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Abstract. The paper presents a comparative analysis of stylistic means employed in English and Ukrainian advertising considering them
from linguo-pragmatic standpoint. It aims to isolate the groups of most essential stylistic tools that secure the effectiveness of advertise-
ment text in the two compared advertising traditions. In an interlanguage perspective, the stylistic techniques used by copywriters are
indicative of certain linguo-cultural factors that give shape to those forms of advertising which have taken root in corresponding linguo-
cultural communities. The paper focuses on both isomorphic stylistic features of English and Ukrainian advertising texts and stylistic
discriminants that have established themselves in Anglo-American and Ukrainian traditions of advertising paying equal attention to the
means conditioned by the factors of purely linguistic and cultural nature.
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Introduction. Advertising techniques have a long-standing
tradition of psycholinguistic and linguistic study in English
speaking countries [2; 3; 4; 5; 9; 12; 15; 16; 22] and a com-
paratively modest history of professional mastering in
Ukraine. In Britain, the advertising industry started to grow
from the mid-seventeenth century, its further progress was
connected with the development of the British press in the
eighteenth century and the nineteenth century industrial
revolution. In the post-Second World War period an expan-
sion of media made advertising an integral part of daily life
that was gradually taking on its current recognizable form
[18, p.15]. In contrast to it, the advertising industry in
Ukraine has been evolved rapidly only in the twenty-first
century making a gigantic step from a strictly controlled
phenomenon of marginal importance it used to be before
1991 to the present day advertising art which employs an
impressive volume of linguistic and visual data managing
to appeal to all the senses of the consumer. The range of
studies on the linguistic aspects of advertising that were
performed lately by Ukrainian scholars testifies to a steady
rise in attention paid to this sphere of research [7; 8; 13; 20;
21].

If English linguistic tradition has invariably treated “the
language of advertising” as a separate, specific variety of
language, in Slav functional stylistics the status of advertis-
ing texts remains rather dubious. The authors of “Stylistics
of the Ukrainian language” regard advertising as a second-
ary language genre without attaching it to a particular func-
tional style [14, p. 214]; O. Krylova maintains that advertis-
ing texts can be described conventionally as genres of pub-
licistic speech while advertising should be treated as a
complex genre of public speech that is made up of atomic
genres realizing different intentions: to inform, to offer, to
promise, to assure, to give hope and so on [11, p. 277-281].
M.M. Kokhtev states that advertising really bears a relation
on all the functional styles [10]. The latest studies on this
issue give preference to the opinion that has gained curren-
cy in English tradition where the language of advertising is
considered to be a special language variety [1].

Despite the absence of unanimity on this subject, the
majority of scholars share the standpoint that the language
of advertising is uppermost the language of commerce in
view of its commercial framework and purely utilitarian
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purpose. According to the generic definition offered by G.
Leech, the language of advertising is loaded language
which differs from other types of loaded language (for
example, political journalism and religious oratory) in
pursuing a very precise material goal — to change the men-
tal disposition to reach the desired kind of behaviour — to
make the target audience buy a product or a service [12, p.
25]. The paramount aim of the advertisement consists in
explaining the product in detail to persuade the consumer
into buying it. Correspondingly, style in advertising is
described as one of those five basic functions of persuasion
which were elaborated by Aristotle and later classical writ-
ers and is currently treated as the linguistic stimuli used in
messages. Therefore, G.Leech’s fundamental study on
advertising that has put forward a conceptual framework
for its pragmatic and linguistic consideration appears to be
topical nowadays. Its postulates have been later developed
in a vast number of scholarly papers to cater for specific
needs of pragmatic and linguistic investigations that ad-
dress the issues of intrastyle and intralanguage communica-
tion. However, they prove to be helpful while probing
some interdisciplinary fields such as interlanguage com-
munication or translation [17], and interstyle studies, for
instance, a comparative analysis of advertising and poetry
[19].

The relevance of the paper is conditioned by the grow-
ing interest of both domestic and foreign linguists to the
issues of advertising language in pragmatic and translation-
al aspects. The objective of the study lies in revealing the
isomorphic and allomorphic stylistic features of English
and Ukrainian advertisements that are isolated in accord-
ance with the basic criteria of persuasive advertising of-
fered by G.Leech. The choice of Leech’s classification has
been prompted by its comprehensive, universal character
which makes it advantageous for interlanguage compara-
tive studies. Stylistic isomorphism in English and
Ukrainian advertising texts

Many general strategies of psychological and psycholin-
guistic influence on the target audience are universal and fit
for advertising products in any cultural tradition. Therefore,
a great number of principles and methods of advertising
have been extrapolated from foreign (predominantly An-
glophone) advertising practice to Ukrainian market. In
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order to be effective, an advertisement in any language
must meet the criteria of a successful persuasive text which,
in G. Leech’s classification, are termed as attention value,
readability, memorability and selling power [12, p.123].
Each of these four major criteria has its consequences on
the language used to achieve the corresponding purpose,
accordingly, it is possible to single out four main groups of
stylistic means that correlate with the criteria under discus-
sion.

The stylistic means of the first group are associated with
the attention value criterion as they fulfil the central task
of any advertising text that consists in attracting attention
and arousing curiosity. Attention is the initial element of a
generally recognized formula AIDA (Attention, Interest,
Desire, Action), that is considered to be the basic principle
in the work of advertising industry. At the language level,
in both advertising traditions it is achieved by breaking
conventions of language use with the help of neologisms or
coined words that have a special meaning in a specified
context (Gordon’s & Tonic: Innervigoration. / Give a
Timex to all, to all a good time. (Timex — a brand name of
watch — is formed originally from the two words: “time”
and “excellent”) // Cmumvnozazoeanuii naniti [orcunc |
3eghip JKaxo: JKaxoxanicms) and puns that offer a two
layered meaning to the slogan (Be Cointreauversial (a
campaign for the liqueur Cointreau) // Mopuuncera. 3as-
orcou y popmi. Biomenep y nositi). These stylistic means
easily fascinate people with their novelty and smartness.
Among other devices that put language in inappropriate or
unorthodox contexts one should mention wrong spelling,
grammatical solecism, rhymes and semantic deviations. All
of them help to make people ponder upon the meaning and
marvel at the felicitous turn of the phrase engineered by
copywriters or their ingenuity as, for instance, in the fol-
lowing advertisement which draws its power from a crea-
tive use of repetition:

3 8AUMU 3 6AUUUMU OHUMA OYUMA

6ce 6 NopsAoKY 8ce 8 NOPSOKY.

L]e noosoenmst ye nooBoEHHs

mpag@ixy mpagh@ixy ybo2o poxy ybo2o poxy

The second group of stylistic means ensures the reada-
bility of advertisements as the interest of advertisement
receivers needs to be sustained, taking into account that the
reader searches for quick and simple information. There-
fore, the style of advertisements is mostly informal, it sug-
gests an easy-going social relationship between the sender
of the message and the receiver, and is characterised by
casual colloquial expressions, phrasal verbs, idioms, elliptic
sentences and contractions: Red Bull Energy Drink: No Red
Bull. No wings. / “Just like coming home...” Dedeman
Hotel Service / Range Rover: It’s how the smooth take the
rough. /| Bionaowi-wiokonaoui, y cneky ne posmanyme. |
MTC. Ha kpok nonepedy. | B socusomi ypaean? Ipuiimail
«Ecnymizan!y

The use of slang, the elements of popular and oral
speech, perjorative lexis make advertising language spe-
cially impelling, easy to understand and memorize, giving
an impression that the message comes directly from the real
life: You 've gotta try it! // IInanmuemyew? Teiti Galaxy tab
2 (Camcyne) | He eanomyii — cuixepcyi! (Hecmne). Direct
address to the reader, frequently with the second person
pronoun “you” tends to shorten the distance between the
product and the consumers. Such tactics make the receivers
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feel that they are the centre point of those who produce the
product, and they are being taken special care of: Vogue
Hair Studio: If you look good, we look good! / HYUNDAI:
Always there for you. / “We speak your language” Interna-
tional Medical care / Trenz Hair Studio: You deserve the
best. // IlpueamBank. Bawa mouka onopu. | TEFAL. 3as-
acou oymae npo BAC. | City Commerce Bank. Bminioe
Bawi npacnenns. | Inoesim. Mu npayroemo — Bu 6ionouu-
eaeme.

The stylistic means of the third basic group found in
both analyzed traditions are used to guarantee the
memorability of advertisements. As it is very important
that the message of an advertisement is remembered by the
consumer and recognised as familiar, repetition constitutes
one of the most popular advertising techniques because it
enhances memorability. Different kinds of lexical, gram-
matical and phonetic repetition may be called the mnemon-
ic devices that help the consumer to remember and later
recall the text of the slogan or advertising. Among especial-
ly effective and, consequently, most frequently used repeti-
tions one should mention such powerful means of memori-
zation that keep resonating in one’s mind as 1) rhyme:
Drinking kills driving skills (the City of Sydney Media
Center with Roads and Traffic Authority) / The flavour of a
Quaver is never known to waver / V Energy: The massive
hit that improves you a bit.// Awga — cynep! Anvpa —
xaac! Anvgha — cmunvno! Lle ons nac! | Yumaii « Excnpecy,
suepasaii Mepceoec! 2) parallelism: Ford: Right people.
Right components. Right prices. / Savvi Beauty Salon: Look
well. Feel well. Be well. // Illaneni ¢ppyrxmu — wanenuii cix;
3) alliteration: TaB Energy. Fuel to be fabulous. /
Greyhound: Greyhound going great. // Aran. Cmandapm
cnpaesdicibo2o emaxy. | Cansimi madepa mpisi Minbspoepa.

Finally, a great number of isomorphic stylistic forms in
English and Ukrainian advertising texts are associated with
the selling power criterion, because an effective adver-
tisement is supposed to facilitate the customers to buy,
providing clear instructions what kind of action should be
taken next. Therefore imperative sentences are one of the
most frequently employed means of stylistic syntax in
advertising language. It is necessary to mention that both in
English and Ukrainian advertising traditions imperatives
often take the form of elliptical sentences or constructions
with omitted subjects, that is why, usually they are not
perceived as outright instructions but rather as some frag-
ments of statements or shortened sentences: Butterfly Kiss-
es Beauty Salon: Be bold. Be daring. Be simply beautiful./
Don’t stop! Grab a Snickers! / Nike: Just do it! / Revlon:
Twist. Glide. Shine. / Dodge. Grab Life by the Horns. //
Inmep Cimi. Ipuidcoxcaime! opieniotme! Kynyiume! |
Brawmyime cobi nezabymne cesamo! | Toyota. Kepyii
wmpicero! | Skittles. Cnpobyii eecenxy!

In general, the stylistic means that serve to provoke the
positive feelings of consumers towards the product are
essentially the same in English and Ukrainian advertising
because, according to the doctrine of high-context and low-
context cultures offered by Edward Hall, both English and
Ukrainian cultures have similar, low-context characteris-
tics. In Hall’s way of thinking, high-context cultures have
indirect character, without tendencies to discuss things;
most of the information is either in physical context or
internalized in the person, while little is in the coded,
transmitted, explicit part of the message [6, p. 243]. Corre-
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spondingly, for instance, Japanese advertising is noted for
the multifarious character of an advertising image and
profound symbolism linked to the integral philosophical
model of the world. Whereas low-context cultures are, on
the contrary, straightforward, with a clear-cut, explicit
indication of positions and the secondary role of non-verbal
communication. These are, first of all, the cultures of the
West, the USA and Canada. The highest index of this pa-
rameter can be observed in Germany — hence, German
advertising is predominately informative, it is built on the
logic of persuasion, arguments, facts, technical characteris-
tics. It has minimal emotionality and attractive visualization
(expressive video and advertising texts).

British, American and Ukrainian cultures are less low-
context than that of Germany. For this reason they try to
win consumers’ hearts by a special, goal-oriented emotion-
ality giving preference to expressive advertising images.
Respectively, the customer is tempted into buying a certain
product by means of: 1) striking metaphors — Estée
Lauder — Sunshine bottled. / It is new Silk Gloss or am |
just a love goddess? // Keapmupu y sicumiogomy komniex-
ci «Kacciones. Obepu ceowo sipxy! 2) original similes:
Lightweight, extra caring formula for dry and damaged
hair. Power hold and a soft touch like Cashmere. // L or —
Kasa 6e3002anna, sx zonomo; or 3) in-face hyperboles:
Neutrogena — Nothing works better./ Clearasil — Acne
marks can take forever to go away. // Cyn 'anuna Branka,
i 6u eiouyeme cebe na cbomomy nebi. I[Koge Mac Luxe:
3p06imb KOBMOK, w00 Gi0YyMu HenepesepuieHUll apomam i
ompumamu 004cesibHe 3A0080NEHHS.

It provides a prolific soil for employing various methods
of manipulation on the part of advertisers, for example,
glittering generalities which are highly typical of both
English and Ukrainian advertising texts. These are emo-
tionally appealing words and images associated with some
highly valued concepts (desire for security, love, health,
freedom, power, status, attractive appearance, ability to
make friends easily). The indirect message engineered by
means metaphorical or hyperbolical expressions in such
advertisements consists in flattering promises of the text
that buying the promoted product you are changing your
life: Agna Pacific artesian mineral water. It’s made in
heaven. / Cedar Springs bottled water. This bottle will
change your life./ Kumnosuii komniexc L]acnusuu. Mu
6yoyemo aicumio. Bu 6yoyeme wacms. All of them aim to
dazzle the consumers with some fabulous characteristics of
the marketed product and convince them in the positive
emotions that seem to be in store for those who will buy it.
In this connection there is a tendency to reify abstract no-
tions within a framework of a metaphorical utterance which
is especially obvious in Ukrainian advertising: Jlegiscoii
Opidcoxci: Bunixau mo6os! / Ckywmyiime nopyito wacms!
(advertising sweets). In a less obvious way this phenome-
non manifests itself when romantic relations that typically
bind human beings are presented as a romance between a
person and some commercial product: Csimou. 3axoxaiics
3 nepuioco WMClmOLlKa./

In both advertising traditions this manipulative strategy
makes use of such weasel words as home-made, organic,
fresh // hamypanonuil, domawmnii, ceixciti, and the so called
overblown or empty adjectives with devaluated positive
meaning that often make consumers adjective-blind or
adjective-deaf: new, pure, magic, revolutionary //
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HaWHOBIWIIH, Oe3noraHui, (eepuuHHi, HerepeBepIICHNH,
wanenuid. Compare: White Tiger, organic energy drink.
From pature, naturally. / Pure, fresh mountain spring
water. Bottled especially for you in Alpes from only our
purest mountain springs [Evian ad campaign] // Lllarenuii
obsan yin. / lanenuii posnpodasc. / Lllanena mooa 0is
diguam wanenoi kpacu. / [llaneni ¢hpykmu — wanenuii cix. /
Hocpabyiu “Llanenuii Ceiigh” yuieepmaey “‘Vrpaina” ua
10000 epusens. / Mazasun nauikpawux yin. / Llinu kpawe
Kpawux.

One more common method to enhance product appeal is
the so called glamorisation technique which is also found
in both English and Ukrainian advertising. It consists in
presenting things more beautiful than they really are. Thus
“old” becomes in English advertising olde, charming,
characterful, unique or worlde, while Ukrainian copywrit-
ers tend to describe the old as einmaoic, pempo. The same
effect may be produced by the use of glamorising euphe-
mistic substitutions as in the following pawnshop adver-
tisements: Peui 3 doceidom Onst npakmuynux mooeti / Peui 3
00C8i00M WYKAIOMb XOPOUio2o xaszaina!

Stylistic allomorphism in English and Ukrainian ad-
vertising texts. Allomorphic tendencies in English and
Ukrainian advertising may rest upon the prototypical char-
acter of concrete stylistic means in one of the described
traditions. It concerns, for instance, such powerful instru-
ment of attracting the reader’s attention as word-play or
pun. The prevalence of this effective attention getting tech-
nique in English advertising is conditioned by certain speci-
ficities of English morphology. The English language is
characterised by short, often monosyllabic or disyllabic
lexical units, their polysemantism, absence of flexions, and
it gives English copywriters carte blanche in playing upon
the phonetic form of words. This circumstance conditions a
lavish use of multiform puns in English advertisements.
Word-play can be based here upon: 1) homonymy (The
unique spirit of Canada. We bottled it. ‘Canada’ (= the
name of the country) forms an association with the brand of
spirits called Canada alcohol); 2) homophony (Make you
every hello and good buy. ‘Good buy’(= good purchase)
sounds the same as ‘good bye’; 3) polysemy (Face the
world. ‘Face’ means in this advertisement from the cosmet-
ic firm Boots Cosmetics both: a) a countenance; b) to meet
with someone face-to-face); 4) association with a well-
known phrase (Sofa so good. This furniture advertising
alludes to a set expression So far so good!) (Mats’kiv,
2013, p. 192).

Similarly, the abovementioned distinguishing features of
English as a language system make it possible to use allit-
eration as a prototypical stylistic means that ensures memo-
rability in English advertising texts. The desired effect is
achieved through the use of a wide spectrum of correspond-
ing devices (paronomasia, alliteration, assonance), because
English one, two or three-syllable polysemantic lexical
units can be easier converted into phonetic-semantic twins
than much longer Ukrainian words complicated with nu-
merous flexions: Eau fling. Pure Passion Perfume / ELLE
Spa — We believe in the perfect harmony of serenity, ser-
vice, and style / Today. Tomorrow. Toyota / Proactiv Solu-
tion — Renew, revitalize, repair and rejoice. / Redemption
Salon. Where style meets exceptional service. Here is the
verbal part of Dune perfume advertisement by Christian
Dior which is virtually saturated with the repetitions of




Science and Education a New Dimension. Philology, VII11(69), Issue: 234, 2020 Sept. www.seanewdim.com

sonorants and the initial letters of both the name of the
perfume (Dune) and the brand name (Dior): Dior. Dune —
the moment, the memory, the dream.

The use of foreign words in English advertising texts is
rather limited. Their employment is confined solely to
those cases when the marketed product represents a well-
known foreign brand invariably associated with the source
nature, its culture and traditions: Dior j’adore [Cartier.
L art D etre Unique. Jewelers since 1847/ Truc de Fau. La
French energy. At the same time Ukrainian copywriters
make an extensive use of not only foreign words (Water is
Worth Loving. Mepeoica canonie canmexmixku Bynv-6yiw),
but also the so called macaronic speech — mechanical mix-
ture of words and phrases or their remaking into foreign-
like language elements: Happy cepeoa | OLKOM — ye msiti
STYLE owcumms! Obepu csiti STYLE! / Xpycteam: Ilpayroii
XAPJloso, eionouusaii opaiieoso! / Iuso Tuborg Green.
THouamox GREENOio3no020 3a00601enna! / CmpaxOFFka.
Bumknu csiv cmpax.

Ukrainian copywriters lay special emphasis on the hu-
morous tonality of advertisements. This tendency becomes
especially obvious due to an extensive use of funny one-
sentence statements: 3posymino i owcupagi numu nueo
xkpawe 3 Jlagghi! (the advertisement of nuts); Bu mooceme
0360numu Oewesuie, ate minvku ¢ dgepi (the advertisement
of discount on phone calls); Jewesuie minoku niwxu! (the
advertisement of taxi service); 4 nam, sx eosxam — 3you!
(the advertisement of dental services).

Conclusions. Identical pragmatic aims of advertising

texts in both compared cultural traditions predetermine the
homologous character of stylistic forms used in English
and Ukrainian advertisements. Since any effective adver-
tisement should possess at least four key pragmatic charac-
teristics: attention value, readability, memorability, and
selling power impersonal, one may observe an array of
isomorphic stylistic features responsible for securing these
essential functions of a successful advertisement. Among
the core stylistic means present in a vast majority of both
English and Ukrainian advertising texts are: neologisms or
coined words, direct address to the reader, colloquial sen-
tences and contractions, idioms, casual colloquial expres-
sions, phrasal verbs, different kinds of lexical, grammatical
and phonetic repetition, imperative sentences, metaphors,
similes and hyperboles.

However, some stylistic means employed in English and
Ukrainian advertising industry do not display such unam-
biguous correlation. A comparative analysis of British-
American and Ukrainian advertisements allows to reveal
also certain divergent stylistic techniques used by advertis-
ing writers in the corresponding cultural traditions. It con-
cerns, for instance, phonetic expressive means (alliteration,
assonance, paronyms) or those stylistic differences in Eng-
lish and Ukrainian advertising that are conditioned by the
specificities of English and Ukrainian morphology. At the
same time such rather conspicuous stylistic phenomena of
Ukrainian advertising discourse as foreign words and mani-
festations of macaronic speech do not find analogy in Eng-
lish.
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