
	
	
	
	
	
	
	
	
	
	

	10
	P&H
	
	
	
	
	
	
	
	
	
	
	
	1
	

	11
	P&L
	
	
	
	
	
	
	
	1
	
	
	
	2
	

	12
	S&H
	2
	1
	
	
	
	
	
	
	
	
	
	
	

	13
	S&H
	1
	
	
	
	
	
	
	
	
	
	
	
	

	14
	S&H
	1
	
	
	
	
	1
	1
	1
	
	
	
	1
	

	15
	S&H
	
	1
	
	
	
	
	
	
	
	
	
	2
	

	16
	P&H
	
	
	
	
	
	2
	
	1
	
	
	
	1
	

	17
	S&H
	
	
	
	
	
	
	
	
	
	
	
	1
	

	18
	P&H
	1
	
	1
	
	
	
	
	1
	3
	
	
	
	

	19
	P&H
	3
	
	
	
	
	
	
	4
	
	
	
	3
	

	20
	S&H
	
	
	
	
	
	
	
	
	
	
	
	
	

	21
	S&H
	1
	
	
	
	
	
	
	1
	
	
	
	
	

	22
	S&H
	
	
	
	
	
	
	
	
	
	
	
	
	

	23
	S&H
	1
	1
	
	
	
	
	
	
	2
	
	
	
	

	24
	P&H
	
	
	
	
	
	
	
	2
	
	
	
	
	

	25
	P&H
	2
	
	
	
	
	
	
	
	
	
	
	
	

	26
	S&H
	3
	
	
	
	
	
	
	1
	
	
	
	1
	

	27
	S&H
	
	
	
	
	
	
	
	1
	
	
	
	1
	

	28
	P&H
	
	
	
	
	
	
	
	
	
	
	
	
	

	29
	P&H
	
	
	
	
	
	
	
	
	
	
	
	
	

	30
	S&H
	1
	
	
	
	
	
	
	
	
	
	
	2
	

	31
	P&H
	
	
	
	
	
	
	
	
	
	
	
	
	

	32
	S&H
	
	
	
	
	
	
	
	
	
	
	
	2
	

	33
	S&H
	
	1
	
	
	
	
	
	
	1
	
	
	
	

	34
	P&H
	
	
	
	
	
	
	
	
	
	
	
	1
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