BECTHUK KbIPI'bI3CTAHA, Ne 1, 2016

Canmopoekosa A.K.

KAPHAMA YAKBIPBIKTAPBIH/JIA KE3JIEHHIKEH CTUJINCTUKAJIBIK BIKMAJIAP

Canmopoekosa A.K.

CTUJINCTHYECKHUE NTPUEMBI B PEKJIAMHBIX CJIOTAHAX

Salmorbekova A.K.

STYLISTIC FEATURES FOUND IN ADVERTISING SLOGANS

YIAK 811.111:81.38

Ypaan nocomunmun oozexu mypy 6oayn cananam. bBacma scapuamada, spedce kamapbwl,
Oy OpeHOOuH dice J102OMUNMUH ACMBIHOA — Jice JICAHbIHOA 2ana natoa 6orom. byn o3
AnObIHYUAILIKMbL OEeKeMOeo YUyH aupelkua nauvoanyy. Ypaan nocomunmen anda Kawda Kyumyy
oonyuwy MymMKyH. O J020mMunmu 3cKe anivluibl apcap, ai 9Mu MbIHOQU J03YHe ICMme KAJblh,
KAUumanauoliubl MYMKYH. AHOaH 0a MAAMUIyyCy, CEHUH YPAaHublH HSMHE QUMKbICbL Kelem.
Vpaanowin sku mecuzeu maxcamvl 6ap: HCaApHAMANAPObIH KAMAp Y3eYAMyKCy30yeyH Kamcbul3
,OULOHOOIL 3J1e HCAPHAMANBIK KAMbl A3aumyy, Kaumanoo2o Heaua 3Cmen Kauyyea JeeHul Kbliyy.

Cnocan sensemcs ¢popmou ciogecHo2o nozomuna. B neuamuoill pexiame, Kax npasuio,
nosA61Aemcsi MOAbKO NOO Ul PSOOM C HA36aHuem dpeHoa unu no2omund. Jlosyne noosooum umoe,
YUMo OHO O3Hauaem, NO CBOCU CNEeYUAIbHOCMU, O1a20, U Ubs MAd NO3UYUSAE MApKemuHee, U
NPUBEPIHCEHHOCMb  c8oemy  udeany. Omo  0COOEHHO NONEe3HO Ol YKpenlieHus  ceoel
unousuoyanvrocmu. Cnoean modxcem oxazamuvcs Oonee MOWHbIM, dem jgocomun. Jloou mozym
NOMHUMb U NOBMOPSAMb CE0U N03VHS, 8 MO 8PeMsl KAK OHU 8PS0 U CHOMHAM éaw 1oeomun. bonee
8ADICHO, YUMO 6aul JO3VHZ XOUem 3dA6UMb, d He OblMb NPOCMO YMHBIM, HO eClU 6bl Modiceme
docmuzHyms 0be yenu, mem jayyuie 01 eac. Jlozyneu umerom o0se OCHOBHble yeau: obecnedums
HenpepvlBHOCMb cepull 00bABNIEHUL 6 KAMNAHUU U COKPAMUMb CMpPAme2uro cooOujeHusi peKkidamol
00 KpamKux, nOGMopsaembix U i1e2Ko 3anOMUHAIOUUXCH.

A slogan is a form of verbal logo. In a print ad, it usually appears just beneath or beside the
brand name or logo. A slogan sums up what one stand for, one’s specialty, the benefit, and one’s
marketing position, and one’s commitment. It is especially useful to reinforce one’s identity. A
slogan can prove to be more powerful than a logo. People can remember and recite your slogan
while they are unlikely to doodle your logo. It is more important for your slogan to clearly state
what you are about than to be clever, but if you can accomplish both, all the better. Slogans have
two basic purposes: to provide continuity to a series of ads in a campaign and to reduce an
advertising message strategy to a brief, repeatable, and memorable positioning.

Hezu3zzu co300p. canvluumulpyy, MemoHumMus, memagopa, Kaiamoyp, YuKaumsix, watkeu,
CUMBOTI, pUMM, OHOMAMONEs, XUasm, eunepoona, Kapama-Kkapuivl, Kaumanoo, anagopa, snugopa,
napanieiusm.

Knrwouesvie cnosa: cpasnenue, memonumus, memagopa, Kaiamoyp, ynooooienue, cumeol,
pughmel, anrumepayus, cosgyuue, PUMM, 368YKONOOPAdCAHUE, XUd3M, 2unepboia, ammumesd,
nosmop, anaghopa, snughopa, cpagrenue, NapaiIeIusM.
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The slogan should be used everywhere. Think of it as being attached to one’s name like a
shadow; put it on business cards, printed ads, personal brochures, signs, letters, in the yellow pages
-everywhere one can put it.

The advertising slogan is always short and epigrammatic in nature. It helps to make the ad
more impressive and memorable.

So let’s take a look at the stylistic features of these fabulous slogans to see how it can
achieve its aim.

To achieve an emphatic effect, the ad slogan is just like a headline which uses initial
capitalization to attract more attention or to stress every word it says to impress the reader.

Heinz: BeanzMeanz Heinz.

Sometimes for the same reason as above, the ad slogan needs to emphasize every letter it

uses or to make the ad slogan look trim and tidy.

NewsWeek: THE WORLD'’S NEWSMAGAZINE.

The analysis of sampled slogans has shown that the most often used examples of figurativelanguage
in English advertising slogans are: simile, metonymy, metaphor, pun (word play), personification,
symbol.

Easy as Dell (Dell)

Metonomy: Do you have the bunny inside? (Energizer)

When using a metaphor, two seemingly unrelated things are compared by stating thatone is
the same as the other; this helps to see the similarities or connections which wouldremain
unrevealed if not by the metaphor:

Fresh Squeezed Glaciers (Adelma Mineral Water)

Leech maintains that metaphors are valuable in the advertising language as they

“suggest the right kind of emotive associations for the product”.2

Many of the analyzed slogans are based on pun that involves a play on words.

According to Cuddon (1999, 711), puns are often used for humorous effect. Consider thefollowing
examples:

Absolut magic (Absolut Vodka)

Pun or word play is often used by advertisers because they rely on lexical items withmore
than one meaning; sometimes a word play occurs when the different words arehomophones or
homonyms. The pun/word play is based on ambiguity, although, accordingto Leech, in advertising
language ambiguity “hinges on the orthography ratherthan on pronunciation”.

Advertisements canoften use personifications when inanimate objects or abstractions are
endowed withhuman qualities to make it more dramatic, interesting and more attractive, because
wecan better relate to the objects which are personified.

! XUE Hangrong. Introduction to English Styles.Xi’an:Xi’anJiaotong University Press,2003. 145

% Leech, G. 1972. English in advertising: a linguistic study of advertising in Great Britain. English Language Series. London:
Longman. 223
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Imagination at work (General Electric)

In the examples below a diamond is a symbol of love andcommitment, and a ring is a symbol of
continuing affection and appreciation, while thetrilogy ring is the representation of the past, present
and future of a relationship:

A Diamond is Forever (DeBeers diamonds)

Eternity Ring (DeBeers diamonds)

The Trilogy Ring (DeBeers diamonds)

Among the sound techniques most often used in English advertising slogans thefollowing
can be observed: rhyme, alliteration, assonance, consonance, rhythm, andonomatopoeia.

One of the dominant sound techniques in English advertising slogans is rhyme, which,according to
Cuddon, is “the formalized consonance of syllables” (1999, 750).

Do you ... Yahoo!? (Yahoo!)

The function of rhymes in the form of slogans is the transmission of simple information.

Keep the flag flying (British Airways)

Rhythm is “the movement or sense of movement communicated by the arrangement ofstressed and
unstressed syllables and by the duration of the syllables 3

Live your life, love your home (IKEA)

Another sound technique found in only two analyzed slogans is onomatopoeia.
WASSSSSUP?! (Budweiser)

Among other rhetorical devices often used in slogans the following can be
observed:repetition (anaphora, epiphora), comparison (unqualified comparison),
parallelism,antithesis, and hyperbole.

In this group of rhetorical devices repetition is the most frequently used.
Get to the very top with the very best (Barclays)

Comparison is a rhetorical or literary device in which a writer compares or contraststwo
people, places, things, or ideas. In advertising, the second term of comparison ishardly ever stated;
it is left to the audience to decide, thus comparison is unqualified. Byusing comparison, writers
increase their chance of catching the attention and interest of the audience.

The happiest place on earth (Disneyland)

Parallelism “consists of phrases or sentences of similar construction and meaning
placedside by side, balancing each other”. It creates a balanced flow of ideasand can be employed
as a tool for persuasion because it uses repetition.

More defined. More conditioned.More beautiful lashes. More than Mascara with
more black impact (Estee Lauder)

Antithesis is, according to Cuddon “ fundamentally, contrasting ideas sharpened by the use
of opposite ornoticeably different meanings” (1999, 46). Antithesis is often used in prose totelling
effects. Consider the following:

Small seeds generate big ideas (CNN)

Hyperbole is “a figure of speech which contains an exaggeration for emphasis”.

In the examples below, hyperbole is used to emphasize the best features ofthe advertised objects:
Fight wrinkles! Renew collagen in just 48 hours (Lancome)?

% Cuddon, J. A. 1999. The Penguin dictionary of literary terms and literary theory.London: Penguin Books Ltd. 753

% Cuddon, J. A. 1999. The Penguin dictionary of literary terms and literary theory.London: Penguin Books Ltd. 46
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Erotesis -At this point would you still think your worrying is global enough? (WWF).Ecphonema—
My favorite garden you ask? Easy! It’s hoegaarden (Hoegaarden beer). Grammatical parallelism
Pure spirit. Pure experience (Crystal Head vodka). Quitting is hard. Not quitting is harder
(quit.org).

Enallage —Grandma told me about this animal once, they not exist anymore (WWF).

Isocolon (subtype - tricolon) —Activia drinkable.Anytime.Anywhere (Activia).

Chiasmus —’You don’t need to get a phone, you need a phone that gets you (HTC). We make the
tools, you make them do (Lenovo).

A unique and memorable slogan that summarizes and highlights your special capabilities
can strengthen the impact of message, increase the name recognition and enhance image. An
effective slogan can also act as a powerful closer or summary statement for advertisement.

The use of second person addressee “you” tends to shorten the distance between the product
or the producer and consumers, as if the producer or the ad is speaking to you face to face, making
sincere promises, honest recommendations. In so doing, the ad slogans stand a better chance to
move the receiver or customers to action, because the receiver feels that he is being thought of and
taken care of and he is the center point of the producers.

HYUNDAI: Always there for you.

The use of first person addresser “we” and “us” is the most direct way to tell the receiver
what the sponsor of an ad slogan stands for, his idea, his view, and his credit. It’s a little bit like a
self-introduction to the potential customers to let them know you, recognize you, believe you and
trust you.

Avis Rent A Car: We try harder.

Admen have to abide by the code of commercial practice and stick to the rules of
advertising. They should not advertise their product at the expense of others. So they resort to
unqualified comparison to avoid defaming other products.

They can not say: “Brand X is better than brand Y.” Otherwise, unpleasant lawsuits will
inevitably occur. They can say:

Coleman footgear: Better choice, better joys.

These words are often used in ads to indicate the universal application of the product or to
include as many potential customers as possible or to achieve the emphasis of the product’s utility
or the company’s unswerving commitment.

Mitsubishi: Technically, everything is possible.

Negatives tend to be used very sparingly because the purpose of all ad slogans is to
strengthen the positive side. But when negatives do occur, they are usually placed in an emphatic
position to highlight the special the positive side.

M&Ms melt in your mouth, not in your hand.

Coined words are both new and memorable. Coined words are kind of smart words have a
special meaning in the specified context. They can raise the interests of the ad slogan receivers,
make them ponder upon the meaning and marvel at the smart idea of the admen. By so doing, they
recognized the brand.

Louis Vuitton: Epileather.

! XUE Hangrong. Introduction to English Styles[M].Xi’an:Xi’anJiaotong University Press,2003. 145
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The slogan must be short and simple; it can not afford to be complicated and clumsy. Short
simple sentences are easy to remember, while one main aim of an ad slogan is to be memorable and
recited. So short and simple sentences serve advertising slogans right.

SumsungDigitall-Everyone is invited.

Every day sentences tend to be overly used in day life, but it can be very forceful when used
in an ad slogan. These sentences travel very fast, because anyone can remember it without any
effort. It can just hang upon people’s lips. It’s something popularized without much publicity.

Nike: Just do it

In ad headlines questions are often used to attract attention by mentioning the matter that
concerns the customers most. They help to arouse the curiosity of the customers and entice them to
read on to find the solution to the problem. Many slogans (also called themeline or tagline) begin as
successful headlines.

So it is not surprising that the slogan can use questions too for the same purpose.
Ford: Have you driven a Ford lately?

In an ad, the slogan is the last few words said. Although it’s just a few words, the admen
don’t let it go at that. They use every opportunity to exhort the potential customers to act, to buy
and to consume. The slogan is their last battle field to get people moved. It is not surprising that
they would use imperative sentences to make a slogan while this kind of sentence is the most direct
way to achieve the ideal effect.

Express card: Don’t leave home without it.

Almost all the ad slogans use simple present tense to satisfy the customer’s desire to know
the present state of the product he wants to buy. But there is another aspect of the simple present: its
implication of universality and timelessness.

DeBeers: A diamond is forever.
Rossini: Time always follows me
Creative use of idioms or proverbs
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