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ADVERTISING AS AN INTEGRAL PART OF BUSINESS

It is well-known that advertising is a form of communication that attempts to persuade potential
customers to purchase or to consume more of a particular brand of product or service. Thus,
advertising is simply another of persuasion.

The formation of modern advertising was intimately bound up with the emergence of new
forms of monopoly capitalism around the end of the 19th and beginning of the 20th century as one
element in corporate strategies to create, organize and where possible control markets, especially for
mass produced consumer goods. Mass production necessitated mass consumption, and this in turn
required a certain homogenization of consumer tastes for final products. At its limit, this involved
seeking to create ‘world cultural convergence’, to homogenize consumer tastes and engineer a
convergence of lifestyle, culture and behaviours among consumer segments across the world.

Many advertisements are designed to generate increased consumption of those products and
services through the creation and reinvention of the “brand image”. For these purposes, advertisements
sometimes embed their persuasive message with factual information. An advertisement contains an
informative message. Advertisements inform target groups (consumers) about new products.
Advertisements brighten their lives with their music and colour and these ads come up to their long-
awaited expectations and rcalize their secret dreams. For example, when consumers see the
advertisement showing the pretty girl in the new car or the smiling mothers holding a branded packet
of washing powder, it is the message that if they buy the product, they also achieve success and
happiness and realize their dreams and ambitions. Moreover, advertising is inescapable since
advertising is everywhere. Giant street hoardings and catchy jingles on television ‘attack’ them from
all sides. Advertisements, nowadays, have become part of their everyday lives.

The point of any advertising is to focus on the ultimate purposes:

. to create brands

. to position products

. to reach the right target groups

. to persuade consumers to buy products

Advertising is based upon the classical 4IDA model from the 1920s. What is 4/D4 model?
What do these four letters stand for?

. A stands for Attention. Advertisements must attract attention.

. I stands for Interest. Advertisements must get people interested.

. D stands for Desire. Advertisements must create desire to have this
product.

. A stands for Action. Advertisements must motivate people to actions to
buy this product. '

Any advertising needs to include these four points in order to reach its end-users.

Today’s marketing place is highly competitive; it s flooded with almost identical products, at
least from the consumer’s point of view. Thus, in order to persuade customers to buy their products
rather than their competitors’, companies have to differentiate, that is to say, to create and
communicate the difference which makes their product the better choice. They need differentiators (to
create brands, of course,) so consumers could recognize their product. And these differentiators are
called USPs: Unique Selling Propositions (or Points) which need to be pointed out through
advertising. Advertising acts here as a powerful weapon to reach the right target groups.

There are four main types of advertising: media, covert advertising, television commercials and
celebrities.
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Media

Commercial advertising media can include wall paintings, billboards, street furniture
components, printed flyers and radio, cinema and television adverts, mobile telephone screens,
shopping carts, web popups, skywriting bus stop benches, human billboards, magazines, newspapers,
sides of buses, banners attached to or sides of airplanes (logojets), in-flight advertisements on seatback
tray tables, taxicab doors, musical stage shows, subway platforms and trains, elastic bands on
disposable diapers, stickers on apples in supermarkets, shopping cart handles (grabertising), posters,
and the backs of event tickets and supermarket receipts. Any place an “identified” sponsor pays to
deliver their message through a medium is advertising.

Covert advertising

Covert advertising is when a product or brand is embedded in entertainment and media. For
example, in a film, the main character can use an item or other of a definite brand.

Television commercials

The TV commercial is generally considered the most effective mass-market advertising format,
as is reflected by the high prices TV networks charge for commercial airtime during popular TV
events.

Celebrities

This type of advertising focuses upon using celebrity power, fame, money, popularity to gain
recognition for their products and promote specific stores or products. Advertisers often advertise their
products, for example, when celebrities share their favourite products or wear clothes by specific
brands or designers. Celebrities are often involved in advertising campaigns such as television or print
adverts to advertise specific or general products.

What is the most important thing about advertising in order to sell the product or service? First
of all, it is creating a company’s brand. Successfully created brands are a guarantee for a successful
business, to begin with. All the companies have created their advertising slogans which they are not
willing to change; they have become their easily recognized brands. Popular ad slogans have proved to
be so successful that they have become part of our culture. We associate the famed slogans with
various brands and products. The most famous and well-known advertising slogans are familiar as they
are humorous and funny ad slogans. For example: "Beanz Meanz Heinz" and who can forget the
legendary slogan “Put a Tiger in Your Tank”.

The point of any advertising is to focus on the ultimate purpose: to lure customers to buy their
products. For example, the Sprite Corporation wants us to know that we can quench our thirst by
‘obeying our basic instinct, our thirst’. The Shell Oil Corporation earnestly believes (and so wants us
to believe as well) that the corporation is as hard and reliable as a shell (perhaps, a seashell or a shell of
a tortoise or something else). However, no matter how strange or ridiculous these catchy phrases and
jingles might be, we should admit that some of these ad spots are pretty clever, and often funny or
rather memorable.

Most of the time the language used in advertising is simple and short without following the
traditional grammar rules, like that of the newspaper headlines. In order to make their captions more
attractive, different kinds of figures of speech as metaphors, rhymes, associations and repetitions, puns
are widely used in advertising.

Most of texts of advertising slogans are based upon possible associations using various
metaphors and exaggerations to make their ads easily recognized and memorable.

For example:

. “The Citi never sleeps " (Citibank)

. “Take the Nestea plunge. Plunge into the refreshment of Nestea!” (Nestea)
. “Put a tiger in your tank.” (Esso/Exxon)

. “Say it with flowers.” (Interflora)

. “When your shoes shine, so do you.” (Kiwi Shoe Polish)

. “Do you have the bunny inside?” (Energizer)

. “He keeps going and going and going.” (Energizer Batteries)

. “Refreshes the parts other beers cannot reach.” (Heincken)

More often than not, rhymes and repetitions are often used in slogans: For example:
«  “Plop, plop, fizz, fizz, oh what a relief it is.” ( Alka Seltzer)
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«  “Maybe she's born with it - maybe it's Maybelline.” ( Maybelline)
o “Why Take Less When Pepsi's Best.”” (Pepsi)
o “You'll wonder where the yellow went when you brush your teeth with
Pepsodent.” (Pepsodent)
«  "Sugar Pops are Tops!”( Sugar Pops Cereal)

o “Cats like Felix like Felix.” (Felix)

o “Iamwhat Lam.” (Reebok)
In many slogans advertisers attempt to ‘exploit’ well-known phrases, old proverbs and

sayings.

+ (Pabst Brewing Co.) “All that glitters is not Pabst.” (derived from the proverb:
“All that glitters is not gold.”)
«  (Samsung) “Digitally yours” (derived from a letter: “Sincerely yours™)
. (Puffs) “A nose in need, deserves Puffs indeed.” (derived from the proverb: “4
friend in need is a friend indeed.”)
o (Morton Salt) “When it rains, it pours.” (derived from the proverb: “It never

rains but pours.”)

In order to lure the customers, advertisers use a lot of puns in their ads. A pun is a humorous
use of a word or phrase which has to two meanings or of two words or phrases which look or sound
similar. Puns are used in many forms of advertising because they catch the eye and amuse. Here are a
few examples with puns given below.

Type of advertising Advertising Meanings

Advertisement for a WHEN YOU ‘to give a 'to telephone’
jeweller's shop DECIDE TO GIVE wedding or

HER A RING, GIVE | engagement ring’
US A RING

Advertisement for a FOR A FEW 'a piece of ‘a measure

slimming course POUNDS YOU CAN | money unit in the | of weight in the
LOSE 4 UK’ UK'
FEW(POUNDS)

Advertisement for a HAVE YOU 'lie on it' 'think about

new bed THOUGHT ABOUT it'
BUYING OUR NEW
BED? SLEEP
ON IT

Restaurant WE'LL GIVE 'something 'something
advertisement YOU FOOD FOR to eat’ worth thinking

THOUGHT about’

Advertisement for CHRISTMAS "apiece of ‘connections

men's ties IS A TIME TO clothing worn and loyalties'
THINK OF FAMILY | round a neck’
TIES. BUY OURS. B

Advertisement for a TRY OUR " get stuck ‘remain our
brand of glue GLUE ONCE AND using our glue' loyal customers'

YOU'LL ALWAYS
STICK WITH US.

Bank advertisement to WE OFFER ‘a good ‘a lot of
attract new customers YOU A GOOD DEAL | business things'

transaction’

Title of the MONEY ‘money "money is
financial section of a MATTERS topics' very important'
newspaper

Perfume NEXT TIME 'produce . ‘the word

advertisement YOU WANT TO BE | perfume’ scenlts is
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AT YOUR BEST

pronounced like

FOR A SPECIAL sense and the
OCCASION, phrase to make
CONSIDER BUYING sense means to
A PRODUCT OF have an_important
THE AROMATA meaning '
COMPANY. IT
MAKES SCENTS
Carpet shop WE'LL GIVE 'medical 'special
advertisement YOU RED-CARPET | cure’ service and
TREATMENT (OR welcome'
BLUE, ORGREEN,
OR BROWN, OR
YELLOW. . .)

Advertisement YOUR The word The word
for The Mirror VIEWS ARE view means image | view means
newspaper REFLECTED IN The whole opinions

THE MIRROR text is translated The whole

here as: ‘You can
see your reflection
in the mirror’

text is translated
here as: ‘You may
find your opinions
expressed in the

Mirror newspaper'

So, as you see from the examples given above, advertisers exploit all the ways and methods to
sell their products using various wordplays.
Many firms and shops choose a short name which attracts attention, is easy to remember and
immediately identifies the service being offered. This name is often spelt in a kind of simple
phonetic spelling (violating all the spelling rules, of course,) to make it even morc unique and

memorable.

Below are given the real names of fourteen British firms or shops:

1) SHUSELLA shoe shop

2) KEEP-A-KREASE dry cleaners

3) SUPASNAPS photo processing shop

4) KWICK KOPY photo-copying firm

5) KWALITY FASHIONS women's clothes shop

6) KUMFY KIDDY WEAR children's clothes shop

7) HANDICARS taxi firm

8) MR KLEEN dry cleaners

9) SNAX snack bar

10) MOTOR KARE garage and repair shop

11) LOOKRITE hairdressers

12) FLITE CENTRE travel agency

13) U-DRIVE car-hire firm

14) LITE BITE snack bar
Products are often named in the same way as the businesses above.
1) KLEENOFF cleaning fluids

2) KATTOMEAT pet food

3) ANSAFONE telephone answering machines

4) SUPALOK strong glue

5) RESTRITE beds

6) KARRIMOR rucksacks

7) INSTAFLOW bathroom equipment

8) ANSADOR

video and audio home entry system

So advertising is an integral part of any business and on no account should it be ignored. And I assure
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you that there are innumerable ways of creating new breakthrough ads to outline the USPs of the
product and to position the company’s brand. As the Chinese philosopher Confucius once said, ‘A
journey of thousand miles starts with a single step.’
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VHnueepcumem mupoeou sxoHoMuKY U OunIOMAMUU,
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HOJUTUHYECKHUE OPUEHTALIMU MOJIOJAEXH Y3BEKHCTAHA

[IpoGyieMBl MONOKEHUS MOJIOAECKHA B COBPEMEHHOM MMpe 3aHUMAlOT ocoboe MecTo B
UCCIIEOBAaHUM COLMANbHBIX NpobieM 4enoBeka. DTo 00yCIOBIEGHO, BO-MEPBHIX, TEM, YTO MOJO/EXKb
COCTaBJISIET OTPOMHBIM MPOUEHT HaceleHMs 3eMHoro wapa. [Ipudem, JaHHas Kateropus Jiojei
cocTaBnseT HeiHe 18% Hacenenus Hamel mianersl. Ecau k oo 1nudpe npubaBUTh KOJIMYECTBO JeTel
no 15 net, xotopoe cocraiseT 30% HaceneHUs, TO TONYUYHUTCS, YTO MOJIOZOE MOKOJICHHUE COCTABIISIET
NOYTH IONOBUHY HaceneHust Mupa. Opranuszanueit O6venunennsx Hanuit Mmonoaexs onpenensercs
Kak [OKOJeHWe Iojed B Bospacte oT 15 jo 24 ner /1/. BmecTe ¢ TeM, BO MHOTMX CTpaHax
CYIIECTBYIOT COOCTBEHHBIC KPHUTEpHH OlIpeAeIeHMs] BO3pacTa MoNOIbIX Jroned. B Vizbekucrane
rpymnIa MOJIOJEXKH OXBaThIBACT Mojiel ot 15 mo 30 mer /2/.

Bo-BTOpBIX, MOJIOEXHBIH BO3pacT OTKPBHIBACT OOJBINHE BO3MOXXHOCTHU MAJISI CTAHOBJICHHS
JIyXOBHO O0raTo#i, HpaBCTBEHHO PA3BUTOH, CAMOCTOSTENHEHO M TBOPYECKH MBICISINEH, MOTUTHYECKH
IIOJIKOBAHHOM JINYHOCTH.

Kak 1oKa3piBalOT COLMOJOTMYECKUE HUCCHEIOBAaHUSA, MOJOLCKDL Y30CKMCTaHA CEerojiHs,
COLMANbHO aKTUBHAA, NEPCIEKTHBHAS YacTh HACENCHHUS, JKearluas o0ecneunTh peaan3aliio CBOUX
MHTEPECOB B HANpaBJICHUH MOJIepHU3auy obimecrra. OHa 00beIMHsIeTCs B IPYIIBI HHTEPECOB CaMBbIX
pa3IMYHBIX HalpaBieHuil. B ycnorusx mozxepHuzanmm obiectsa, 0cOOEHHO B cdepe NOTUTUIECKUX
pedopM, OHa CTaHOBHUTCS HaJEKHOW YACTBIO 3JICKTOpaTa B IPOLECCEe IPUHATUA IOJUTUYECKUX
peLIeHU, aKTUBHO Y4acTBYET B pa3paboTKe MOJIUTHYECKUX ITPOrpaMM, UMEIOMIMX MPAMOE OTHOIIEHHE
K HacTosiieMy 1 OyayueMy »Ku3HU 001mecTsa.

UYro Takoe NOJUTHUKA AJSE MOJIOJAEKU? DTO TO, ¢ MOMOIIBIO Yero OHa JOJDKHA pelaTh 3aJauu,
CTOsIIME TepeN Heil. DTa 1o3uuus seisercs KmodeBod. Henp3s Ha ceroaHst OBITH B CTOPOHE OT
NoJUTUKU. ECTh Aaxke Takoe m3pedyeHue: eciu Thi He Oylelmb 3aHMMaThCs IOJIMTUKOM, TO TMOJIUTHKA
3aiimMerca ToGo#. [TonauTHka — 3TO OJUH M3 MHCTPYMEHTOB, KOTOPBI oOeclieynBacT MHTEPECH
rpaXkaaH.

Ilpouecc counanuzanmu TUUHOCTH, NMPUOOIIEHUE ee B Jena oOLIecTBa, MPOLECC CIOKHBIM.
31ech HYXXHBl HE TOJBKO IMOJUTUYECKME 3HAHUS, OMNBIT, HO ¥ MpaBWiIbHAs >KU3HEHHAsA IO3MLIMA,
ompesiensiomas OpUeHTALMN JTUUYHOCTH, HyKHa ocobas ¢opma paboThl B pamkax TOW WM HMHOU
OpraHu3aLyHy.

Baxnoe 3HayeHWe B pa3biACHEHMM OCYLIECTBIAEMBIX B olmiectBe  pedopMm  uMeeT
opraHuzauus MoJoaeku. KOHCTHTYIMOHHBEIE NpaBa MOJIOABIX MOJed 3akperuieHbl 3akoHom «O6
OCHOBaXx roCyIapCTBEHHON MonojexHoi nomutuku PecnyOmuku Yzbekuctan» (1991). Coznannpii
bouna monoznexu «Kamonory (1996) u B nocnencteun nepenmenosannsii (2001) B «O6mectenHoe -
JBIDKEHHE Mosoiexu Yz0ekuctanay (OJIM), BeICTYIIaeT B MOAMCPIKKY MONUTUYCCKUX YCTPEMIICHUH,
HHTEJUIEKTYalbHBIX  CIIOCOOHOCTEH, TBOPYECKOTO TMOTeHLMala Mojoablx mojei. «Kamonor»
OKa3hIBAET CONCHCTRYE B PEIIEHHH COLMANBHBIX NPOGIEM MOTOIEKH, IPEKTE BCETO €€, JKU3HEHHBIX
TPUOPUTETOB, BOIPOCOB TPYAOYCTpOiCTBA, OOyueHMs, NpPeANPUHMMATENLCKOW JesTenbHOocTH. B
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