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MEANS OF EXPRESSION IN THE ADVERTISING TEXT

G.A. Soltanbeckova, M.K. Mussina,

E-mail address: s_galiya@bk.ru E-mail address: maira.amina@mail.ru

International Academy of Business, Rozybakiev str, 227, 050060, Almaty, Kazakhstan
Abstract

The role of advertising can be perceived quite differently across cultures. Analysts, therefe
advised to approach advertisements with some understanding of expectations in a particular cufs
Advertising is used by a company to increase the sales of its products or services or to prome
brand name. Advertising can also be used to communicate an idea or image. The manufactus
the product which is analyzed here operates in two different national markets; therefore
company in its branding message faces contradicting forces of homo genization and divengs
International interdependence and international trade increase the importance of understands :
communicating effectively with people of other cultural backgrounds. The most popular stz
are those which are source-language-orientated, maintaining the source meaning in the &
advertisement. When target language-orientated strategies are employed, translators have
freedom to create advertisements using rhetorical figures. The use of literal translation meas
translate every word of an advertisement according to ST advertisement.

Key words: advertising; anaphora; repetition; rhyme; device; consumer; means; advertiseme it
adjectives; adverbs; value; metaphor; means of expression 1

1. Introduction

Advertisements carry the persuasive content to encourage receivers to read on and, hopefis
the product. Advertising is a form of social communication that represents a society's cu®
well as the values and norms associated with it. The role of advertising can be perces
differently across cultures. Analysts, therefore, are advised to approach advertisements
understanding of expectations in a particular culture. Advertising is used by a company to :
the sales of its products or services or to promote a brand name. Advertising can also be !
communicate an idea or image. The aim of advertising is known, its purpose understood. 1
transparent and its techniques relatively predictable.

2. The source text.

2.1 Sound image of the advertising text is an essential component of its success among
On the phonetic level creators of advertising texts often use different repetitions both
lexical:

1) Alliteration is the repetition of an initial consonant as given in the following example®
the hurt stop hurting (advertising antiseptic Bectine)

The main function of alliteration is to provide emphasis on a particular point and
more memorable or fun to say aloud. In fact, this function is more often seem
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s and logos of companies when they want to spread and promote their brand, like
s Buy, Borders Books, Coca-Cola, Chuckee Cheese'’s etc. All these names are fun to say

d also easy to remember.

is stylistic technique associated with the repetition of related sounds, words or groups
the beginning of several consecutive sentences or verses to emphasize an image or a
s effect is to influence the person reading it. Anaphora in all its varieties is widely used
we headlines. The reason for this is that the first parts of heading remembered better and
phora further contributes to the process.

music. Know the beat (advertising of music news on the channel «CNN»).
1

mple of anaphora is the advertisement for Sony Handy cam “Choose Wisely. Choose

s ad tells consumers to choose their technology wisely, and if they do choose wisely, they

wose Sony. In this ad, the word “choose” which is repeated for emphasis works well.

consumer thinks of Sony they will think “wise choice”. It is a very simple ad but it gets
cross in a concise yet accurate manner.

: counterpart of anaphora is epiphora. This stylistic technique is formed on the basis of
letters repetition, the same parts of speech, the same word or phrase at the end of
Epiphora is rarely used in advertising headlines compared with anaphora. Below are
ples of epiphora which exhibit the repetitions in the last part of the successive clauses.

when this time comes around, the kids want to stay around. (IBM)

a Pepper, he's a Pepper, she's a Pepper,-we're a Pepper. Wouldn't you like to be a Pepper,
Pepper. (advertising jingle for Dr. Pepper soft drink.)

nemic repetition.

== repetition of the advertising slogan words is based on this method. That gives emotional

)2 to slogan, making it bright.
‘ sives you willing!! (Red Bull)

; is quite popular way to design the English and Russian texts of advertising for any type
=t audience. Rhyme is called a special type of regular sound repetition of syllables at the end
words (Dobrosklonskaya. T., 2000).

type of repetition is applied to sounds whereas other types apply to repetition of words. A
= m an advertisement can be easily recalled by the reader of the magazine. A rhyme will easily
. = someone’s head so that when they think about purchasing, they have surpassed simple

2ss of the product, they will be familiar with it.

‘Borin’ Roarin’ (the ad for Capri Sun Roar in’ Waters) demonstrates repetition in the form of
= The ad uses a play on syllables that are shortened by eliminating the ‘g’. By doing this the
that bottled water is boring compared to the product with two simple words. This product
eted towards children and this cute and simple rhyme is catchy and easy for kids to
gerstand the point of the advertisement (Jessica Wesky ADV 493 Paper 2Fall 2006).
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2.2 In Russian rhymed advertising texts, thyming device is quite actively used to introduce foreig '
words. As a rule, they are the names of the product or service with a Russian word that has a simis
sound, that is Gillette - no , Cola - fun, Pino - raspberries etc. Being manipulative techniques,
construction of the rhyming device is not only directed at the involuntary memory the utte
itself, but also at the name of the advertising product.

The most significant feature is the presence of advertising text verb combinations. According
H.Kaftandzhiev "verb adds life, excitement, movement, strength and power of thoug
(Kaftandzhiev H., 1995)

If we consider the English-language advertising, there verb combination type "Buy ,'
"Discover that", "Try some today", "Don't forget', "Treat yourelf' - are very common.
example:

Let's make things better (the company's slogan Philips)
Come to where the flavor is (company slogan Marlboro)

Studying English advertising texts shows that the most frequently used verbs in the imperatis
as follows : Buy, try, ask, get, see, call, feel, taste, watch, smell, find, listen, drive, let, look. &
do, discover, start, enjoy.

e.g. Buy the car. Own the road. (Pontiac Grand A m)

!

The imperative form of the verb is a powerful means of advertising text because it help
encourage a potential buyer to buy the advertised product.

Interpreters of English-language advertising pay attention to the special nature of the &
personal and possessive pronouns in advertising texts. The persuasive tone of advertising
(which is also the word for the Russian advertising) often based on the successive application
following communication model: "We, our" is referred to the advertiser. the peso ]
possessive pronouns "you, your' are used to refer to the potential customers and «they, e
reference to possible competitors. This can be seen in such slogans as:

You're the boss (slogan of the chain of restaurants Burger King fast-service)

We believe the more you do to protect your home, the more you should save. (the
'Liberty Mutual' insurance company)

Attributive phrases are important in the syntagmatic figure as well as in Russian and &
advertising texts. Since one of the most significant components of the advertising te
description of the advertised product or service, attributive combinations including ad
adjectives bears the most functional load.

Advertising is repleted with the words: "more", "less", "better", "profitable", "best",
"super". All these words are signals that the advertised brand in explicitly or implicitly ap
comparison with other brands of the same product category. According to J.K. Pirogov ™ :
that the comparison is not correct in the strict logical sense”( Pirogov J.K., 2000).
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are adjectives and adverbs that help to create unique tone of advertising appeal,
you to pass the quality and benefits of the advertised item. While translating into

wage, this fact must be taken into account. For example,

VLG company slogan)

of translation of advertising texts, ad jectives and adverbs are used to describe a wide
ies advertised product ie. the shape, size, quality, value, feelings that the product
adjectives are the most widely used in English advertising: natural, sensual,
sionate, romantic, mysterious, etc. whereas in Russian, the most spread words are the
novelty, first, revolutionary, challenging, unusual, in spite of ordinary and etc.

d adverbs are used in advertising texts to convey emotional information and to attract
sstomers and get them interested. This function of text advertising also implements

is a technique in which the characteristics of the object are transferred to one another
& of certain resemb lance.

ot only forms representation of the object, but also provides a method and way of

it. Promotional metaphors, which are usually apt, comprehensive, and memorable,

sumer beliefs and affect (Ward and Gaidis 1990). Promotional metaphor is laconic, its
‘Seurative, expressive and it can name objects and phenomena. For example:

2y knows where to go (CITIBANK)

most frequently encountered topics within the theoretical debate surrounding the
discourse is the use of metaphor, both at the textual and especially the visual level of

= communication. Metaphor is frequently used in advertising as a way to enhance the

@ value of a product or to make it seem more personal. This technique is especially useful
scate complex or abstract ideas. A metaphor, by the way, is like a simile, but more

ecting People.”

this metaphor to convey the image of connecting people with their mobile phones

smply as a means of having a conversation.

can also help to create a particular brand image. An advertising metaphor often comb ines
ase with a visual image to dramatize the effect. According to Gray, S.A., and Snyder, R.

sthout metaphors, we cannot imagine. They are the engines of imagination."

metaphor enables understanding of some objects in terms of properties and other
3 aims to create original advertising image and the introduction of an estimated effect in

= (Maslov N.M., 1997).

W & tiger in your tank (fuel Exxon)

2! attention should be paid at comparisons that are presented in the advertising text widely.
¢ 1o the researchers, incorrect from a logical point of comparison are surface
sons of deep phenomenon - the manipulation of class comparison and comparison
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parameters. Lack of any real distinctive product characteristics that distinguish it among compets
products, forcing advertisers and translators seek specific rhetorical devices. These technig
allow you to update the destination in the minds of a class of such comparison and comparise
parameters against which the advertised brand looks the most advantageous. For instance, :

No battery is stronger, longer (company slogan Duracell).

2.5a) By lexical expressive means of advertising text refers antithesis. It can be characterized :
"the connection and comparison of opposing ideas, to achieve greater clarity of images or ‘
stronger expression of feelings and ideas" (Dobrosklonskaya. T., 2000). This stylistic device hes
to achieve the effect of contrast and advertising text acquires more original sound, and the :
determined more accurately due to the juxtaposition of contrasting ideas in balanced phrase
clauses. The antithesis is often used in advertising headlines: L

e.g. Espace interieur maximum. Encombrement minimum (PEUGEOT 106).

Antithesis works well in advertising because it is a good way to express ideas efficiently and
memorably.

b) The basic grammatical means of emphasis of the advertising text is syntax. A promotional
can include the sentences with a neutral word order. However, it is much more commoniy
emotional inversion, rhetorical questions and exclamations, parcelling, incomplete sentes
parallelism. Examples are given below. - ;

Inspire me. Surprise me. AMD me (company slogan AMD).

It's Miller time! (Company slogan Miller)

Is it live, or is it Memorex? (Company slogan Ménnrex)

2.6 Sty listic means of expression include:

1) Idioms. This new and unexpected meaning of groups of words, each of which has
significance. Commercial companies are intended to promote products, services and orga: =
but, quite interestingly, they also provide us with an excellent opportunity to learn about
languages and cultures. Commercials tell stories, contain pictures, are short, and, most of th

in their e ffort to be funny, use idioms.
Come alive with Pepsi (soda company Pepsi)

2) Quite a creative way to design the advertising text can be regarded as a pun. Visu:

advertising can be great fun and could be an image that plays tricks in your mind. The §
device that often used in advertising. mind. Play on words (pun intended) is a combination &
with each other, when revealed several meanings of one word, with values like playing
other. ‘

"For some the essence is to see, for others to see the essence" (beer Pilsner)

Maybe she's born with it,
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belline

s of expression is used in advertising texts for comprehensive characterization of the
@ at the same time to escalate emotional stress (Dobrosklonskaya. T., 2000).

wers are under increased pressure to make their products stand outso as to attract the
‘of potential buyers, through the use of various means of expression, advertisers
fanguage so as to enable a reader of a particular ad to linger longer over it and
buy the product. they are frequently quite successful in product promotion.
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