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Abstract

The study explores how Slovak politicians adopt marketing language strate-
gies, focusing on the use of calls to action (CTAs) and sentiment in social
media communication. Using a balanced dataset of 800 Facebook posts —
400 from eight retail chains and 400 from eight political figures — the re-
search compares linguistic patterns between commercial and political dis-
course. Sentiment analysis reveals that corporate communication is predom-
inantly positive or neutral, while political messages often carry a negative or
confrontational tone, particularly among coalition representatives. CTA
analysis shows that companies rely mainly on informative and transactional
prompts, whereas politicians favour mobilizing appeals that encourage par-
ticipation and collective action. Despite these differences, both groups share
structural similarities, indicating that political discourse increasingly mir-
rors marketing techniques. The findings suggest a convergence of linguistic
strategies between business and politics, with language functioning as a uni-
versal tool of persuasion aimed at shaping behaviour and mobilizing audi-
ences. This transformation highlights the growing commercialization of po-
litical communication and raises questions about the ethical and communi-
cative implications of blending political rhetoric with marketing discourse.
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Introduction
Calls to action (CTAs) play an important role in both marketing and political
communication. They act as language tools that aim to cause a specific reac-

tion or behaviour from an audience. In marketing, CTAs — whether direct (for
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example, “Buy now”, “Share this post”) or more subtle — have been shown to
increase customer interaction on digital platforms. Research shows that in-
cluding interactive CTAs in social media posts raises the number of clicks,
likes, comments, and shares, especially when these posts include images or
videos (Moran et al., 2019). CTAs work better when they appeal to people’s
wish to help others, which makes them more likely to share information or
recommend products (Jung et al., 2020). Their impact also depends on factors
such as the type of reward, the customer’s previous experience, and how in-
trusive the message feels. Studies suggest that practical, non-monetary re-
wards and personalised approaches based on past relationships often give bet-
ter results (Vafainia et al., 2019). However, some research notes that CTAs
do not always work equally well in all situations or with all audiences (Us-
mani et al., 2019).

Theoretical background

Research into political marketing shows that marketing (more precisely, ad-
vertising) persuasion techniques such as segmentation and framing largely
shape communication strategies in elections (Cwalina et al., 2011). In this
context, it should be noted that CTAs are an integral part of these techniques.
CTAs are short, directive, and urgent calls that are visually striking and de-
signed to shorten the decision-making process and prompt consumers to take
immediate action. These calls are usually in the imperative form.

In political communication, CTAs serve as tools of persuasion that aim to
move people to act together. They often appear within larger messages that
use stories of heroes and villains or focus on group identity. These strategies
create emotional involvement and make the proposed actions seem more le-
gitimate (Homolar, 2021; Bos et al., 2019). When politicians speak directly
to their audience or invite a response, their CTAs become stronger and more
convincing (Livnat & Lewin, 2016). Experiments show that CTAs in political
comedy or campaign messages can encourage some forms of participation,
though they do not always make people feel more politically capable or lead
to deeper involvement (Bode & Becker, 2018). The success of political CTAs
also depends on the speaker’s credibility, use of evidence, and emotional tone
of the message (Hart & Fuoli, 2020; Homolar, 2021; Bos et al., 2019).

New developments in generative Al have made it possible to create per-
sonalised CTAs on a large scale in both marketing and politics. Messages
tailored to a person’s values or personality often persuade more effectively
than general messages (Matz et al., 2024). Still, some studies suggest that
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personalised CTAs are not always stronger than well-written general ones
(Hackenburg & Margetts, 2024).

This study is grounded in the CTA classification according to Wurst et al.
(2023), who divide it into three categories:

a) informative — providing facts and arguments (e.g., see statistics on

energy price trends),

b) interactive — encourage dialogue and action (e.g., write your
thoughts in the comments section),

c) mobilizing —are direct and elicit specific behaviour, e.g., voter turn-
out, signing a petition, or participating in a protest (e.g., come vote
on Saturday and decide the future of Slovakia).

With the advent of large language models (LLMS), it has been found that
calls to action are frequently and abundantly represented in multimodal elec-
tion content, directly demonstrating their structural, regularly recurring oc-
currence among various political actors (Achmann-Denkler et al., 2024).

The purpose of calls to action varies depending on the domain, but is
based on the same rhetorical logic, namely, to reduce the cognitive barrier
between persuasion and behaviour. In marketing, the main goal is to stimulate
purchase, registration, or product testing. In politics, on the other hand, the
goal is to transform passive sympathisers into active participants, who be-
come either voters or, in many cases, demonstrators. In this way, a path is
formed from political awareness to civic action. Studies suggest that the ad-
aptation of marketing CTAs in political campaigns and political discourse is
a sign of mediated politicization (Jungherr, 2016; van Aelst et al., 2021).

Stefan¢ik (2021) assumes that the choice of linguistic means in Slovak
political discourse is intertwined with strategic persuasion and adaptation to
new communication environments.

Studies in Central Europe provide further insights into political market-
ing. The results of a Slovak survey link activity on social networks (especially
Facebook and Instagram) with support for democracy in general, but not ex-
clusively with support for liberal values (Babos et al., 2024). Comparative
analyses of young political organizations in Slovakia and the Czech Republic
point to interactive styles and mobilization techniques on social networks
(Mihalik et al., 2022). Research focused on Czech digital political advertising
(AMO, 2020) and social media campaigns across Europe (Bossetta, 2018;
Nulty et al., 2016) suggest that such an environment supports concise and
repetitive calls to action for better visibility and rapid engagement.

Based on these theoretical and empirical findings, the study formulates
the following hypothesis and research questions, which aim to examine the
extent of structural convergence and functional divergence in the use of CTAs
in political and commercial communication:
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Hi: Politicians and companies use the same forms of calls to action, making
marketing and political language interchangeable in terms of structure, even
though their functional orientation is fundamentally different.
— RQ:: How do politicians adapt the originally marketing-oriented
CTA to their mobilization purposes?
— RQ2: To what extent does the distribution of CTA differ between
coalition and opposition representatives?

Methodology

In our study, we created our own balanced dataset of social media posts,
as there was no source in Slovakia that captured the language strategies of
major retail chains and key political actors during the same period and under
the same conditions. We chose Facebook as the social network, as it is the
primary channel for both domains in our country.

Table 1: Analysis of the dataset by individual entities

Subject Date of first Posts in Peak of

post 09/2025 the day
Biedronka 02/09/2025 50 (100%) | 03/09/2025 (5)
Billa 16/08/2025 28 (56%) 28/08/2025 (3)
COOP Jednota 30/07/2025 20 (40%) 31/07/2025 (3)
FRESH 09/07/2025 13 (26%) 27/08/2025 (4)
Kaufland 07/09/2025 50 (100%) | 10/09/2025 (5)
Lidl 28/08/2025 43 (86%) 04/09/2025 (4)
METRO 23/05/2025 11 (22%) 17/09/2025 (3)
YEME 14/03/2025 7 (14%) 26/06/2025 (3)
Andrej Danko 02/08/2025 17 (34%) 31/08/2025 (3)
Branislav Grohling 22/08/2025 38 (76%) 22/09/2025 (3)
Erik Kalinak 24/01/2025 5 (10%) 28/02/2025 (2)
Mati§ Sutaj Estok 28/08/2025 42 (84%) 01/09/2025 (4)
Michal Simecka 12/09/2025 50 (100%) | 23/09/2025 (8)
Milan Majersky 07/09/2025 50 (100%) | 19/09/2025 (5)
Robert Fico 17/07/2025 24 (48%) 11/09/2025 (4)
Cudovit Odor 15/05/2025 15 (30%) 13/06/2025 (3)

The dataset contains 800 posts — 400 from the accounts of eight retail
companies (Biedronka, Billa, COOP Jednota, FRESH, Kaufland, Lidl,
METRO, YEME) and 400 from the accounts of eight political actors, evenly
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represented from the ranks of the coalition (Robert Fico, Andrej Danko, Erik
Kalifiak, Mata$ Sutaj Estok) and the opposition (Michal Sime&ka, Branislav
Grohling, Milan Majersky, Cudovit Odor). Each entity is represented by 50
posts, which eliminates the impact of uneven activity and allows for fair com-
parisons across groups and within groups.

The time coverage (see Table 1) is set retrospectively (from newer to
older) and reflects the actual publication rhythms in 2025. The corporate sec-
tion covers the period from March 14, 2025, to September 21, 2025, while
the political section covers the period from January 24, 2025, to September
25, 2025 2025, with the core activity falling in September 2025, when up to
55.5% of all corporate posts (222/400) and 60.2% of political posts (241/400)
were published in that month (09/2025).

The busiest moment for companies was week 37 (83 posts) and for poli-
ticians week 38 (72 posts). The so-called ‘peak’ of the day occurred for com-
panies on September 10, 2025 (17 posts in one day) and for politicians on
September 24, 2025 (19 posts in one day). These values show that we are
comparing both discourses during a period of high publication intensity, not
during the “silly season’.

However, the frequency of posting varies between subjects. Biedronka
has all 50/50 posts concentrated exclusively in September 2025 (100% Sep-
tember share) and published as many as 5 posts in one day (September 3,
2025). Among political actors, Michal Simecka is an extreme case — 50/50 of
posts in 09/2025 (100%), with as many as 8 posts published on a single day,
September 23, 2025.

For the qualitative analysis, we used sentiment analysis in the Google
Colab environment with the Python language. We extracted CTA instances
via Sketch Engine using the formula [tag="Kk5.*nP.*p2.*mR.*"]. We then di-
vided the CTA expressions into three groups.

Results

Graph 1 shows the distribution of sentiment in posts by companies and poli-
ticians on social networks. The data clearly show a marked contrast between
the two groups. Corporate communication is predominantly neutral (220
posts) and positive (173 posts), with only a minimal negative tone (7 posts).
In sharp contrast, political communication shows 197 posts with a negative
tone, while there were only 96 positive posts and 107 neutral ones.
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Chart 1: Sentiment analysis — companies vs. politicians (XLM-R)
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This difference reflects the basic strategy of both actors — companies as-
sociate their brand with positive emotions and strive to avoid confrontational
rhetoric, while politicians deliberately use negative framing as a tool for mo-
bilization and attracting attention. Politicians often attack not only their op-
ponents but also their coalition partners. The language used in business to
convince people of the benefits of a product is transformed in politics into the
language of conflict, warning, and polarization.

Surprisingly, in Slovak political communication on social networks, a
negative tone appears more often in posts by coalition representatives than in
posts by the opposition, as we can see in Graph 2. This result defies common
expectations that the opposition should be more aggressive in its rhetoric,
criticizing and framing events in a negative light.

In contrast, companies clearly dominate their posts with a positive and
neutral frame. Their goal is clear — to associate the brand with pleasant emo-
tions, promote trust, and elicit desired consumer behaviour.

While sentiment analysis showed a fundamental difference in the emo-
tional tone of corporate and political posts, another key element of language
strategy is calls to action.
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Chart 2; Sentiment analysis — coalition vs. opposition (XLM-R)
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Graph 3 shows the CTA profile in corporate and political communication.
While corporate posts clearly dominate with calls related to purchasing and
consumer behaviour (“buy”, “try”, “take advantage of the sale”), political
communication is focused on mobilization (“come”, “support”, “vote”). This
difference is logical given the different goals of the two actors — companies
aim for direct sales and immediate consumer action, while politicians mobi-
lise citizens to participate in social and electoral processes.

However, a closer look at the graph reveals two interesting overlaps. First,
although companies have no reason to appeal to political mobilization in their
communications, the use of calls such as ‘get involved’ or ‘support’ suggests
that marketing campaigns are increasingly using the vocabulary of engage-
ment, which has traditionally been associated with politics. Second, politi-
cians are using language that was originally commercial in nature — for ex-
ample, an emphasis on direct experience (“try it”) or benefits (“take ad-
vantage”).
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Chart 3: CTA — companies vs. politicians
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Graph 4 shows the CTA profile of individual entities, where the horizon-
tal axis shows the average number of CTAs per 100 words and the vertical
axis shows the proportion of posts in which the CTA appears. The graph al-
lows us to see not only the intensity of the use of calls to action, but also their
prevalence in overall communication.

Among companies, the most extreme example is COOP Jednota, located
in the upper right corner of the graph. This brand combines a very high pro-
portion of posts with CTAs (over 90%) with an above-average number of
CTAs per 100 words. Their communication is therefore distinctly sales-ori-
ented. Similarly, Yeme and METRO also have a high profile, as they also use
CTAs in most of their posts, although their language is less cluttered with
calls to action. In contrast, Biedronka's communication contains only mini-
mal CTAs, which may be related to a different type of positioning strategy.
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Chart 4: Scatter — profile of entities according to CTA
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Among politicians, we see a more scattered picture. Several actors are
located in the middle of the graph (e.g., Robert Fico, Ludovit Odor, Michal
Simec¢ka), which indicates balanced use of CTA — present in about half of the
posts, but not dominantly saturated. On the other hand, Andrej Danko is at
the lower end of the spectrum, which points to weak use of calls to action and
a rather passive communication style. An interesting case is Mat$ Sutaj
Estok, who has a high proportion of posts with CTAs, suggesting that he is
adopting mechanisms similar to brand marketing communication.

The analysis of sentiment and CTA to date has shown clear differences
between companies and politicians at the group level. This perspective is im-
portant for identifying major trends, but it also hides the internal diversity of
individual entities. Not all politicians communicate in the same negative way,
nor do all companies base their communication exclusively on positive
frameworks. That is why we have prepared heat maps that allow us to closely
monitor the distribution of sentiment at the level of individual brands and
political leaders. This perspective reveals nuances that remained hidden in
the aggregated graphs.
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Chart 5: Sentiment analysis heat map — companies (XLM-R)
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Graph 5 shows a heat map of sentiment analysis for posts by individual
retail chains. At first glance, we can see that the negative tone is practically
negligible in corporate communications — it appears only in a few posts, most
often in connection with explaining restrictions (e.g., temporary unavailabil-
ity of products or changes in opening hours). Most posts are either neutral
(informational announcements) or positive (emphasizing discounts, new
products, or competitions).

However, the differences between individual brands are remarkable. Billa
and COOP Jednota have a clear dominance of positive posts, deliberately as-
sociating the brand with pleasant emotions and values closer to people. On
the contrary, METRO and Yeme have a significantly higher proportion of
neutral posts — their communication seems more factual, focused more on
informing than on emotional tone. Lidl and Fresh balance between the two
approaches, with both chains combining neutral announcements (e.g., about
their product range) with positive accents (promotions, competitions). Bie-
dronka is unique in that it has a relatively large share of positive content,
which may be a result of its positioning strategy as a friendly brand.

While corporate communication appears almost homogeneous in the re-
sults, the political sphere offers a much more colourful and contrasting pic-
ture. To understand how individual actors work with language in practice, it
is necessary to look at the second heatmap, which captures in detail the dis-
tribution of sentiment among individual
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Chart 6: Sentiment analysis heat map — politicians (XLM-R)
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Graph 6 shows a heat map of sentiment analysis of posts by individual
political leaders. Unlike companies, political communication is significantly
more variable — while some actors have predominantly negative posts, others
combine neutral and positive frames.

The negative tone is most prominent among politicians such as Erik
Kalinak and Branislav Grohling, who use criticism as a basic communication
tool. Similarly, Robert Fico has long relied on contrasting himself with his
opponents, which is reflected in a high proportion of negative posts. At the
opposite end of the spectrum is, for example, udovit Odor, whose commu-
nication is more balanced, combining neutral information with positive ap-
peals. Michal Simecka, on the other hand, shows a relatively even represen-
tation of all three sentiment categories, which may reflect an effort to appeal
to a wider audience.

Overall, it appears that political communication is significantly more
based on confrontational and polarizing language than corporate communi-
cation, with a negative tone becoming the dominant strategy for many politi-
cians.

The analysis of sentiment and calls to action revealed fundamental differ-
ences between corporate and political communication.

The following section presents selected examples of CTAs in political and
commercial communication.
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Table 2: Examples of political CTAs

Politician Informational Interactive Mobilization
CTA CTA CTA
Fico ,,O¢akavam od mi- ,Nech kazdy z
nistra zdravotnic- nas je dnes
tva, Ze urobi vsetky lepsi, ako bol
potrebné kroky.* véera.«
"I expect the Minister B "Let each of us
of Health to take all be better today
necessary steps.” than we were
yesterday."
Estok ,.Je potrebné tieto ,»-Vidime sa
utoky jasne odsu- ¢oskoro na
dit’.« ) d’alsich ak-
"These attacks must ciach!“
be clearly "See you soon at
condemned."” future events!™
Danko ,Posud’te ,.Prid’te si po-
sami.“ chutnat'... ne-
"Judge for your- | nechajte ujst’!*
- selves." "Come and en-
joy... don't miss
out!"
Kalinak ., Ved po- ,Bezte a zo-
sud’te sami.* berte so sebou
"Judge for yo- | aj Sime&kovu
- urselves." rodinu!“
"Go and take
Simecek's family
with you!"
Simec¢ka ,Pozrite si mapu ., Pomézte ,.Pridajte sa k
miest a povedzte nam zdiel’a- nam... uz tento
nam, v ktorom z nim, nech sa utorok o
nich sa vidime.* k nim do- 18:00.«
"Look at the map of stane. "Join us... this
cities and tell us "Help us by Tuesday at 6
which one we can sharing, so that | p.m."
see each other in." it reaches
them."
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a precitat’ na
https://progre-
sivne.sk/tresk/*

"3 You can
download and read
our document at
https://progre-
sivne.sk/tresk/"

Grohling »Zdielajte! ,»Vidime sa aj
Slovensko dralsi tyzden ...
potrebuje ge- na generalnom
neralny Strajku

) Strajk!* 17.11.2025!«
"$hare! Slova- “See you next
kianeedsage- | \yeek... at the ge-
neral strike!" neral strike on

November 17,
2025!1"
Majersky ,,Link na cely ¢la- »Pridajte sa aj
nok najdete v pr- vy a kracajme
vom komentari.* spolocne za zi-
"You can find the link - vot.*
to the full article in "Join us and let's
the first comment."” walk together for
] life."
Odor B N4s dokument |, Cely text & Ludova
si moOZzete stiahnut’ si mozete kréma pokra-

precitat’, ak
zacnete odo-
berat’ moj
newsletter.*
"% You can
read the full text
if you start sub-
scribing to my
newsletter."

Cuje... Neza-
budnite si zare-
zervovat stol v
kréme! TeSim sa
na vas!“

"@ The folk pub
continues... Don’t
forget to reserve a
table at the pub!
I’m looking for-
ward to seeing
you!"

Table 3: Examples of company CTAs

Company | Informational Interactive Mobilization CTA
CTA CTA

LIDL ,,Viac informacii ,,Do0 komen- »Hlasujte na
najdete na tara napiste, www.dvor-
www.lidl.sk. koho by ste check.sk.“
,,Cely recept na- zobrali...* LZaregistrujte sa na
jdete v popise ,,Ktord je va§ | upracme.sk.
dole...” favorit?“
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,Novy ONLINE "Write in the ,Nakupujte v Lidli a
leték... prelistujte | comments who | yyyzite zPavy.“

si.. .« you would take | "\/ote at www.dvor-
"You can find more | With you..." check.sk."
information at "Whichoneis | "Register at
www.lidl.sk." your favorite?” | ypracme.sk."

"You can find the "Shop at Lidl and take
full recipe in the des- advantage of the dis-
cription below..." counts."

"New ONLINE

leaflet... browse

through it..."

Billa ,,Objavte vyber »Ktory plysak | ,,Nazbieraj 10 nale-
produktov v kata- | ti prirastol k piek a vyzdvihni
16gu [=] (link).« srdcu?* plyséka.“

,.Viac informacii ,»Ochutnate ju | ,,Aktivuj kupén v
na www.billa.sk. | aj V}_’?“ aplikacii.

,,Tip od odbor- "Which plush | | Nakup 3 ty¢inky a
nika...« toy has become | zaregistruj iétenku.“
"Discover the se- your favorite?" | »Collect 10 stickers
lection of products in |~ Will YU try it | and pick up a plush
the catalogue oo toy.”

(link)." 'Actlvate t'r'1e coupon
“More information at in the app. _
www.billa.sk." "Buy 3 bars and regis-
"Expert tip..." ter your receipt.”

Kaufland | ,Nazrite do letdka | ,,Ako sa roz- LZaregistrujte svoje
behol skolsky | dieta do projektu
kauf.land/novy-le- | rok?* Deti na hokej.*
tak.« »Spominate ,Prid’te na jar-
,,Objavte na nasom si, ¢o ste pred | mok/vinobranie.*
online trhovi- 25 rokmi ro- ,,Predzasobte sa na
sku...« bili?* Dusicky.*

"Take a look at the "How has the "Register your child
leaflet school year for the Children on Ice
kauf.land/novy-le- started?" project.” o
tak." "Do you re- "Come to the fair/wine
"Discover it on our member what harvest festival."
online market- you were doing | “Stock up for All So-
place..." 25 years ago?" | uls’ Day."

COOP ,,Nové zlavy 16.— ,,Ktora re- »Stafte sa appka-

Jednota 24.9., prelistujte klama je vasa | ¢om a vyhrajte
letak.* obl'ibend?* auto.”
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,,Ne(tradi¢né) re- Zazelajte ba- | ,,Nakip nad 10 € a
cepty — grilované ¢ovi nieco ziskaj 10 % spat’.”
ovocie.* pekné.« »Hlasuj za nasu pre-
,,Casopis Jednota — | ,,Napiste spo- | dajiiu.”
precitajte si on- mienku na "Become an app user
line.“ Skolu.” and win a car.”
“New discounts from | "Which adver- | "Spend over €10 and
September 16-24, tisement is get 10% back."
browse the leaflet.” | your favorite?" | "Vote for our store.”
"(Un)traditional re- "Wish the she-
cipes — grilled fruit." | pherd
"Jednota magazine — | something
read it online." nice."

"Write a me-

mory about

school."”

Biedronka | ,Novy letak je tu — ,Prid’te do novej
staci prelistovat’. predajne v Revu-
Zajtra 15.9. za- cej.”
tvorené.* "Come to the new
"The new leaflet is - store in Revuca."
here — just browse
through it."

"Closed tomorrow,
September 15."

YEME ,,Bio hovidzie — »Navstivte nas rybi
ako funguje BIO.“ trh.*
,,Dubaky od Erika ,,Prid’te ochutnat’
Valentovica (lo- nové talianske Spe-
kalny povod).* ciality.*
,»Zlaté Slnko 2025 "Visit our fish mar-
— vysledky a po- ket."
dakovanie.“ - "Come and taste the
"Organic beef — how new Italian special-
ORGANIC works." ties.”
"Porcini mushrooms
from Erik Valento-
vi¢ (local origin)."
"Golden Sun 2025 —
results and thanks."

Fresh ,,Prelistujte si ak- ,Napiste ndm | ,,Stiahnite si aplika-

tualny letak.
,,Objavte najnizsie

do komen-
tara, o si 0

ciu Fresh.*
LNakipte nad 10 € a
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ceny na naSom
webe.
"Browse the current

tom myslite.*
,,Kto je vasim

ziskajte zl'avu.*
»Zapojte sa do su-

vernym na- taze o poukazku.*
leaflet." kupnym par- "Download the Fresh
"Discover the lowest | e41omo< app.”
prices on our web- "Write in the "Spend over €10 and
site.” comments what | 9eta discount.”

you think about
it.”

"Take part in the con-
test to win a voucher."

"More information at
franchising.mojob-
chod.sk."

"DISH are digital to-
ols..."

"Who is your

loyal shopping

partner?"

METRO ,Tankujte vy- ,,Hotelieri, »Pridajte sa k sieti

hodne — ponuka mate takto mojobchod.*
plati od 18.9. do nastavenu ce- | ,,NapiSte na na-
21.9.« notvorbu?“ kup@metro.sk.*
,,Viac informacii »Zdiel'ajte, ak | ,,Nakupte a ziskajte
na franchising.mo- | sa vas to Pilsner za 1 €.
jobchod.sk.“ tyka.* "Join the mdjobchod
,,DISH st digitalne | "Hoteliers, do network.”
nastroje. .. you have your | "Write to na-
"Refuel at a great pricing setup | kup@metro.sk.”
price — offer valid like this?" "Make a purchase and
from September 18 "Share if itap- | get a Pilsner for €1."
to21." plies to you."

A comparison of political and commercial communication reveals signif-
icant differences in the orientation and function of calls to action. Political
CTAs are predominantly mobilizing and value-appealing in nature — they aim
to encourage collective action, identification with a goal, or rejection of the
opposing side. They are emotionally charged, often framed in collective lan-
guage (“let's go”, “let's stand up”, “let's not allow”) and use an urgent tone.
Corporate CTAs, on the other hand, are transactional and pragmatic — they
have an immediate consumer goal and are linked to an offer, benefit, or ad-
vantage.

While political actors use calls to action as a means of legitimization and
mobilization, companies use them as a tool for conversion and loyalty. On a
discursive level, CTAs in politics resemble a ritual of collective action, while
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in marketing they function as a trigger for individual behaviour. Political calls
to action thus carry elements of emotional polarization and identity, while
corporate ones remain at the level of a functional impulse oriented toward
performance and immediate response.

Conclusion

Our analysis has shown that language is no longer just a neutral tool for com-
munication — it has become the main asset with which actors compete for
attention. Companies use it to sell products, politicians use it to sell visions
and emotions. The common denominator is that language is perceived as a
strategic means of persuasion and mobilization, and therefore the two spheres
are inevitably converging in their approaches.

The greatest contribution of our research is the revelation that politicians
are adopting not only the vocabulary of marketing, but also its structure. This
blurs the boundaries between what once belonged exclusively to the business
world and what was considered typical political language. This is a signifi-
cant shift because it shows that political communication is transforming into
sales communication — not in the sense of goods, but in the sense of ‘selling’
ideas, fear, or hope. Therefore, our findings confirm the hypothesis that pol-
iticians and companies use the same structural forms of calls to action what
makes marketing and political language interchangeable in terms of structure,
even though their functional orientation remains fundamentally different.

This shift has serious implications for both academia and practice. For
linguistics, it brings a new perspective on the universality of linguistic frame-
works — it shows that certain structures function equally in both the commer-
cial and political spheres. For marketing, it raises the question of whether
political discourse should be considered a competitive environment in which
consumers become ‘tired’ of the same appeals. For political science, it is
proof that political communication is becoming more about technique than
content — and that power is increasingly shifting to the ability to master the
linguistic patterns familiar from sales campaigns.

In conclusion, our research provides systematic evidence that language
has become universal.
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