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Abstract 
The aim of this paper was to investigate what linguistic markers indicate that wedding 

magazines are written for women. The advertisements were divided into groups according to 

the target of the product advertized: targeted at women, at men and at both men and women. 

It was determined that the majority of the advertisements were aimed at women.  

 All the advertisements were checked for certain linguistic features: adverbs, 

evaluative and non- evaluative adjectives, gender marked words and titles. Since the material 

comprised very few advertisements targeted at men, the focus is on advertisements for women 

and advertisements targeted at both men and women.  

 The results of the study show that the language in the magazines confirms that they 

are aimed at women. Therefore, this paper can come to the conclusion that wedding magazines 

are for women, both in terms of language, which this paper investigated, pictures and the 

products advertised.   

 

Key words: advertising, gender, wedding magazines 
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1.  Introduction 

Differences between women and men is a popular area of research in many academic 

disciplines. This paper analyzes gender differences from a linguistic point of view, focusing on 

advertisements in wedding magazines from the United States of America. Traditionally it has 

been the woman who plans the wedding, but that tradition is changing slowly. So, are wedding 

magazines following this trend and aim their magazines at both men and women? On the 

front-page are headlines such as:  Find the perfect dress and How to get the great skin and 

hair, which indicate that wedding magazines still focus on a female audience. Thus a 

hypothesis was formulated that wedding magazines are written mainly for women and that this 

is also reflected in the language of advertisements. 

 Research on differences between male and female language has shown that women 

and men use language differently. For instance, according to Poynton (1989:60) adjectives can 

be considered either female or male. For example, the word emotional is considered to be 

associated with women and the word dominant is associated with men. Poynton divides 

adjectives into two different groups: evaluative and non-evaluative adjectives. Evaluative 

adjectives are those that include a component of judgment, whereas non-evaluative adjectives 

are words that do not, for example: colors and nationalities. Poynton (1989:60) claims that 

women use more evaluative adjectives then men.  

 According to Jespersen (1922 in Coates 2004:12) women use adverbs and certain 

adjectives more extensively. Furthermore, women tend to use high prestige form more than 

men do (Coates 2004:52).  This study concerns language targeted at women and men rather 

that language used by women and men; will we find similar differences? 

 Another area relating to language and gender is the use of gender marked words, for 

instance, titles. They show a person’s social status within society, and, in the case of women, 

marital status.  

 

1.1 Aim 

The aim of this paper is to investigate language advertisements placed in wedding magazines 

from a gender linguistic perspective. The research question is: 

What linguistic features indicate that wedding magazines are mainly aimed at a female 

audience? 
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2. Background 
2.1 Gender studies 

As observed by Eckert, McConnell- Ginet (2003:9): 

gender is embedded so thoroughly in our institutions, our 

actions, our beliefs, and our desires, that it appears to us to be 

completely natural. 

There are many popular books written about the differences between female and male 

language. Men are from Mars and Woman are from Venus by John Gray and Deborah Tannen 

(2002) is just one of them. People discuss sex, gender, men, women, masculinity and 

femininity in a very intense debate. But what do all of these terms mean? According to Eckert 

& McConnell-Ginet (2003:10) sex is the term used for what people are born biologically with, 

for example, genitals. According to Goddard and Patterson (2000:1) sex is then divided into 

man and woman. Gender, however, is about how society expects people to behave depending 

on their sex (Eckert & McConnell-Ginet, 2003:10). Gender characteristics are divided into 

masculine and feminine. Masculine refers to the characteristics of men whereas feminine refers 

to the characteristics of women (Goddard and Patterson, 2000:1).  

 

2.2 Gender and language differences 

This section outlines some language differences between women and men observed in 

linguistic research, such as the claim that:  

 women use prestige form of language more then men do  

 women use more indirect speech whereas men use more direct speech 

 women use more adverbs, especially boosters, such as I’m so glad you’re here 

  

2.2.1 Standard language and prestige 

According to Yule (1996:240) there are two kinds of language prestige: overt and covert. 

Overt refers to the use of standard forms of language, which are often considered “better”. 

Covert on the other hand is a “hidden” type, where the use of non standard forms and 

expressions is considered prestigious by certain sub-groups. Both Yule and Coates (2001:52) 

agree that women tend to use overt prestige forms more than men. Some examples of this are:  
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 Men say:  Women say: 

 I done it  I did it 

It growed  it grew 

He ain’t  he isn’t 

  (Yule, 1996:242) 

 

Peter Trudgill, one of the most well-known sociolinguists, also discovered in his research done 

in Detroit and Boston that boys used vernacular forms more than girls. One example is 

consonant cluster simplification. For example, the boys said las’ [las] and tol’ [toul] instead of 

the standard last [last] and told [tould] (Holmes, 2001: 156). 

 

2.2.2 Direct and indirect speech 

According to Yule (1996: 133) we can use more and less direct ways of expressing our 

intentions, wishes, or asking for information etc. An example of direct speech is when you use 

Did he…?, Are they…? or Can you…? to get some information from another person. For 

example, you can ask a question such as Can you ride a bicycle? and probably you will get 

the information you need. However, consider the utterance Can you pass the salt? It is formed 

as a question but it is not a question about being able to pass the salt. The normal reaction is to 

treat it as a request and perform the action requested. This is known as indirect speech. By 

using a question form it serves as a more polite way of asking someone to pass the salt 

whereas the imperative form Pass the salt is considered more impolite. Another example Yule 

(1996:133) gives is You left the door open. If you say that to a person who has just come in 

and it is cold outside, it is understood as a request and not a statement. You have requested 

that the person close the door in an indirect form. In our society, indirect speech is considered 

more polite and friendly; so many people use it when requesting something to get the best 

result (Yule, 1996:133). According to Eckert & McConnell-Ginet (2003:158) women use 

more indirect speech than men to show politeness and respect towards another person. Lakoff 

has suggested some more examples of women’s language when it comes to direct and indirect 

speech, such as saying Well, I’ve got a dentist appointment then in order to convey a 

reluctance to meet at some proposed time and perhaps to request that the other person propose 

an alternative time. Lakoff also states that women use more conventional politeness especially 

forms that mark respect for the addressee (Eckert & McConnell-Ginet, 2003:158).  
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2.2.3 Grammar and vocabulary differences 

Women’s language has also been observed to be different in its use of grammar and 

vocabulary. As early as 1922, Jespersen (1922 in Coates 2004:12) claimed that women used 

more adverbs. Linguists of today, such as Lakoff (1975:53) who is a pioneer in research on 

gender and language, have come to the same conclusion. According to Jespersen, the adverbs 

women use tend to regard information about fashion, for example color or style. Lakoff 

(1975:53) claims that women use boosters such as so more frequently than men, for example, 

Thank you so much. 

According to Jespersen (1922 in Coates 2004:12) and Lakoff (1975:53) women often 

use adverbs in conjunction with an adjective. Typical adjectives that women tend to use, 

according to Jespersen, are nice and pretty. Lakoff singles out adjectives like divine, charming 

and cute as female language. She also claims that women use colors such as lavender and 

ecru to describe the object more.  

 According to Poynton (1989:60), adjectives can be divided into two groups, 

evaluative adjectives and non-evaluative adjectives. Evaluative adjectives are adjectives that 

include a component of judgment, for example, pretty, where you can ask a question such as 

How pretty? Adjectives that are not evaluative are words such as colors, nationalities, religious 

persuasions, etc.  

 Poynton (1989:60) also states that women use evaluative adjectives more then men. 

She claims that adjectives can be divided into three groups: masculine, feminine and neutral. 

The tables below show some examples of evaluative adjectives that are divided up into the 

three groups.   

 

Table 1. Adjectives associated with women, with evaluative classification 

Affected Feminine Prudish 

Affectionate Gentle Rattle- Brained 

Appreciative Flirtatious Sensitive 

Attractive Fussy Sentimental 

Charming Whiny Soft- hearted 

Dreamy Emotional Weak 
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Table 2. Adjectives associated with men, with evaluative classification 

Adventurous Dominant Realistic 

Aggressive Enterprising Robust 

Ambitious Forceful Stable 

Assertive Independent Steady 

Confident Logical Stern 

Daring Masculine Tough 

 

Table 3. Adjectives with neutral evaluative classification 

Great Terrific Cool 

Neat   

    

(Poynton, 1989:60)  

 

Poynton (1989:60) claims that women use adjectives associated with women more when 

interacting with women. Men use adjectives associated with women more when interacting 

with women as well.  

 

2.2.4 Suggested explanations of linguistic gender differences 

People’s language changes all the time, especially in childhood. According to Coates 

(2004:148) girls are better and faster at learning a language. This is shown when looking at the 

number of words that a child has acquired during the first 18 months of life. However, some 

linguists believe that both girls and boys can learn language at the same rate (ibid). That the 

difference can be explained by parents’ influence is suggested by Clarke-Stewart (Coates, 

2004:149) who observed American mothers with their children for nine months when the 

children were nine moths to 18 months old. Clarke-Stewart found that the girls had better 

comprehension and vocabulary than the boys. This was due to the girls having a more positive 

involvement with their mother. The girl’s mothers spent more time in the room with them, 

using more eye-contact. They also used more directive and restrictive behavior, and more 

polite words such as thank you and apologies (Coates, 2004:149). 

 Holmes (2001: 157) suggests four explanations of linguistic gender differences: social 

class, women’s role in society, women’s status as a subordinate group, and function of speech 

in expressing masculinity. Furthermore, some linguists have claimed that women use more 
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standard forms than men because they are more status conscious. Women seem to think that 

using standard forms makes other people believe that they are from a higher social class. This 

phenomenon seems to be particularly frequent amongst women that do not have a paying 

employment. Furthermore, women often use the higher standard at work and then use lower 

standard forms at home (ibid). The second reason why women use standard language more 

than men is that society expects it. Boys are allowed more freedom than girls. Boys who use 

non-standard language are tolerated whereas girls are quickly corrected (Holmes, 2001:158). 

The third reason is that women are a subordinate group and subordinate groups must be polite. 

For example, children are expected to be polite to adults. Women are argued to be subordinate 

to men and therefore have to be polite towards them. According to Holmes (2001:159) this is 

because women do not want to lose face in a social group where men are included. The last 

reason is expressing masculinity. Why do not men use standard form? One answer to that is 

that the vernacular men use carries macho connotations of masculinity and toughness (covert 

prestige). Some evidence shows that standard forms are associated with femininity and 

therefore men do not use standard forms because it would lessen their masculinity (Holmes, 

2001:160).          

 

2.3 Gender-marking in language 

Besides the fact that women and men tend to use language differently, there are also certain 

aspect of gender in language itself. The English language claims to be a gender neutral 

language. However, pronouns show gender. A pronoun refers to the person in action. For 

example, it was her idea (Yule, 1996:88). As observed by Gibbon (1999:27) the three 

pronouns he, she and it are the only examples of gender marked grammar left in the English 

language. In many other languages, grammar contains a great deal of gender marking.  

 

2.3.1 Marked words 

Fromkin et al. (2003:484) claim that when female and male words are compared, words tend 

to be unmarked and the other marked, which means that one word is more neutral then the 

other. It is usually the male word that is the unmarked, more neutral word. The marked word 

has a slightly different form because a morpheme has been added to the word or the word is a 

compound. An example is prince, which is the unmarked, male word and princess, which is 

the marked, female word. According to Gibbon (1999:26) words are placed in a hierarchal 
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patriarchal arrangement; the male words are considered the norm, which leaves the female 

words in second place.   

 

2.3.2 Titles 

When a woman and a man are married, the woman usually takes her husband’s last name and 

removes hers. It is not mandatory but it is considered a tradition in most parts o the world. In 

the English-speaking world a woman also changes her title from Miss to Mrs. to show marital 

status. Men however do not change their title Mr. This has led to the development of a neutral 

form, Ms, which does not indicate marital status and is thus considered more politically 

correct. Another way to show status in society is to use titles such as Sir, Madam and Dr. In 

school students are required to address their teacher with Sir/Madam and then the last name. 

However, the teacher does not address the students in the same way. A girl would be 

addressed by her first name, whereas a boy would be addressed by his last name (Graddol & 

Swann, 1989:97). 

 

3. Material and method 
The first thing that was done, once the essay topic had been decided, was to send for material 

from the United States of America because it was to difficult to get a hold of wedding 

magazines in English in Sweden. Two magazines were used; ModernBride (The 

February/March 2007 issue) and Brides (The March/April 2007 issue). These very names give 

a first indication of the main target group. The numbers of advertisements and articles were 

counted, and the advertisements were then divided into groups according to non-linguistic 

criteria (the product advertised). For example, some advertisements were about clothes for 

women, some about clothes for men, and others about rings, food and so on. The non-

linguistic categorization was then contrasted to a linguistic analysis of the material. Figure 1 

and 2 shows the number of advertisements and articles in the magazines.  
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Figure 3 and 4 show the different kinds of advertisements in the magazines, in terms of the 

product advertised. 
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The pie charts indicate that women’s clothing is the product constituting that majority of the 

advertisements. This is a first linguistic indicator of for whom the magazines are written.  

Based on the number of advertisements advertising products in these different 

categories, the advertisements were further divided into groups depending on whether they 

were targeted at women, at men or both men and women. Figure 5 and 6 show the results.  
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As can be observed in the diagrams, advertisements for women constitute the majority of 

advertisements.  

 However, many of the advertisements did not include any text apart from the name 

of the company advertising the product. In Brides 243 out of 424 advertisements had text and 

in ModernBride 268 out of 470 had text. The advertisements that did not include text were 

excluded. Figure 7 and 8 show the distribution into target groups after the advertisements that 

did not have any text had been deleted.  

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

As can be seen in the diagrams, advertisements with products targeted at women still 

constitute the majority of the material.   

After the advertisements had been categorized according to the target groups, a 

linguistic investigation was initiated. Since there were only eight advertisements for men, it 

was determined that it was too small a group to investigate to get a conclusive result, so the 

focus of the study will be on the advertisements targeted at women and those targeted at both 

men and women. References to the advertisements targeted at men will only be given in 

passing. All the advertisements were checked for linguistic markers: adverbs, evaluative and 

non-evaluative adjectives, gender marked words and titles. To classify evaluative and non-

evaluative adjectives Poynton’s ideas were the starting point. However, the author had to 

make the final decisions and do the classification. The classification of adjectives is presented 

in the appendix.  
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 3.1 Problems and limitation 

The main problem encountered was that the material only included a handful of 

advertisements written for men, so the data was too small for a comparison between the sexes. 

It would have been more useful to compare the wedding magazines with magazines aimed 

mainly at men. Furthermore, since the study only involves the analysis of two magazines, the 

study is very limited and the results cannot be generalized.   

 Another problem is that many of the differences between male and female language 

accounted for in research studies mainly concern spoken language. Examples of this are 

covert/overt prestige and direct/indirect language. This explains why the focus in this essay is 

on adjectives, adverbs and gender-marked words.  

 

4. Results 
This section presents the results of the linguistic analysis of wedding magazine 

advertisements. The linguistic areas that were studied were evaluative and non-evaluative 

adjectives, adverbs, gender marked words and titles. However, the target group for men is too 

small to be analyzed by itself, so the target groups that will be in focus are advertisements 

targeted at women and advertisements targeted at both men and women. The advertisements 

for men will be mentioned in passing to compare with the other groups but since it is a very 

small group any differences may just be a coincidence.  

 

4.1 Advertisements targeted at women 

According to the products advertised, the majority of the advertisements were targeted at 

women. This section describes the language in this group of advertisements.  

 

4.1.1 Adverbs 

The use of boosters was very frequent in the Advertisements for women. Out of 383 

advertisements 287 (about 75%) had boosters in some form. In the advertisements for men 

there were no boosters used but since there were so few advertisements targeted at men, we 

cannot draw any conclusion. The most common boosters used in the advertisements for 

women were so and really. They were mostly used in advertisements about wedding dresses, 

as in the following: 
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(1) This dress is so simple 

(2) You will look really amazing in this gown 

(3) Amazingly affordable 

(4) Incredibly slimming 

 

Even though a comparison was not made with an extensive material targeted at men, we can 

still draw a tentative conclusion, supporting the claim by Jespersen (1922 in Coates 2004:12) 

and Lakoff (1975:53) that women tend to use adverbs, especially boosters, to a great extent.  

 

4.1.2 Adjectives  

The wedding magazines included plenty of adjectives. The advertisements written for women 

showed a wide range of different adjectives. These were divided into two groups: evaluative 

and non- evaluative adjectives. Table 4 shows the distribution of adjectives, and all examples 

can be found in Appendix 1.   

 

Table 9. Distribution of evaluative and non-evaluative adjectives in advertisements for 

women 

Evaluative adjectives        Non-evaluative adjectives                      Total 

        96 (92.3%)                                8 (7.7%)                                 104 (100%) 

 

As expected there were significantly more evaluative adjectives than standard adjectives. In 

fact, out of 104 adjectives used 96 were evaluative adjectives. 

Some examples of evaluative adjectives that were used in the advertisements were:  

 

(5) You will look fabulous in this dress 

(6) You were beautiful before, now you’re stunning. 

 

Below are some examples of non-evaluative adjectives that were used in the advertisements: 

 

(7) the best bridal gown you will ever find 

(8) Soon-to-be Mrs. 

 

The few advertisements targeted at men also use evaluative adjectives. There were 4 adjectives 

used and 3 (75%) of those were evaluative:  
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(9) Wear only the best on this special day 

(10) Exclusive formalwear for your day 

(11) Make yourself look perfect 

 

The advertisements for men were a significantly smaller group and therefore the adjectives 

were limited. But the indicator of this study is that advertisements for women as well as 

advertisements for men use evaluative adjectives more extensively then non-evaluative 

adjectives. This could perhaps be explained by the topic of the magazines, wedding, which is 

associated with emotions, clothing etc. 

 The adjectives in the advertisements were then divided up into groups on what gender 

they were associated with. The classifications were based on Poynton’s (1989:60) theory, 

which is explained further in the background.  

 

 In the advertisements for women, the adjectives were: 

 

(12) Associated with women: beautiful, pretty, brilliant and flattering 

(13) Associated with men: formal, magnificent, incredible and superior 

(14) Neutral: good, classic and pure 

 

Most of the adjectives used were associated with women or neutral. Out of 108 adjectives 21 

(19.5%) were associated with men. When comparing this with the advertisements written for 

men, the numbers change, out of 4 adjectives 2 (50%) were associated with men and 2 (50%) 

were neutral. There were no adjectives that were associated with women, for example:  

 

(15) Associated with men: exclusive and special 

(16) Neutral: easier and perfect 

 

Again, it is important to state that the advertisements for men are a group that is significantly 

smaller then the advertisements for women and therefore the results are uncertain. However, 

not surprisingly, the advertisements for men used adjectives that are associated with men and 

advertisements for women used adjectives associated with women more. Both groups used 

neutral adjectives and the advertisements for women used some adjectives that were associated 

with men but the advertisements for men did not use any adjectives associated with women.  
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4.1.4 Gender marked words and titles 

Relatively few gender marked words were used in the material. Those found were Goddess, 

Princess, Lady, and Flower girl. These words also emphasize linguistically that the magazines 

mainly target women. The examples below were used in two different advertisements for 

bridal gowns: 

  

(17) trust Venus to help find the goddess in you 

(18) Be a princess for a day 

 

Titles can also serve as a linguistic indication of whom the advertisements are written for. 

There were only two advertisements that used titles:  

 

(19) Soon to be Mrs. 

(20) From Miss to Mrs. 

 

Both advertisements were for bridal accessories. The titles used are Miss and Mrs. Both are 

titles used for women and both show a change in title that comes when marrying. Both 

examples are directed at a women target group. No titles were used in the advertisements 

targeted at men. 

 

4.2 Advertisements targeted at both men and women 

One fascinating observation is the contrast between non-linguistic and linguistic markers. This 

can be illustrated by an advertisement about a honeymoon in Bahamas. The advertisement has 

a picture of a loving couple lying on the beach, indicating that it is targeted at both women and 

men. However, consider the language: 

 

(21) Have a wonderful, romantic honeymoon with your new husband in the peaceful 

Bahamas 

 

The text shows that the ad is written for a woman who has just married, which is emphasized 

in your new husband. So as a result, the linguistic part of the ad tells you one thing and the 

non-linguistic part tells something else. The adjectives used in this ad were wonderful, 

romantic and peaceful. All three adjectives are evaluative and two of them explained in the 
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background section, wonderful and peaceful, are associated with women (based on Poynton’s 

categorization). Obviously, even though the products in the advertisements are targeted at both 

men and women, the magazines often use linguistic features that show that the target group is 

mainly women.   

 

4.2.1 Adverbs 

There were very few adverbs found and they were really and so, for example:  

 

(22) This is your day, so make it really special 

(23) Make the kitchen really fun 

 

Both examples used really to boost the word special or fun.  

 

4.2.2 Adjectives 

The advertisements written for both men and women used many different adjectives. These 

were again divided into two groups: evaluative and non-evaluative adjectives (see Appendix 

2). As expected there were more evaluative adjectives than non- evaluative adjectives. In fact, 

out of 39 adjectives 33 (84.5%) were evaluative adjectives, as shown in table 5 below.  

 

Table 10. Distribution of evaluative and non-evaluative adjectives in advertisements for 

both men and women 

Evaluative adjectives        Non-evaluative adjectives                      Total 

        33 (84.5%)                                6 (15.5%)                                 39 (100%) 

 

Some examples of evaluative adjectives that were used in the advertisements were:  

 

(24) The Godiva wedding favour collection is the ultimate reflection of style 

(25) By taking your breath away with brilliant colors as distinct as you are 
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Below are some examples of non-evaluative adjectives that were used in advertisements: 

 

(26) A romantic honeymoon at a beautiful and regal hotel 

(27) Timeless beauty in platinum 

 

In the advertisements for men and women, the adjectives had different associations 

categorized by Poynton, for example:  

 

(28) Associated with women: beautiful, elegant and pretty 

(29) Associated with men: distinctive, ultimate and superior 

(30) Neutral: classic, intimate and passion 

 

Most of the adjectives used were associated with women (22 = 66.6%) or neutral (8 = 24.2%). 

Out of 33 adjectives only 3 (9.2%) were associated with men. 

 

The adjectives used in advertisements for women and advertisements for both men and women 

are very much alike in their distribution. As in the advertisements for women, advertisements 

for both women and men have plenty of adjectives associated with women and neutral ones 

and just a handful of adjectives associated with men. This is an indicator that the 

advertisements targeted at both men and women are in fact mainly targeted at women.  
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5. Conclusion 
The aim of this paper was to investigate what linguistic markers indicate that wedding 

magazines are mainly targeted at women. The two magazines that were acquired and used in 

this research were ModernBride and Brides (whose names strongly indicated the main target 

group) and it was decided that the focus would be on advertisements. These were divided into 

groups according to the target groups of the products, at women, at men or at both men and 

women. The majority of the advertisements were aimed at women, according to this non-

linguistic classification.   

 There were only eight advertisements in total aimed at men and therefore it was 

determined that it was too small a group for a proper comparison to be made and that this 

group would only be referred to in passing. All the advertisements remaining were checked 

for linguistic markers: adverbs, evaluative and non-evaluative adjectives, gender marked 

words and titles. Other differences observed between male and female language, observed in 

the literature on language and gender, could not be studied here, since they mainly concern 

spoken language. 

 The results of the study seem to confirm linguistically that the wedding magazines 

investigated are mainly targeted at women since the language used in most of the 

advertisements had certain markers that women tend to use a great deal in their language.   

 Furthermore, when the product in the advertisements was targeted at both men and 

women, the advertisements used the same linguistic markers as the advertisements targeted at 

women and can therefore be considered to mainly be targeted at women as well.   

 In conclusion, the results turned out the way it was expected. However, it was not 

expected that there would be so few advertisements for men, and therefore the comparison 

between men and women was difficult. It would have been better to compare the language of 

wedding magazines and magazines typically aimed at men. Still, the results might be an 

indicator of what we might have found if the study had been made on a larger scale.  

Another related area of research would be to analyze articles in wedding magazines to 

see if they also show specific linguistic markers of gender differences. Furthermore, 

comparisons could be made with wedding magazines from different countries, from different 

time periods and so on. 
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Appendix 1 
Advertisements 
targeted at women     

Advertisements 
targeted at Women   

         

Evaluative    Non- evaluative    

             

Adjectives Brides ModernBride  Adjectives Brides ModernBride 

adorable 2 1  best 1   

affordable 3 1  bridal 10 6 

amazing   1  endless 1 2 

artful 1    latest 3 1 

artistic 1 1  lifelong  2   

beautiful 5 3  soon-to-be 1 1 

better 1 1  timeless 4 5 

big   1  white 1   

breathtaking 2       

brilliant 1 1     

bulky 1       

casual 1       

cherished   1     

classic 8 4     

compact 1       

comprehensive   1     

contemporary 2 3     

delicate 1       

delicious 1 2     

dramatic 1       

easy 1 1     

elegant 2 6     

enchanted   1     

enhancing 1       

essential 1       

exceptional 1 2     

exclusive  6 6     

exquisite 1 1     

extensive 1       

fabulous 1 1     

fine  3       

finest 1       
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fit 1       

flattering 1 1     

flirty 1       

formal 1 1     

formidable 1       

free 1       

friendly 1 1     

glamorous 1 3     

gleaming   1     

good 3 1     

ideal   1     

incredible 2       

individual 1       

inspiring   1     

invisible 1       

leading 1       

little 1 1     

lovely 1 1     

lucky 1       

luxurious 2 5     

magnificent 1       

memorable 1 2     

messy 1       

modern 1 1     

new 6 1     

perfect 7 8     

personal 2       

personalized   1     

polished 1       

precious 2 1     

prestigious 1       

pretty 1       

private   1     

pure 3 1     

purest 1       

radiant 1 1     

real 1       

reminiscent 1 2     

romantic 2 2     
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safe 1       

sexy 2 2     

shining   1     

simpler 1       

simplistic 1       

slimming 1       

small 1 1     

soft 2 1     

sophisticated   1     

sparkling   1     

special 2 5     

stemless 1       

stunning 1 2     

styled   1     

stylish 1       

superb 2       

superior 1       

swim-ready 1       

tailored 1 1     

tasteful 1 1     

textured 1       

traditional 2       

ultimate 2 1     

unique 4 2     

wide 2       

 

 

Appendix 2 
Advertisements targeted at both men and 
women   

Advertisements targeted at both men and 
women 

         

Evaluative   Non- evaluative    

           

Adjectives Bride ModernBride  Adjectives Bride ModernBride 

advanced 1    endless 1   

appealing   1  hidden  1   

beautiful 1    largest   1

brilliant   1  pink 1   
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captive 1    regal 1 1

classic 1 1  timeless   1

daggling   1     

dazzling   1     

distinctive 1       

distinguished 1       

elegant 2 1     

enjoying 1       

exceptional 1       

finest 1       

frilly   1     

great   2     

indulgent 1       

intimate 1 2     

lavish 2 1     

luxurious 1 1     

memorable 1 1     

new 1       

perfect 5 1     

pretty 1       

refined 1       

special 1       

splendid 1       

stylish 1 1     

superior   1     

ultimate 1       

unforgettable 1 1     

unique 2 1     

 


