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Abstract 

 
Advertising plays a significant role in raising consumers’ awareness regarding the emergence and existence of products 

on the market. Meat advertising may set various reception trends nowadays due to a constant emphasis on adopting 

sustainable farming and consuming practices. The present study focuses on a diachronic analysis of the commercials for 

Sissi products from Caroli Foods Group covering the time span between 2016 and 2024. Special attention has been 

given to the semiotic and rhetoric elements and their fluctuations over time due to the shortening span allotted for 

commercials as well as to the intended effect on the prospective consumers. The conclusion is that despite the changes 

in the amount of information delivered by the commercials, there is a constant unwavering focus on the quality of the 
products which boast a very strict nutritional standard and cater for the needs of the most sophisticated consumers who 

may favour a certain cultural and social input.  
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Advertising is a key component of 
marketing since it is the means by which 
knowledge of a product, its qualities and benefits, 
reaches the potential consumers. The rate of 
responding to advertising depends on the skills of 

the advertisers to use all the linguistic and artistic 
elements that may converge to the same aim – that 
of persuading. Diachronically, the language used in 
advertising is reflective of the social and cultural 
trends at a certain point in time as well as the 
audience’s capacity to favourably and accurately 
process the linguistic input: “It is important to note 
that the language of advertising is a source that 
reflects the lexical means available in the national 
language, shows the scale of the social meaning of 
the language, and determines the ways of its 
development. […] Undoubtedly, the clarity and 
comprehensibility of the elements of simple, 
fluent, coherent language, which exist within the 
language of advertising, testify to the importance 

of its place in social relations.” (Shirinboyevna M. 
D., 2020)  

The present study focuses on a diachronic 
analysis of the commercials for Sissi products from 
Caroli Foods Group covering the time span 
between 2016 and 2024 and streamed on YouTube 
since one can get a better grasp of the number of 

views online as well as the number of likes 
accumulated which may be telling regarding the 
enthusiastic reception of the commercial by the 

consumers. Special attention has been given to the 
semiotic elements and rhetoric devices and their 
fluctuations over time due to the shortening span 
allotted for commercials in general, as well as to 
the intended effect on the prospective consumers. 

The emergence of meat products on the 
market is always accompanied by an element of 
surprise. In the case of Sissi products from Caroli 
Foods Group the name itself – ‘Sissi’ – surprises, 
being familiar to only a certain category of 
consumers. The fame of Empress Elisabeth of 
Austria may have been augmented due to the 

various film adaptations. Her image on various 
products is either the one captured by various 
artists of her time or one that resembles her and 
sends the viewers on a path of recollecting all 
memories they might have of the qualities of this 
historical figure. The commercials analysed tend to 
adapt the features of the female character playing 
in the spots either to the screening from 1955 – the 

commercials before 2021 – or to the more recent 
series from 2021 – the one from 2024. This 
portrayal may be reflective of the complex 
personality of the Empress herself, who seems to 
transcend history and mark the present thanks to 
her being “the ideal conflation of these two 
seemingly contradictory ideals: of nobility/ quality 

and of natural and modern femininity.” [Hametz, 
M. E.,  Schlipphacke A., 2018] 
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